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WINDY CITY GET-TOGETHER 


Experts Exploring Key Trade Topics At NAMA Meeting 


Wswara® 'Wimm 

ON THE ROAD: Marriott Corp. is renovating the 
8 travel plaza locations on the Florida Turnpike, 
which runs from Orlando to Miami. Winning re¬ 
newal of a 15-year contract for these heavy tour¬ 
ist traffic sites, the firm is currently engaged in a 
$28 million facelift that includes vending ma¬ 
chines along with food service. 

SMALL STUFF: Planters LlfeSavers, Inc. is test¬ 
marketing little pellets of its Butterfinger bar 
under the name Butterfinger BB’s. 

DATA CONTROL: At the upcoming Bottlers 
Show in October in Las Vegas, Coin Acceptors 
plans to debut its 9370-S, a changer that elec¬ 
tronically stores cash and vend transaction infor¬ 
mation. Data is transferred to a hand-held com¬ 
puter in the new DEX/UCS format, and can be 
used for cash control, inventory control, etc. 

SMOKE SIGNAL: Philip Morris reports sales of 
Cambridge, its price/value brand, continue to 
grow. The company notes that Cambridge sales 
in 1987 were double those of 1986, and “the 
record pace continued in 1988.” 

JACKING UP: Ameritech, one of the Baby Bell 
telephone companies, now has special jacks on 
selected Charge-A-Call phones that allow callers 
to plug .in laptop computers, facsimile machines 
and telecommunications devices for the deaf. 
They have been introduced at locations in Illinois 
and Wisconsin, including airports, hotels, and 
sports arenas. 

1^^ BLANKETING: Trade observers note that the 
popularity of soft drink venders is on the in¬ 
crease in hotel/motel sites. Where the machines 
were once placed on every other floor, they can 
now be found not only on every floor, but occa¬ 
sionally in two areas on the same floor. 



LOAD OFF: One sequence in "Cafe ARA," a video pro¬ 
duced by ARA Services for its management personnel, is a 
speed-loading contest for vending machine route drivers 
held in Atlanta. (See story. Page 5). 


Expect 6,000 Visitors To View 230 Exhibits 


CHICAGO - Would you 
like to know how to value 
your vending business? Are 
you interested in vended 
food programs? Want to 
learn more about vend pro¬ 
duct distribution? Need 
some pointers on Office Cof¬ 
fee Service marketing? Like 
an update on the legislative 
outlook? 

Answers to these ques¬ 
tions — and other topics of 
interest to the trade — are 
topics included in the busi¬ 
ness program of the annual 
NAMA Convention-Exhibit, 
which is being held October 
12-15 at the McCormick Place 
in Chicago. 

In addition, roundtable 
discussions with extensive 
audience participation have 
been scheduled on such 
bread-and-butter interests 
as “Purchasing, Accounting, 
Merchandising” and “Getting 
and Maintaining Quality Per¬ 
sonnel”. The program is struc¬ 
tured around the theme “The 
Challenge of Change”. 

More than 230 exhibitors 
will participate in what 
NAMA Director of Conven¬ 
tions Richard M. Geerdes 
calls “the largest NAMA Ex¬ 
hibit ever”, showing “whats 
new” in vending equipment, 
supplies and services. About 
16% of these firms will be 
displaying their wares for the 
first time at a national vend¬ 
ing show. 

As a midway point in the 
country, Chicago has always 
drawn top NAMA convention 
attendance. The 4-day event is 
expected to attract better 
than 6,000 executives and 
managers of the vending/ 
foodservice industry, includ¬ 
ing visitors from Canada, 
Latin America, Europe and 
Japan. 

Business sessions are 
scheduled for each morning of 
the convention at McCormick 
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Place, beginning on Thursday 
(October 12), when NAMA 
conducts its annual meeting, 
elects directors, and makes 
awards. 


NEW YORK - Soft drinks 
continued to hold the top 
spot on the menu of vending 
products, racking up $10.3 
billion, or 45.6% of the $22.6 
billion registered for all 
items vended in 1988, accord¬ 
ing to the recently-published 
VENDING TIMES Census 
of the Industry. 

The can retained its role 
as the major soft drink 
package, accounting for a 
whopping $6.4 billion in 
sales, and 28.1% of total 
vending dollar volume. Bottl¬ 
ed cold drinks tallied $2.1 bil¬ 
lion in vender sales, or 9.5%; 
while cup machines regis¬ 
tered $1.8 billion, or 8%. 

Diet beverages, parallell¬ 
ing increased public accep¬ 
tance in manual outlets, ac¬ 
counted for an increasing 
market share. Close to 100% 
of all operations featured 


NAMA Chairman John R. 
Farquharson (Araserv, Phila¬ 
delphia) will deliver the 
opening address, analyzing 
(Continued on Page 11) 


these products, with 32% of 
vended can drink sales and 
28% of cup vended sales 
made in low-calorie products. 

Other major vending pro¬ 
duct categories on the basis 
of dollar sales were confec¬ 
tions/snacks in second place 
with $3.9 billion, or 17.1% of 
the total for all items; and 
cigarettes, ranking third 
with $3.2 billion among the 
14 classifications in the Cen¬ 
sus, representing 14.1% of 
vender volume. 

According to this study, 
almost half of the operating 
companies reporting made 
use of computers in manag¬ 
ing their businesses to speed 
access to management infor¬ 
mation. In-machine currency 
validators continued to make 
headway, with 17% of all 
vending equipment adapted 
for $1 bill acceptance, compar¬ 
ed to 13% the previous year. 



YOUTH MARKET: Vendrite Vending principals Alan Dubs (right) 
and Sid Greenspan put finishing touches on new full-line vending 
bank at Baruch College of the City University of New York just 
prior to start of the fall semester. Vendrite specializes in providing 
vending service to clients in New York City (see story on Page 9). 


Soft Drinks Retain Top Vender Spot; 
Sales Rise To $10.3 Billion For 1988 






























Break into the small business market in 
a big way. 

Use the new countertop snack ma¬ 
chines from Automatic Products. 

Our countertop venders can turn a 
profit with significantly fewer employees 
than the number needed to support a 
conventional snack machine; as few as 
10, according to some studies. 

And that opens the door to over 3 
million U.S. businesses with 10-99 em¬ 
ployees that was closed before. 


Plus, e h countertop machine vends 
and makes change with the same relia¬ 
bility that characterizes our durable 
Snackshop line. And each provides a 
profitable alternative to “honor” systems 
and the more vulnerable plastic venders. 

Our countertop snack machines 
come with three different shelf config¬ 
urations offering as many as 174 units. 
Bill validator cabinets and lockable base 
cabinets are also available. 

What’s more, the venders are 


supported by the most experienced and 
widely skilled service organization in 
the industry. 

So, call us at the number below. 
And get a small snack machine that 
means big business. 


Ml Automatic Products 

75 West Plato Boulevard St. Paul, MN 55107 
Tele: 612/224-4391 Fax: 612/224-5559 


©1989 Automatic Products 












SIGNED: Watching Missouri Governor John Ashcroft sign a sales tax 
reform law that will base the levy on 135% of net invoice price rather 
than gross receipts are Missouri Automatic Merchandising Association 
(MAMA) officials (I. to r.) Art Anderson, Bill Short, Lew Ensor, Curtis 
Campbell, Michael Hanna, Bill Burch, Jim Harris, Michael Ryan and 
Dave Winkler; Duane Benton, Director, Missouri Department of Reve¬ 
nue; Rep. Jack Goldman; DeeDee Tate, Department of Revenue; Rep. 
Bob Howard; MAMA lobbyist John Bardgett; Sen. Irene Treppler; Rick 
Moore, Department of Revenue; and Charles Hanna, MAMA. 


1988 U.S. Vender Exports Hit Record $49,628,000; 
United Kingdom, Canada, W. Germany Best Customers 


CHICAGO — With a cheaper 
U.S. Dollar prevailing in commerce 
during 1988, vending machine ex¬ 
ports by American manufacturers 
soared to a record $49,628,000, 
NAMA Assistant Secretary/Trea¬ 
surer Joann James reported. This 
total compared to $30,464,000 in 
1987. 

Leading the list of customers for 
U.S. equipment was the United 
Kingdom, buying 20*506 venders 
for $20,150,000. Exports to Canada 
ranked second with $8,466,000, fol¬ 
lowed by West Germany ($1,996,000), 
Italy ($1,826,000), the Netherlands 
($1,219,000), and Japan ($239,000). 

In addition, U.S. firms exported 
$27,808,000 worth of vending ma¬ 
chine parts last year. Of that total, 
$10,780,000 went to Canada, 
$6,842,000 to the United Kingdom, 
$4,392,000 to West Germany, 


$1,157,000 to Italy, and $929,000 to 
the Netherlands. 

Imports of foreign-made vending 
machines and parts to the U.S. in 
1988 totaled $49,294,000, with 
Japan accounting for $25,807,000 or 
better than half of the value of 
shipments. Among other major ex- 

S orters were West Germany 
15,620,000), Taiwan ($5,460,000), 
United Kingdom ($4,145,000), and 
Canada ($3,005,000). 

The export figures are compiled 
by the U.S. Department of Com¬ 
merce from the Shipper’s Export 
Declaration form, and include all 
coin-operated merchandise ma¬ 
chines. Import data is compiled 
from import entry forms by the 
Bureau of the Census. (Juke boxes 
and coin-operated amusement 
games are not included.) 


Cadbury Buys Crush From Procter & Gamble 


CINCINNATI - Procter & Gam¬ 
ble has agreed to sell its Crush In¬ 
ternational soft drink business to 
Cadbury Schweppes P.L.C. for $220 
million. 

Combined with Cadbury’s ex¬ 
isting Canada Dry, Sunkist and 
Schweppes brands, the Crush acqui¬ 
sition will give Cadbury Schweppes 
almost a 5% share of the U.S. soft 
drink market, and about 23% of the 
orange drink field. 

Procter & Gamble stated that it 
was selling the Crush unit to con¬ 
centrate on its other beverages, in¬ 
cluding Folger’s coffee, Citrus Hill 
juices, and Sundor fruit juices and 
drinks. 

Prior to deciding to leave the soft 
drink field, Procter & Gamble had 
blueprinted a program to enter the 


NAMA Names David Stone 
Communications Director 


CHICAGO — The National Auto¬ 
matic Merchandising Association 
(NAMA) has appointed David R. 
Stone as Director of Communica¬ 
tions, according to an announce¬ 
ment by President James A. Rost. 

Stone previously was editor of 
American Automatic Merchan¬ 
diser. He succeeds Walter W. Reed, 
who retired (V/T, August). 



DAVID STONE 


vending market with canned 
Orange-Crush and Hires Root Beer. 
This called for P&G to make vend¬ 
ing equipment available to opera¬ 
tors in some markets on a favorable 
financial basis (V/T, May). No word 
was available as to whether Cad¬ 
bury Schweppes would utilize this 
program. 

Federal Paper Board Co. 
Set To Buy Imperial Cup 

KENTON, 0. — Federal Paper 
Board Co., Inc. has signed a letter of 
intent to purchase all of the capital 
stock of Imperial Cup Corp. 

Imperial, which has annual sales 
of approximately $80 million, opera¬ 
tes four paper cup manufacturing 
facilities in Kenton, 0.; Visalia, Cal.; 
LaFayette, Ga.; and Salisbury, Md. 

Federal president John R. Ken¬ 
nedy noted that the acquisition was 
an “excellent fit” for Federal. 

Kennedy stated that members of 
the Allen family, who had owned 
Imperial, would continue with the 
company as consultants after the 
acquisition. 

Vendmark Expanding 
National Distribution 

ATLANTA - Vendmark of 
America is expanding its service to 
include actual stocking and distri¬ 
bution of a full line of vending pro¬ 
ducts and supplies. 

“We had many requests from 
both customers and suppliers to 
warehouse more of the products,” 
said executive vice president Jerry 
Fulton. “This allows us to give our 
customers faster service and lower 
minimums.” 

Vendmark currently distributes 
from Morrow, Ga. (south of Atlanta) 
and Cincinnati, 0. warehouses. 
“There are plans for several other 
warehouses to be opened during 
the next 12 months,” president Gene 
Davis stated. 


Marriott Divesting Airline Catering Division, 
Which Will Be Acquired By Caterair International 


WASHINGTON - Marriott 
Corp. and a group of investors have 
signed a definitive agreement un¬ 
der which Marriott’s airline cater¬ 
ing division, Marriott In-Flite Ser¬ 
vices, will be transferred to the 
group. 

Called Caterair International, 
the group is led by Daniel Altobello, 
an executive vice president of Mar¬ 
riott; Frederic Malek, a Washington 
merchant banker and former Mar¬ 
riott executive; and several mem¬ 
bers of the airline catering divi¬ 
sion’s management. 

Terms were not disclosed, but 


Marriot will have an ongoing finan¬ 
cial interest in the business, which 
will continue to operate under the 
Marriott In-Flite Services name. 
The Carlyle Group, a Washington 
merchant bank, is placing debt and 
equity for the Caterair investor 
group. 

A leading provider of airline 
meals, Marriott In-Flite services 
has 108 flight kitchens at 45 U.S. 
and 38 foreign airports. Serving 150 
airlines, it had revenues of about 
$800 million in 1988 and has nearly 
19,000 employees. 


House Set To Follow Senate In Revamping Coins; 
New Law Will Authorize Hill Of Rights 7 Designs 


WASHINGTON - Legislation 
authorizing new designs for current 
U.S. coins appears close to passage 
by Congress. The bill was passed 
unanimously by the Senate in June, 
and with 265 co-sponsors in the 
House, it is expected to win approv¬ 
al this month. 

Under existing law, the Treasury 
Department can change the design 
of a coin after it has been issued for 
25 years, although Congress can do 
it at any time. While the Lincoln 
penny has been in use since 1909, 
Washington quarter since 1932, Jef¬ 
ferson nickel since 1936, Roosevelt 
dime since 1946, and the Kennedy 
half dollar since 1964, the Treasury 
had not shown an inclination to 
come up with new designs. As a re¬ 
sult, advocates for a change have 
been lobbying Congress. 

The proposed legislation pro¬ 
vides that new reverse images 
(“tails”) on the coins will commemo¬ 
rate the Bill of Rights and the Bi¬ 
centennial of the Constitution, 
while the presidential profiles will 
be modified. 

Diane Wolf, a backer of the bill 
who heads the U.S. Commission on 
Fine Arts, a Federal advisory panel 


which reviews the designs of new 
American coins, has maintained 
that U.S. coinage has grown “stag¬ 
nant” because the designs have 
been used so long. 

“Coins,” she observed, “are Amer¬ 
ica’s calling cards all over the world, 
and it’s time we showed the world 
what a great country we have by 
featuring new designs by the finest 
American artists of today.” 


Kiley Dies 

CHICAGO — Bernard J. Kiley, 
former owner of two vending 
machine firms in the Chicago 
area, died August 8. He was 69. 

Kiley was founder and presi¬ 
dent of Mid-States Vending Ser¬ 
vice in Cicero until he sold the 
company in 1973. He then start¬ 
ed Theta, Inc. in Hinsdale and 
operated it until 1980 when it 
merged with Laidlaw Waste, Inc. 
of Arlington Heights. He served 
as vice chairman of that firm. 

Well known in the industry, 
Kiley was active in both NAMA 
and the Illinois Automatic Mer¬ 
chandising Council. 
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CVIC Speakers Urge Operator Commitment 
To Grass-Roots Defense Of Cigarette Vending 


LAS VEGAS, Nev. — Concerted 
action to defend cigarette vending 
against legislative and regulatory 
prohibitions was the topic of a 
breakfast meeting organized by the 
Cigarette Vendors Information 
Council during the Amusement & 
Music Operators Association an¬ 
nual convention. 


Speakers were James A. Rost, 
president of the National Automatic 
Merchandising Association; Walter 
Bohrer, chairman of AMOA’s Gov¬ 
ernment Relations Committee; Kurt 
Malmgren, senior vice-president of 
The Tobacco Institute; and Morris 
(Tiny) Weintraub, managing direc¬ 
tor of CVIC. More than 200 cigar¬ 


ette operators attended the event. 

Participants were welcomed by 
AMOA president Clyde F. Knupp, 
Amuse-O-Matic Co. (Fort Dodge, 
Iowa), who emphasized that the 
association is deeply concerned 
with attempts by anti-smoking 
forces to single out vending ma- 
(Continued on Page 63) 




True, the taste worth 
switching to, could be worth 
big profits to you in the 
months ahead. 

With our multimillion- 
dollarad campaign and our 
multimillion-dollar 
promotional campaign 
priming the way. 


Our numbers already 
indicate that smokers are 
getting the True message 
loud and clear. 

No doubt about it, True’s 
time has come now. 


TRUE 


© LORILLARD, INC., U.S.A., 1989 


THEY’RE TALKING TASTE. 


WERE TALKING PROFITS. 


The only business we do is the business you do. We never forget that. 


ATTENTION RETAILERS Benefits are periodically available on proportionally equal terms to all over-the-counter or machine vendors of Lorillard cigarettes under Lorillard’s merchandising plans. 
For further information, consult your Lorillard representative, or write Lorillard, 1 Park Avenue. New York. NY 10016 
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October 5-8 

National Association of Food Equipment 
Manufacturers 1989 Exhibition 8t Semi¬ 
nar, Dallas Convention Center, Dallas, TX. 

CONTACT: NAFEM at (312) 644-6610 

October 6-8 

Louisiana Wholesale Tobacco 8t Candy 
Distributors Association Annual Conven¬ 
tion, Doubletree Hotel, New Orleans^ LA. 

CONTACT: LWTCDA at (504) 272-0542 

October 9-11 

National Automatic Merchandising As¬ 
sociation 1989 Financial Management 
Seminar, facility to be announced, Chi¬ 
cago, IL (precedes 1989NAM A Conven¬ 
tion and Trade Show). 

CONTACT: National Automatic Merchandising Association* 

October 12-15 

National Automatic Merchandising As¬ 
sociation Annual Convention and Trade 
Show, McCormick Place, Chicago, IL. 

CONTACT: National Automatic Merchandising Association* 

October 16-18 

National Automatic Merchandising As¬ 
sociation 1989 People Management 
Seminar, facility to be announced, Chi¬ 
cago, IL (follows 1989 NAMA Conven¬ 
tion and Trade Show). 

CONTACT: National Automatic Merchandising Association* 
October 18-19 

Hawaii Restaurant Association 7th An¬ 
nual Pacific Area Food 8f Beverage Ex¬ 
position, Neal S. Blaisdell Center, Hono¬ 
lulu, HI. 

CONTACT: HRA at (808) 536-9105 

October 21-24 

National Frozen Food Association and 
American Frozen Food Institute 1989 Na¬ 
tional Frozen Food Convention & Exposi¬ 
tion, Atlanta Hilton Hotel, Atlanta, GA. 

CONTACT: NFFA at (717) 534-1601 or AFFI at (703) 821-0770 

October 22-25 

National-American Wholesale Grocers 
Association and Institutional Foodser¬ 
vice Distributors Association 1989 Pro¬ 
ductivity Conference, Denver Conven¬ 
tion Center, Denver, CO. 

CONTACT: NAWGA at (703) 532-9400 
November 10-11 

Ontario Coffee Service Association An¬ 
nual Convention 8( Trade Show, Skyline 
Hotel, Toronto, ON, Canada. 

CONTACT: OCSA at (416) 624-2730 

November 11-15 

Dairy 8t Food Industries Supply Associa¬ 
tion, 1989 Food 8t Dairy Expo, McCor¬ 
mick Place, Chicago, IL. 

CONTACT: DFISA at (301) 881-7832 

November 12-15 

International Hotel/Motel 8t Restaurant 
Show, Jacob K. Javits Convention Cen¬ 
ter, New York, NY. 

CONTACT: American Hotel-Motel Association at (202) 289-3100 

December 7-11 

Virginia Automatic Merchandising Asso¬ 
ciation annual membership meeting and 
election, Boscobel Beach Club, Jamaica, 
West Indies. 


1990 


January 12-14 

Automatic Merchandising Association 
of Florida Second Annual Convention, 
Saddlebrook Resort, Tampa, FL. 

CONTACT: National Automatic Merchandising Association* 

February 2-4 

Florida Amusement 8t Vending Associa¬ 
tion Fifth Annual Vending Trade Show, 
Omni Expo Center, Orlando, FL. 

CONTACT: FAVA at (904) 878-3134 

‘National Automatic Merchandising Association: 
Headquarters (312) 346-0370 
Eastern Office (703) 435-1210 
Western Office (818) 783-8385 


VENDING TIMES (ISSN 0042-3327) is pub¬ 
lished monthly (except semimonthly in May 
and July) by VENDING TIMES, INC., 545 
Eighth Avenue, New York, NY 10018. Sub¬ 
scription (domestic) $30.00 per year;$3.00 
persampleissue. Foreign subscription$80.00 
per sample issue. Second class circulation 
paid at New York, New York and additional 
mailing office. POSTMASTER: Please send 
address change to VENDING TIMES, 545 
Eighth Avenue, New York, NY 10018. 
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Brock and Co. Adding 4 Accounts In N.J. And Pa. 


MALVERN, Pa. - Brock and 
Co., Inc. has added four new ac¬ 
counts in New Jersey and Penn¬ 
sylvania. 

The United Jersey Bank of 
Princeton, N.J. has chosen Brock to 
provide food and vending services. A 
leading regional bank holding com¬ 
pany, it has over 2,400 employees. 

Brock has also been awarded a 
contract to provide food service for 
the National Liberty Corp. in Valley 
Forge, Pa. This insurance company 
employs 1,800 people. 

In Piscataway, N.J., Brock will 
provide food service to the Insti¬ 
tute of Electrical and Electronics 
Engineers, Inc. This is a profes- 

ARA Produces Video 
To Showcase Business 

PHILADELPHIA, Pa. - ARA 
Services, Inc. has produced Cafe 
ARA , a 30-minute video that is be¬ 
ing distributed to the company’s 
managers. 

Employing a magazine program 
format, it is the first in a series of 
videotapes designed “to showcase 
the firm’s lines of business and the 
people who run them”. According to 
ARASERVE vice president Tony 
Wilson, “it will give managers a 
better understanding of ARA’s vari¬ 
ous events outside of their particu¬ 
lar line of business.” 

Containing scenes from 8 ARA 
locations, Cafe ARA includes such 
events as a lunch for President 
Bush at a school in New Jersey and 
a speed-loading contest for vending 
machine route drivers in Atlanta. 

Brochure Details How 
To Help Feed The Needy 

CHICAGO — Quaker Oats Food 
Service Division has teamed up 
with Second Harvest, a food bank 
network, to produce a brochure en¬ 
titled Turn The Tables To Help The 
Needy. This guide provides infor¬ 
mation on how vending and foodser- 
vice operators can help feed the 
needy. 

Included in the brochure is infor¬ 
mation about food donation con¬ 
siderations, liability concerns, pro¬ 
motion ideas, and tax benefits. 

Operators can receive the free 
brochure by calling Quaker Oats Food 
Service Division at 1/800-255-4129. 


sional association that has a payroll 
of 500 employees. 

Brock has also been selected as 
the food service company for DX 
Imaging of Lionville, Pa. A partner¬ 
ship between du Pont and Xerox, 
the firm manufactures imaging 
equipment for the printing industry. 

Serving the Delaware Valley TIGER TRAILEVATOR: Tiger Line Equipment has purchased the/Trailevator" 
area, Brock and Co. provides food hydraulic ligting/lowering trailer design from Magline Industries (Pinconning, Ml) 
and vending services to numerous and is now producing "Railevators" as part of its materials handling line. Tiger 
regional and national accounts. is headquartered at 115 North Ohio St., Minster, OH 45865, tel. (419) 628-3388. 
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FOR SOFT 
SUMMER SALES 


The OMNICUBE Candy Cooler 

A Natural Fit For Your Route Vehicle 
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Don’t let your candy sales and profits take a summer vacation; 
keep your top selling M&M/Mars Chocolate Candies 
“Cool & Fresh” during the long hot summer. 


The Omnicube Candy Cooler features: 

• Capacity to carry approximately 40-50 boxes of candy 
on five adjustable shelves 

• An overall size of only 28V4"Wx30y 16 "Dx35 3 /4"H 

• Two rechargeable Omni Ice Cold packs to maintain 
optimum temperature of 60°F-70°F all day long 


> Heavy duty, yet lightweight aluminum and fiberglass 
construction with PA" of polyurethane insulation 

> Ability to double stack and lock together for additional 
capacity 

> Requires NO alterations to your vehicle. 


Members in the M&M/Mars Performance “Plus” Vend Program can NOW REDEEM THEIR BONUS 
POINTS FOR FREE COOLERS or receive a special discount. When you call simply provide your 
program I.D. number and they’ll take it from there... 


Ocean Spray Appoints 
Key Account Sales Mgr. 


CALL TODAY 


omnicube. 

IB 


A Product Of equipment Innovators. Inc 


1-800-733-3434 


LAKEVILLE, Mass. - Scott M. 
Parizo has been appointed Key Ac¬ 
count Sales Manager, Convenience 
and Vending, by Ocean Spray Cran¬ 
berries, Inc. 

He will be responsible for manag¬ 
ing key account sales for vending 
and convenience store distribution 
in the southern U.S. He will operate 
out of the Ocean Spray sales office 
in Dallas. 
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“We’ve built our business 

We’re committed to 



Larry Matchett 

Northeast Regional Mgr. 
26 years in vending 
supply management 


Jerry Satterlee 

Midwest Regional Mgr. 
Servicing the vending 
industry since 1960 


Ann Cieslowski 

Western Regional Mgr. 
Vending and coffee service 
supply since 1981 


Bob Sander 

President, COO 
14 years in senior man¬ 
agement for worldwide 
beverage company 
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stop and see us at Booth 509 


Jim Watkins 

Chairman, CEO 
Background in vending 
sales and marketing; 
founded Golden Valley 
Microwave Foods in 1978 


■ ■ ■ 


on vending, 
vending, 100% 



# Jim Watkins, Chairman 



Golden Valley Microwave Foods began 
in the vending industry. Our first products 
were sold through vending... thanks to the 
support of entrepreneurial vendors who saw 
an opportunity to expand their profit base 
using microwave technology. Our success is 
largely due to the success of your industry. 

Today we are more committed than ever 
to vending... in terms of both product de¬ 
velopment and sales and marketing support. 
Our vending division is stronger and more 
knowledgeable than ever. Led by seasoned 
individuals who are backed by a wealth of 
successful experience as vending operators 
and vending suppliers alike. We know how to 
provide the products and service you need. 

As we continue to grow and develop new 
products, our commitment to vending remains 
strong. Our successful Act II™ line of vended 
products continues to expand.. .with Act II 
microwave popcorn now in flavors and low salt 
versions, Act II microwave pancakes and new 
Act II Pizza Pockets™ 

We are proud of the commitment we 
have made to vending. We are grateful for the 
consistent support of the vending industry. 
And we look forward to a long and mutually 
profitable relationship. 


GOLDEN VALLEY 
MICROWAVE 
FOODS, INC. 


David Angel 

Southeast Regional Mgr. 

13 years in food service 
and vending management 


Ray Hale 

Vice President, Vending 
24-year background as 
owner in vend snack supply 











APPLICATIONS ENGINEERING 


SODA FLOAT: New vender 
moving system from Airsled 
features two "Airbeams", a 
"Vac'iV Blow" compressor, 
and attachments; it provides 
a frictionless air cushion to 
float equipment over floors. 
Here, Airsled's Aaron Silver- 
man shows off the compo¬ 
nents (left) and puts the sys¬ 
tem through its paces (right). 
"Airbeams" and accessories 
weigh only 24 lbs., and can 
be carried in two lightweight 
nylon cases; the compressor 
weighs 12 lbs., and features 
a shoulder-strap for easy use 


Bruce Harvey, president of Air¬ 
sled Inc., which develops and manu¬ 
factures the systems, noted that the 
weight of the vending machines was 
not a problem. “We’ve developed 
low-pressure systems for industrial 
applications that can float up to 
three tons’’ Harvey said. “The pro¬ 
blem with the vending machine 
moving system was to design it to 
work with all of the different 
manufacturers’ vending equip¬ 
ment.’’ 

The thin “air beams’’ were the 
solution. Covered with perforated 
Neoprene-coated polyster, they can 
lift a 1400-lb. machine on the airflow 
supplied by the 4-HP “Vac’n Blow’’ 
motor. While the concept sounds 
simple, the implementation is not; 
various elements of the system’s 
design are patented in the United 
States and internationally in 
Canada, France, Italy, and 
Australia. 

The system was tested with a 
local bottling company in Delaware, 
and Airsled engineers spent months 
lifting and moving machines made 
by different manufacturers. When 
the design proved able to accom¬ 
modate them all, a prototype was 
sent to the headquarters of a major 
soft-drink company for evaluation. 
A 220-volt prototype was also 
dispatched to Australia for testing. 
To date, results have been very pos¬ 
itive, Silverman said. 

Information on the “Sodafloat’’ 
may be had from Airsled Products, 
Inc., 408-B Meco Drive, Wilmington, 
Del. 19804, tel. (302) 996-5417. 


Airsled Launches 'Sodafloat' Equipment Mover 
With Air-Film Suspension To Ease Installation 


WILMINGTON, Del. - Slated for 
introduction at the National 
Automatic Merchandising Associa¬ 
tion trade show in Chicago, Ill. is the 
“Sodafloat” system from Airsled, 
Inc. Initially developed to assist 
soft-drink bottlers install can 
venders, “Sodafloat” enables one 
person to move a 1,400-lb. vending 
machine on a cushion of air. 

The system consists of two “air 


beams”, 39 ins. long X 12 ins. wide X 
1/8-in. thick, and a portable “Vac’n 
Blow” power unit. A number of 
hose, connector, and attachment op¬ 
tions are available to connect the 
power unit to the “air beams.” 

In use, the “air beams” are slid 
beneath the vending machine; turn¬ 
ing on the power unit forces a thin 
film of air between the bottom of 
each “air beam” and the floor. This 
frictionless cushion permits the 
machine to be pushed into place 
with great ease and precision, with¬ 
out danger of marring the floor. 

“Sodafloat”, which will also be ex¬ 
hibited at this fall’s InterBev ’89 
beverge industries convention in 
Las Vegas, Nev., represents the 
latest application for Airsled’s low- 
pressure air-film technology. The 
original Airsled “Appliance Mover” 
was introduced in 1983, and 
thousands of these units are in use 
today by retailers, computer com¬ 
panies, and flooring firms to float 
equipment effortlessly from one 
place to another. 

Aaron Silverman, president of 
Airsled’s marketing and distribu¬ 
tion division, reports that an 
Australian soft-drink bottler first 
suggested using an Airsled system 
to float and move vending machines. 
“The bottler asked the brand’s in¬ 
ternational headquarters to contact 
us,” Silverman recalls. “When they 
did, we told them that we thought 
we could help.” 


Goetze’s Candy Co., lnc./3900 E. Monument Street/Baltimore, MD 21205/(301) 342-2010 
Makers of Caramel Creams® and Cow Tales® 


Summertime. Or wintertime. In hot 
weather. Or cold weather. Goetze’s 
Caramel Creams are a popular alter¬ 
native to chocolate bars. Seethe profits 
youll pull with Goetze’s chewy, thick 
caramel and famous rich, creamy cen¬ 
ters. Goetze’s Caramel Creams come 
in a wide variety of delicious flavors. 


Better because it's 




American made 


More than just a hot weather 
replacement for chocolate, 
Goetze’s gives your cus¬ 
tomers a change of 
pace that stays pop¬ 
ular all year 
round. 











V/T VISITS WHITESTONE 

Stress On Service, Problem-Solving Prowess Foster Growth 
For Vendrite Vending In Tough New York City Marketplace 


WHITESTONE, N.Y. - Midtown 
Manhattan is not every vending op¬ 
erator’s idea of the perfect market, 
but its apparent difficulties present 
real opportunities for the creative 
vendor, according to the principals 
of Vendrite Vending Corp. here. 

The company was started some 
eight years ago by Alan Dubs and 
Joe Monestere on Long Island, 
Dubs told V/T. Vendrite was incor¬ 
porated in 1985, and zeroed in on 
New York City as a market with 
great potential. A third partner, Sid 
Greenspan, is now on board, and the 
management team is seeking to 
perfect the method of operating 
that will work best in one of the 
world’s most congested areas. 

There are no mysteries to suc¬ 
ceeding in Manhattan, Greenspan 
explained. “You need an active, ag¬ 
gressive sales program; strong em¬ 
phasis on account relations, from 
providing new equipment to offer¬ 
ing fast service when machines 
malfunction; and good communica¬ 
tions’’ he explained. 

“When you get right down to it, 
only three things are important: 
service, service, and service,” 
Greenspan added. 

ARCHITECTURAL DIMENSION 

Engineering know-how is also im¬ 
portant. The company has a number 
of accounts which it secured by 
demonstrating the ability to get 
modern equipment into places in¬ 
accessible to less imaginative oper¬ 
ators. In one case, Vendrite removed 
the railing of a mezzanine balcony to 
hoist a bank of new venders into the 
client’s break area — which had 
previously been served only by ar¬ 
chaic machines small enough to be 
manhandled up a winding staircase. 
Familiarity with building mainte¬ 
nance and a willingness to under¬ 
take difficult jobs are important in a 
large urban market. 

While Vendrite serves clients 
throughout New York City, the ma¬ 
jority of its locations are in Manhat¬ 
tan proper. “We like Manhattan be¬ 
cause it’s a tough place to operate,” 
Dubs emphasized. “We know how to 
get in and out of freight elevators, 
and we know facilities design and 
building maintenance. No vending 
company has more machines on lo¬ 
cation in Manhattan than we do.” 

The current generation of vend¬ 
ing equipment offers much better 
selectivity, display, and customer 
features than the machines of the 
last decade, and Vendrite has grown 
steadily by emphasizing state-of- 
the-art technology. It has clients in 
many Manhattan office structures, 
including such landmarks as the 
Pan Am Building and the World 
Trade Center. 

The company recently installed 
vending equipment in three facili¬ 
ties at the City University of New 
York, populated by some 17,000 
students during the school year. 


bv Tffff Sanford every block. The vending machine 

* can only compete by offering pop- 

The primary vending bank is lo- that “there’s no such thing as a cap- ular, high-quality merchandise at 
cated in Baruch College, with a stu- tive location” for years, this is competitive prices, plus convenient 
dent population of 4,000 (see photo, especially true in New York City, siting. 

Page 1). where a vast assortment of foods Since snacks, confections, and 

While vendors have been hearing and beverages is available on almost (Continued on Page 20) 



I f your cigarette vending sales are down, 
why not let Brown & Williamson help turn 
up the volume? 

The Value-For-Money market segment is 
growing dramatically In fact, our research 
predicts that Value-For-Money sales could 
soar to as much as 40% of the total 
cigarette market by 1992. 

Our Value-For-Money brands enjoy 
strong consumer acceptance and are 
supported by comprehensive advertising 
and point-of-sale programs. All this means 
increased vending sales for you. 

Our GPC-approved brand outsells all 
black and white and generic label products, 
and posted a big 16.9% sales gain last year. 

RICHLAND 20’s quality and high 
consumer awareness almost guarantee a big 
impact in the Value-For-Money category. 

Want to find out more? Let B&W do a 
free load pattern analysis for you. It’ll show 
you how to get the most volume out of your 
machines. 

Call your local B&W manager or Irv 
Otte, Director-Vending, at (502) 568-7419 
and find out why vending our Value-For- 
Money brands will turn into higher volume 
for you. 


5 ^ 


B&W 


BROWN & WILLIAMSON 
TOBACCO CORPORATION 
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A-1 Vendors/Silent Partner .771 

Abloy Security Locks.644 

Airsled Products.309 

Amana Refrigeration.745 


American Automatic Merchandiser.548 

American Home Foods Products.440 

American Tobacco.341 

Americup.262 



OMNICUBE keeps products cool and fresh without using any 
extra fuel. This energy efficient refrigerated compartment reduces 
product spoilage and assures quality delivery even in the most 
severe temperatures. OMNICUBE is uniformly cooled by cold plate 
mechanical refrigeration. Cold plates plug directly into standard 
household electrical current and recharge while you sleep. Optional 
rechargeable ice packs are available in place of cold plates. 
OMNICUBE is built with non-corrosive materials, polyurethene in¬ 
sulation and thermobarriers to keep cold in and heat out. It meets 
health department standards. Optional adjustable shelving and 
milk-slides make delivery fast and easy. And OMNICUBE transfers 
easily from vehicle to vehicle with custom models available to meet 
your standards. This is one cool system. So chill out. Call us today. 

omnicube 

TRANSPORT REFRIGERATORS 

OMNICUBE is a registered trademark of Equipment Innovators. Inc 


Equipment Innovators, Inc. 

Corporate Center • 800 Industrial Part* Drive • Marietta, GA 30062-2498 USA 
TELEPHONE (404) 427-9467 • (800) 733-3434 • FAX (404) 425-2350 


Anchor Industries. 

Anderson Clayton/Humko . 

Angela Marie's. 

Aqua Vend .. 

Ardac . 

Asahi Seiko. 

Atlantic Money Systems . 

Austin Vending/Bahlsen. 

Automatic Products/RMi. 

Bama Pie Ltd. 

Baton Hardware, see Lock America 

Beatrice/Hunt Wesson . 

Ben Myerson Candy. 

Bloomfield Industries. 

Borghi S.p.A. 

Boyer Candy Co. . . 

Jim Brady Enterprises. 

Brandt . 

BreakTime/Coca-Cola USA. 

Bremner Biscuit. 

Brewmatic. 

Brown & Williamson Tobacco . 

Bunn-O-Matic . 

California Naturals. . 

Campbell Juice Bowl . 

Canadian Vending Magazine. 

Capitol Vending Sales. 

Carnation. 

Castleberry's Food. 

Challengemaster Computer Service . 
Chattanooga Bakery 

Chef America. 

Chicago Lock. 

Childers. 

Citrus World. 

Clark Gum . 

Coca-Cola USA . 

Coffee-Inns/AMI. 

Coin Acceptors. 

Coin Controls. 

Compu Vend Systems USA .. 

Computer Vending Systems Inc. 

Conlux USA. 

Continental Coffee, see Quaker Oats 

Conusa. 

Cornish Container. 

Coster Engineering/Hiniker . 

Crane, see National Vendors 

Cummins-Allison . 

Cuno. 

Data Intelligence Systems Corp. 

Datacard . . 

De Vos Food Vending.*. 

Dean Foods. 

Debitek. 

Del Monte Foodservice. 

Design Foods. 

Dial. 

Dine-Mor Foods. 

Dixie-Narco .. 

Doubek, see Pure's/Doubek Cookie 

Dr Pepper/Seven-Up.. 

Eagle Lift. 

Effective Management Systems 

Equipment Innovators . 

Everpure. 

F&F Laboratories. 

Farmer Bros. Coffee. 

Fixtur-World. 

Fort Howard. 

Fort Lock. 

Fountain Industries. 

Fred's Frozen Foods . 

Fresh Start Vitamin. 

Frito-Lay. 

R.W. Frookies. 

Fry Machine Vending. 

Gardetto Marketing/Gardetto Bakery 

General Foods USA. 

Giles Enterprises. 

Glacier Water Vending. 

Glenroy. 

Golden Valley Microwave Foods 

Goldenberg Candy . 

Goodmark Foods. 

Grist Mill. 

Grumman Olson. 

Gudrens. 
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. . .318 

...716 
.336 
. . .232 
... 805 
444 
. . .557 
. . .540 
312-313 
. . . .357 


.... 301 

239 

.446 

.... 255 

.364 

.... 572 
... 744 
.664 
... 362 

.... 429 
. . . .422 
. ... 620 

... 228 

.... 331 
.... 501 
. ...418 
.645 
. ... 209 
456 
. ... 727 
. ... 762 

. .229 

. ... 360 

. .410 

363,462 
... 721 
... 622 
. . .754 
. ..231 
. . .517 
... 521 
... 257 
. . .713 
. . .269 
. . .205 
. . .825 

... 425 
... 268 
. . .216 
. . .821 
... 421 
... 324 
. . .725 
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Haas Baking.222 

Hamilton Scale.406 

Heritage Wafers.253 

Hershey Chocolate USA.524 

Hills Bros. Coffee.220 

Hillshire Farms.709 

Honor Gard .673 

Geo. A. Hormel.562 

lhaco Food Products.337 

Imonex Services.247 

Imperial Cup .400 

Information Retrieval Methods/Datavend.555 

International Cup .654 

Intersweet.415 

Jacobs Suchard.416 

James River Food Service .224 

Jasper Popcorn.432 

Keebler.459 

Kronos-Central Products. , 466 

Lance.428 

Leaf.656 

Lektro-Vend.545-553 

James P. Linette .349 

Little Charlies Entrees.319 

Little Lady Foods ... .733 

Litton Microwave/MPAI.325 

Lobo Sales & Marketing ..272 

Lock America.473 

Lorillard. 646 

Lutech .435 

M&M/Mars.720 

Magnum Locks .217 

Maka, see Conlux USA 

Mars Electronics.724 

Maruchan.328 

Maryland Club Foods.240 

McKee Baking.330 

Mechanical Servants.412 

Medeco Security Locks .345 

Micro Manufacturing .453 

Microwave Products of America, see Litton 

Motorola .225 

Mott's USA .221 

Mr. Crispy's .261 

Mr. Nature 308 

Nabisco Brands. . ..563 

National Cabinet Lock . . .. 532 

National Vendors.500-522 

Nestle Foods. 401 

Newco Enterprises. 772 

New Glarus Foods . 652 

North American Paper 320 

Nouveau Vend Cuisine . G 

O'Brien. <*ud 

Ocean Spray Cranberries . ............ 757-758 

Old Dominion Peanut 472 

Ore-lda Vended Products . . 809 

Panasonic Industrial. 273 

Pearson Candy 370 

Pepsi-Cola 624 

Peterson Nut ...351 

Philip Morris USA 600 

Pierre Frozen Foods . ... 414 

Plantation 528 

Planters LifeSavers. .... 544 

Plastic Snack Trays . . .... 769 

Pogens Family Bakery 245 

Polyvend .655 

Prize Frize/Robotic Foodservices 749 

Progressive Foods 407 

Provesta 348 

Pure's/Doubek Cookie 468 

Quaker Oats Food Service 554 

R.J. Reynolds Tobacco . 523 

Real Foods of Lee . . 450 

Real Fresh ... .. . . 409 

Reynaldo's Mexican Food . , . 251 

Riverside Manufacturing 643 

Rock-Ola Manufacturing. 340 

Rowe International .525-543 

Royal Crown Cola . . . 732 

Royal Vendors 417 

Ruiz Food Products 773 

Rutherford 8i Associates 431 

Safeguard Coin Box 347 

Sandoz Nutrition . . ..264 

Sara Lee Sausage Division. 705 

Savannah Foods & Industries.672 

Scan Coin.241 

Scribe Internationale/Singer Data Products.333 

Shasta Beverages 339 

Sherwood Brands 463 

Snyders of Hanover .742 

Southern Kitchens.215 

Southland Food Service 662 

Sparrer Sausage.457 

Standard Candy.739 

Stewart Industries .304 

Storck USA.311 

Stroh Foods 438 

Sunmark Special Markets. .219 

Sunshine Biscuits.763 

Superior Coffee & Foods. .701 

Systemania.471 

TKW. .467 

Tasty Fine Foods.271 

Techni-Brew International .326 

Tennessee Pride Sausage.329 

Three Star Products.753 

Tommy Gate .454 

Trail's Best Meat Snacks/Huisken .373 

Tripp Bakers ..270 

Tropicana Products.244 

Tru-Check Computer Services.355 

U-Select-lt .629-641 

Ultra Lift.741 

Union City Body 560 

Universal Industries 664 

Usher Candy .670 

Utilimaster.837 

VSA .449 

Validata Computer & Research. 534 

Van Lock.361 

VENDING TIMES. 632 

Vendo.323 

Vendors Exchange.356,663 

Venex.735 

Venpro.233 

Versatile Control Systems .310 

Vertex Industries ..750 

Veryfine Products Vending Division.612 

Wagner Excello Food Products ... 350 

Waltco Truck Equipment.717 

Weaver Popcorn . ....... 568 

Wico. 700 

A. Winston. 710 

Wittenborg USA 200 

Wm. Wrigley Jr. 344 

Woodward Manufacturing & Sales ..211 

Zartic .263 
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EXPERTS ANALYZE INDUSTRY PROBLEMS AT NAMA MEETING 


(Continued from Page 1) 

industry developments and pre¬ 
senting his views on what lies ahead 
for vending in the next decade. 

He will be followed by keynote 
speaker William F. Buckley, Jr., 
founder and editor of the National 
Review , author and worldwide voy¬ 
ager, who will offer his analysis of 
political and economic trends. 



FARQUHARSON BUCKLEY 


The Friday morning (Octoberl3) 
meeting will open at 8:30 AM with 
two sessions. Larry London (Geneva 
Corp., Irving, Cal.) will lead off with 
pointers on “How To Value Your 
Vending Business”, while concurrent¬ 
ly consultant Brad Bachtelle (Bach- 
telle & Associates, Santa Ana, Cal.) 
presents some aspects of “Vended 
Food Programs/Commissaries.” 

Then, at 10:15 AM, Dick Gariepy 
(Gariepy Seminars, Inc., Barre, 
Mass.) will offer “The Key To Suc¬ 
cess: Self Motivation For You And 
Your Employees”, a discussion of 



LONDON GARIEPY 


how to obtain better employee per¬ 
formance. 

This will be followed by a pres¬ 
entation by NAMA Labor Relations 
Counsel Kevin Connelly and 
NAMA Chief Counsel Dick Funk, 
who will discuss “You And The Law 
— A Legislation Update”. They will 
analyze pending state and federal 
legislation that could impact on the 
industry. 



CONNELLY FUNK 

The Saturday (October 14) morn¬ 
ing program will lead off with 
roundtable discussions on “Pur¬ 
chasing, Accountability, Merchan¬ 
dising”. This session will feature in¬ 
dividual moderators from within 
the industry. 

Next will be a talk on OCS mar¬ 
keting by Sid Rudin (Coffee-Inns 
Phoenix), who will offer tips on 
“Finding & Keeping New 
Customers”. 






Equipment Innovators, Inc. 
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Concluding the mornings pro¬ 
gram will be a panel session on 


RUDIN 


LEVIN 


“Vend Product Distribution Net¬ 
works”. It will be moderated by 
Richard Levin (Blue Ribbon Ser¬ 
vices, Inc. Philadelphia, Pa.). 

At concurrent sessions, Larry 
London will repeat his Friday pres¬ 
entation of “How To Value Your 
Vending Business”. 

Sunday (October 15), the closing 
day of the convention, will feature 
roundtable discussions from 9 AM 
,to 10 AM. The topic will be “Get¬ 
ting and Retaining Quality Person¬ 
nel, an issue that concerns all 
segments of the industry. 

The exhibits will be open from 
noon to 5:30 PM on Thursday (Oc¬ 
tober 12) and Friday (October 13), 
from noon to 5 PM on Saturday (Oc¬ 
tober 14), and from 10 AM to 2 PM 
on Sunday October 15). 

Registration facilities will be lo¬ 
cated at McCormick Place North, 
Lower Level, and NAMA members 
may register free of charge. Non¬ 
member operators are charged $35 
per person, and the fee for manufac¬ 
turers and suppliers is $75 for the 
first person and $50 for additional 
registrants from the same company. 

The grand ballroom of the Chi¬ 
cago Marriott Hotel will be the site 
of the annual NAMA-reception and 
banquet on Saturday (October 14) 


al Vendors, St. Louis) heads the 
Trade Show Advisory Committee. 

LADIES EVENTS 

A special program has been de¬ 
vised for ladies attending the 
NAMA Convention, and a Hospi¬ 
tality Center will be open daily 
across from NAMA registration at 
McCormick Place, North-Lower lev¬ 
el. Ladies may register there to 
purchase a packet of tours, lun¬ 
cheons, etc. 

On Thursday (October 12) there 
will be a visit to “The Chicago 
Supernatural”, a riding and walking 
tour of the Chicago area’s haunted 
and legendary places. This includes 
the Robinson Woods Indian Burial 
Ground; the Biograph Theatre, 
where gangster John Dillinger met 
k his demise; and Woodlawn Ceme- 
Itery. A box lunch will be provided, 
with buses departing McCormick 
Place North-Lower Level at 10 AM. 
This event is sponsored by RJR 
Sales Co. 

On Friday (October 13), the Four 
Seasons Hotel will be visited in the 
900 North Michigan Avenue Build¬ 
ing, site of over 100 prestigious 
shops and boutiques. After lunch, 
ladies will enjoy a performance of a 


one woman play, “Princess Grace 
and Her Foremothers”. Buses de¬ 
part McCormick Place North-Low¬ 
er Level at 11 AM. This event is 
sponsored by Crane/National 
vendors. 

On Saturday (October 14), a fash¬ 
ion show, “From Hoopskirts To Hot- 
pants” will be the major attraction. 
This will be preceded by lunch at 
the historic Drake Hotel on Michi¬ 
gan Avenue. Buses depart from 
McCormick Place North-Lower 
Level at 11 AM. This event is spon¬ 
sored by these Sara Lee Compa¬ 
nies: Design Foods, Hillshire Farm 
& Kahn’s Co., Sara Lee Sausage Di¬ 
vision, Superior Coffee & Foods Co. 

A “Grand Finale Brunch ” will be 
held on Sunday morning (October 
15) at Marshall Fields in the Water 
Tower Place on the Magnificent 
Mile on Michigan Avenue at 10 AM. 


BOLLINGER 


BELL 


Rack&Roll 


omnivan 

DELIVERY SYSTEMS 


OMNIVAN is a registered trademark of Equipment Innovators, Inc 


BURCH PATRICK 

man. Mrs. Mary Bolinger (Absolute 
Vending Service, Schaumburg, Ill.) 
will be in charge of the Ladies Ac¬ 
tivities, and Bob Bell (Crane/Nation- 


LOREN STARR 

evening, featuring singer Joey 
Loren and comedian Rick Starr. 
Coca-Cola USA is sponsoring a re¬ 
ception, and Philip Morris is spon¬ 
soring the banquet entertainment. 
Tickets for the banquet are $50. 

Bill Burch (Burch Food Services, 
Sikeston, Mo.) is serving as general 
convention chairman, and Josh Pat¬ 
rick (Patrick’s Food Service, South 
Burlington, Vt.) is program chair- 


OMNIVAN owners add several more stops per day per vehicle 
compared to other trucks. That’s because OMNIVAN is the logical 
delivery system. Every product is in arm’s reach with built-in racks 
and shelving that keep brands organized. No re-stacking during de¬ 
livery. Products stay fresh and damage free. Full rotation of inven¬ 
tory and first-in first-out loading. This means increased efficiency 
and more bottom line profits. But that’s not all. Our aerodynamic 
engineering and down-sized profile are reasons why OMNIVAN 
costs less to own and operate than anything on the road today. And 
we’re flexible. As routes or pay loads change, OMNIVAN can move 
from chassis to chassis or change in design to meet your needs. We 
build trucks for safety, maneuverability, more product put-away, re¬ 
liability and driver convenience. There’s no wasted motion. Just 
pure rack and roll. Call us today. 
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or without coin acceptance; it’s 
designed for use in smaller locations. 
Heading up the BreakTime con¬ 
tingent will be president Dick Dana, 
who will discuss the extensive pro¬ 
motional support available to 
“BreakMate” operator. 

BREWMATIC CO. will show and 
describe its extensive array of cof¬ 
fee brewing and dispensing systems 
and accessories for coffee service 
and foodservice in booth 445. Staff¬ 
ing the booth to demonstrate the 
line and field operator inquiries will 
be sales manager Vince Grillo, 
regional sales manager Ron Bova, 
and national customer service 
manager Ron Mann. 

BUNN-O-MATIC CORP. plans to ex 
hibit a selection of its broad variety 
of beverage preparation and serving 
equipment in booth 301. including 
coffee brewers, whole-bean grinders, 
iced-tea brewers, coffee filters and 
warmers, and decanters. On hand to 
showcase the line will be Bunn-O- 
Matic workplace service specialists 
Jim Bolt, John Fogarty, Dick 
Turner, and Greg Fisher. 


drinking or purified water per day. 
Water undergoes six purification 
steps before delivery, and the equip¬ 
ment is designed for servicing in 
minimal time. Coster will describe a 
comprehensive training program for 
operators interesting in running a 
profitable water-vending business, 
and will detail its custom manufac¬ 
turing capabilities for reverse- 
osmosis systems processing from 
1000 to 1 million gallons per day. On 
hand to field vendor questions will 
be sales manager Jerry Soost, 
systems coordinator Bob Schaffler, 
and vending sales specialist Larry 
Hendrickson. 


DE VOS FOOD VENDING, INC. plans 
to introduce two European vending 
machines with integral microwave 
ovens from booth 231. One machine 
is designed to store and vend single¬ 
service frozen foods, while the other 
dispenses ambient-temperature 
microwaveable snacks and food. Pro¬ 
duct is delivered vertically, and the 
microwave oven is mounted atop the 
compact machine. Heading the 
DeVos contingent will be president 
Bert De Vos. 


VENDING 

and 

COFFEE SERVICE 
EQUIPMENT 


AQUA VEND INC. will introduce an 
“on-demand” coin-operated water 
vender in booth 237. Equipped with 
reverse-osmosis and activated- 
carbon water-treatment systems, 
the machine is designed to dispense 
purified water into the customer’s 
container. Presiding at the introduc¬ 
tion will be Aqua Vend principals 
Jeff Whitney and Don Rokos, and 
national sales manager Stacy Miller. 
Special introductory pricing will be 
offered on equipment ordered at the 
show. 

ARDAC, INC. will exhibit its 
refrigerated canned-drink vending 
equipment, free-standing currency 
changers, and in-machine bill 
validator modules in Booth 825. On 
hand to describe and demonstrate 
the line will be Bill Wood, director 
of marketing and sales; Rick Ross, 
field sales manager; Sharon Taylor, 
sales office manager; area managers 
Bob Robbins (South Central), Mark 
Gilbert (Southeastern), Ron Barns 
(Northeastern), and Rob Mardin 
(Western), and national service 
manager Stan Gossard. 

AUTOMATIC PRODUCTS plans to 
show its complete line of vending 
equipment in Booths 601-621. The 
line includes “Snackshop” glass-front 
multiproduct merchandisers (in¬ 
cluding an air-cooled model); 
Refreshment Machinery hot 
beverage machines and postmix 
cold-drink venders, and “C Series” 
countertop candy/snack, cold canned 
drink, and hot beverage units with 
central control option. In attendance 
will be president John B. Edgerton, 
Jr.; vice-presidents John Edgerton 
and John Gross; marketing director 
Alan Suitor; Automatic Products 
chief engineer Joe Lotspeich; RMi 
chief engineer Martin Wigg; service 
manager Hank Swalve; manager of 
marketing services Lynn Bump; and 
support and distributor personnel. 
An informal hospitality suite is 
planned. 

BLOOMFIELD INDUSTRIES will 
display and demonstrate its wide 
range of coffee brewing and serving 
equipment and accessories for coffee 
service and manual foodservice in¬ 
stallations in booth 232. Doing the 
honors for Bloomfield will be presi¬ 
dent Greg Ziols; national sales 
manager Ron Murray; director of 
corporate development Marv Per¬ 
ry e; director of marketing Chris 
Stern; Midwest regional sales 
manager Mike Morrison; and district 
sales managers Steve Bradley and 
Eric Prin. 

BREAKTIME ENTERPRISES, Coca 
Cola U.S.A., plans to show its 
“BreakMate” dispenser and acces¬ 
sories in booths 312/313. “Break- 
Mate” is a countertop postmix cold 
cup drink dispenser, available with 
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CAPITOL VENDING SALES INC. 
will show a representative sampling 
of its reconditioned vending equip¬ 
ment, as well as a wide range of ven¬ 
ding machine parts and accessories 
for shop and field in booth 364. 
Describing the Capitol Vending line 
will be Richard Fleming, Bob Haag, 
Keith Bryant, Chet Hastings, and 
Elizabeth Porteous. 

COFFEE-INNS of AMERICA/Auto 
matic Marketing Industries, Inc. will 
display and describe its extensive 
line of beverage equipment in booth 
418. On display will be Coffee-Inns 
coin and non-coin single-cup and 
batch brew coffee units, as well as 
a variety of batch tea brewers for 
iced tea. Staffing the exhibit will be 
Sidney S. Rudin, Marc Israel, and 
Steve L. Koontz. 


DIXIE-NARCO, INC. will exhibit and 
demonstrate a selection of its broad 
spectrum of can and convertible 
can/bottle refrigerated beverage 
vending machines in booth 825. Do¬ 
ing the honors for Dixie-Narco will 
be national accounts manager Anne- 
Marie Pagano, key accounts 
manager June Hendricks, and Far 
East Area manager Bob Bartles. 

FOUNTAIN INDUSTRIES CO. will 
display and describe a variety of 
beverage dispensing systems in 
booth 437. Fountain equipment is 
designed primarily for serving 
smaller locations. Attending the con¬ 
vention to showcase the line will be 
chief executive officer Jon Syverson, 
national sales manager Paul Davis, 
and territory development manager 
Mike Severson. 


LEKTRO-VEND CORP. will exhibit 
its glass-front multiproduct vending 
machines in booths 545-553. Atten¬ 
ding the convention to show and 
describe the line will be board chair¬ 
man Robert Bergman, chief 
operating officer David Hardin, 
president David Stoner, vice- 
president of marketing and sales 
John C. Dee, controller Les Veatch, 
purchasing manager Patricia 
Bergman, and chief engineer Tom 
Korthaver. Lektro-Vend will offer a 
show special, and plans to host a 
hospitality suite at the convention. 

LOBO SALES & MARKETING will 
display and demonstrate its equip¬ 
ment for smaller sites in booth 272. 
The Lobo line now includes snack 
and canned-drink machines for 
small-location vending, as well as 
solid oak cabinets and utility stands 
to complement the equipment, or for 
use in coffee service operations. 
Staffing the Lobo exhibit will be 
president and marketing director 
Bob Purdy, vice-president and sales 
manager Rob Purdy, and sales 
specialist Mark Bellesback. Lobo 
will offer a show special, under 
which operators who purchase 10 
“KD-8” tabletop venders will receive 
10 “LB-1” utility stands free, and one 
oak cabinet will be provided free 
with the purchase of 10. 

MR. CRISPY’S, INC. will show and 
describe its time-tested French-fry 
vending machine in booth 261. The 
manufacturer reports that its 
machine has been tested as being in 
conformity with U.L., C.S.A., and 
N.A.M.A. standards. In attendance 
to put the unit through its paces and 
field operator inquiries will be presi¬ 
dent Flavelle Barrett, aided by Fred 
Caesare, president of Exact Weight 
Scales Inc., and Bruce Lewis, presi¬ 
dent of Albert Berg Ltd. 

NATIONAL VENDORS will in¬ 
troduce several new machines in 
booths 500-522. Slated for rollout at 
the show are National’s newly- 
designed “Snack Center” snack mer¬ 
chandisers and “Refreshment 
Center” combination snack, canned 
cold-drink and cup hot-drink units. 
National will also exhibit its full line 
of contemporary equipment, in¬ 
cluding “Shoppertron” drum-type 
and “Foodtron” first-in/first-out 
refrigerated glass-front food 
machines, “Hottron” hot-beverage 
units including the “Hottron 
Beaner” whole-bean vender, “Model 
222’’ cigarette merchandiser, 
“Billmate” $1 bill acceptor for field 
retrofitting to cigarette machines, 
“Cointron’’ coin changers, 
“Changetron” bill changers, and new 
sales presentation aids for 
operators. Emceeing the introduc¬ 
tions will be president Bill Junor; 
Crane Co. executive vice-president 
Bob Muller; National Vendors sales 
vice-president Rich Ricci and 
marketing manager Tom Edwards; 
vice-president, field services Bob 
Bell; vice-president, finance Frank 
Hartman; director of engineering 

(Continued on Page 27) 


COIN ACCEPTORS, INC. will 
spotlight its electronic coin handling 
equipment and dollar bill validators 
in booth 645, and will demonstrate 
its Model CT48 “Compactvendor” 
countertop cold canned drink 
machine. Attending the show will be 
president Jack Thomas, vice- 
president of marketing Jim 
Douglass, national sales manager 
Bill Johnson, assistant vice- 
president of marketing Bill Murphy, 
field service manager Chuck 
Crockett, chief field service engineer 
Tom Mattingly, “Compactvendor” 
product manager Ron Manne, 
regional managers Bob Smith (Los 
Angeles) and Willie Bennedetti 
(Detroit), and branch manager 
(Chicago) Mike Durec. 

COSTER ENGINEERING division of 
Hiniker Corp. will exhibit and 
demonstrate “The Pure Water 
Machine” in booth 410. This bulk- 
water vending (or dispensing) unit is 
offered in three models; the largest 
can provide up to 1800 gallons of 


THE FRY MACHINE VENDING 
CORP. will exhibit and demonstrate 
its novel French-fried potato vender 
in booth 554. The machine 
reconstitutes fries from dehydrated 
potato product and cooks them in 
seconds. Fry Machine president Col¬ 
in Campbell will head the company’s 
convention team. 


GLACIER WATER VENDING plans 
to show its field-proven bulk water 
vending equipment in booth 353. 
Glacier, which has manufactured its 
water-purifying vender for six 
years, presently operates some 2,000 
of the units and is thus prepared to 
discuss the operational aspects of 
successful water vending as well as 
providing the equipment and 
technical expertise. Staffing the 
Glacier display will be president 
Robert G. Miller and product sales 
manager Donna J. Davidson. A show 
special will be available to operators 
attending the convention. 



NEW 



WITTENBOBC 



I deas like the brewing system put more profit 
in every cup of coffee you sell. Wittenborg’s 
exclusive design mixes water and coffee in a 
unique process that saturates the grounds for 
more coffee extraction per gram. An adjustable 
brew delay lets you choose to brew for speed or 
strength. So every seventh cup could be total 
profit. The all-stainless steel brewer and easy 
access makes cleaning simple. And, because key 
parts can be removed and replaced without tools, 
maintenance is easier. 


From Wittenborg come the innovations that 
make your business more profitable and keep 
your customers more satisfied. 


ADJUSTABLE BRE 

MORE PROFIT 
LESS MAINTENANCE 


Wittenborg U.S.A., Inc. 
4295 F International Blvd. 
Norcross (Atlanta), 6A 30093 
1 -800-654-7065 • (404) 381 -1111 
Telefax: (404)381-0070 



















New SnackCenter “outperforms, 
outsells, out-toughs them all. 



We asked you everything you wanted in a snack merchandiser. And now you’ve got it. This one has it all: 
new merchandising flexibility, new-generation electronics, new stronger design. With SnackCenter going for you, you can 
load product faster, do a better selling job and actually raise your sales volume potential at every location. Ask us today. 













And now you can win one FREE. 





Designed to last... 
inside and out. 

This shelf is stronger. 

Our own lightweight plastic shelf is 
designed to be strongerthan the metal 
shelf it replaces. Shelf won’t bend if 
you drop it, either. Big Mike here is 6- 
foot-three, 256 pounds. Don’t let him 
sit on anybody else’s shelf! 

Rails support total shelf weight. 

Forget sheared roller pins and damaged 
shelves that won’t slide in and out any¬ 
more. SnackCenter shelves conform 
directly into the shelf rails which sup¬ 
port the full weight of the tray. 


SnackCenter shelf dividers fold up to 
hold narrow items and keep them 
from falling down. Not only that, 
SnackCenter shelves can be adjusted 
up or down in 1-inch increments. 
Everything fits — any way you want. 


New-generation 

electronics. 

Gives you three-level pricing. 

One: program the entire snack mer¬ 
chandiser for one price. Two: program 
each shelf separately. Three: price 
every column in the snack merchan¬ 
diser separately. SnackCenter makes 
it as easy as pushing a button. 


Name. 


Title. 


Company. 


Street. 


-State. 


Ultimate merchandising 
flexibility. 

Candy, snacks, hard-to-vend 
items-all on the same shelf. 

No other snack merchandiser any¬ 
where lets you display so many 
different kinds of items together. The 
fact is, every SnackCenter shelf can be 
set up for snacks or candy. Or you can 
mix both on the same shelf. Two extra- 
wide columns are even provided on 
each shelf for big items. And special 


Displays the actual gum or mint 
to be vended. 

You wouldn’t mix gum and mint col¬ 
umns like this, but we did to show you 
the flexibility of our unique gum and 
mint module. The customersees only 
the first item in the column. And what 
they see through a door-mounted 
window display is what they get. This 
quick-load module also converts to a 
platform to make shelf stocking easier. 


Many more innovative electronic 
features. 

With SnackCenter electronics, you 
also get one-location price program¬ 
ing, complete data recall, self¬ 
diagnostics for trouble-shooting, 
time-of-day discount, time-of-day 
free vend, winner mode and super¬ 
visor’s lock-out code. 


Many more operator- 
designed features. 

SnackCenter is the easiest snack mer¬ 
chandiser you’ve ever used. Get the 
whole story and you’ll discover feature 
after feature that make this the best 
buy ever. Like dial-in price display for 
each column, super-strong cabinet 
construction, large capacity, positive 
vend action, improved vend door, easy 
loading in tight places, and more. 

Ask your National Vendors 
rep today. 


Win a new SnackCenter “ ..win Big Mike, too! 

Win a brand new SnackCenter plus Mike Watkins, National Vendors service manager to 
install it for you - a total value of $3,500. Hurry, enter the big SnackCenter Sweepstakes 
now. It’s fun, it’s easy. Nothing to buy. No strings attached. Just send in this coupon and 
we’ll send you sweepstakes rules, entry form and SnackCenter brochure. All entry requests 
must be received by November 17, 1989. Do it today. 


n 


□ Your new SnackCenter sounds very interesting to me. Send me the sweepstakes entry 
form and brochure and have your marketing representative call for an appointment now. 

□ Of course I am interested. Send me the sweepstakes entry form and brochure and 
contact me later. 


See brochure and entry form for complete sweepstakes 
details and rules. No purchase necessary. Offer void where 
restricted or prohibited by law. 

SnackCenter" Copyright 1989National Vendors. U.S. 
patents pending. All rights reserved. 


□ Just send me a sweepstakes entry. I don’t need to see a marketing representative 
because I’m not that interested in a snack merchandiser that sells better, services 
faster and lasts longer. 

Win a free t-shirt. 

Extra! 500 Second-Prizes. Win a FREE Big Mike T-shirt. Hurry. Don’t miss out. Enter now. 


[CRANE] NATIONAL VENDORS 

12955 Enterprise Way 
Bridgeton, Missouri 63044-1200 
1 -800-325-8811 314-298-3500 




























The right food is essential for your vending 
machine. That’s why we suggest Planters' 9 new 
Potato Sticks. 

Potato sticks is a great new taste in a best-selling 
category. Fact is, the potato segment accounts for 
over 50% of total snack sales and continues to grow/ 


Our new Potato Sticks will also have the market 
ing power of Planters! The name that’s already the 
#1 supplier of nuts to the Vend market with a 
54% share.** 

Potato Sticks is part of the 1989 Vend Value 
Program and the Vendor Program. 

Order Planters' 9 new Potato Sticks. It’s good 
food for your vending machines. 


( P1ANTERS) 

Potato Sticks 

*10 months ending September 1988, 

AC Neilsen 5 segment lb. Trends. 

**JuIy Debs 1988 


©1989 Planters LifeSavers Company 








NRA Plans Solid-Waste Symposium 
For Washington, D.C. On January 9 


WASHINGTON, D.C. - The Na¬ 
tional Restaurant Association has 
announced that it will conduct its 
first National Symposium on Solid 
Waste at the J.W. Marriott Hotel 
here on January 9, 1990. Objective 
of the symposium is to explore the 
foodservice industry’s role in the 
current and future challenges posed 
by the growing crisis in solid waste. 

The one-day conference marks 
the first time that industry opera¬ 
tors and suppliers, state and local 
government representatives, and 
waste-management experts will 
come together for the specific pur¬ 
pose of discussing this increasingly 
pressing environmental issue, NRA 
reports. 

’’The solid-waste problem is one 
of the most visible issues affecting 
the foodservice industry today,” 
said association president Harris H. 
(Bud) Rusitzky. ‘‘Even though in¬ 
dustry packaging accounts for less 
than one-third of one per cent of the 
nation’s solid waste, the general 
public believes our contribution to 
be much greater. 

’’Through this symposium, we 
hope to bring legislators, media, and 
the public at large the facts about 


the industry’s role in the solid-waste 
problem,” Rusitzky explained. “At 
the same time, we hope to develop 
voluntary programs to manage ef¬ 
fectively the small amount of indus¬ 
try-generated waste, and perhaps to 
make an impact on the larger, over¬ 
all solid-waste problem as well.” 

At the conference, panels of oper¬ 
ators, legislators, and solid-waste 
experts will discuss a wide range of 
topics. A national overview of the 
solid-waste situation will be pre¬ 
sented, and state and local condi¬ 
tions will be reviewed. Disposal 
alternatives, including recycling 
and energy recovery, will be dis¬ 
cussed, and the latest innovations 
from suppliers will be examined. 
Operator case studies of real-life 
(Continued on Page 20) 

Mazzarelli Joins Anchor 

ST. LOUIS, Mo. — Anchor Indus¬ 
tries has announced the appoint¬ 
ment of A.M. (Tbny) Mazzarelli as vice- 
president of sales and marketing. 

“Tony’s expertise in the plastic 
packaging industry will be an inval¬ 
uable asset to the company,” said An¬ 
chor president Carroll W. Cassidy. 


Southland Launches 2-Pack Corn Dogs, Egg Rolls 
To Help Vendors Satisfy Contemporary Tastes 


DALLAS, Tex. — New from 
Southland Foods are single-service 
frozen microwaveable Corn Dogs 
and Vegetable Egg Rolls under the 
“Smiley’s” label. Both are supplied 
in vendible twin-packs, and are de¬ 
signed to aid operators in expand¬ 
ing their menus with items themed 
to current consumer preferences. 

“Smiley’s authentic Oriental egg 
rolls will add menu variety with an 
exotic flair,” Southland reports. Fill¬ 
ed with fresh vegetables (carrots, 
celery, cabbage, and onions) as well 
as quality pork and selected spices, 
they’re hand-rolled in won ton skin. 

While less exotic, the corn dogs 
lend themselves to a wide variety of 
menu enhancements. They are form- 



SOUTHLAND CORN DOGS 


ulated for reheating in a microwave 
oven, a conventional or convection 
oven, or on a rotary grill. Made of 
savory all-beef wieners enrobed in 
cornmeal batter, the new corn dogs 
represent an up-to-the-minute ver¬ 
sion of an all-time favorite. 

The new twin-pack Vegetable 
Egg Rolls and Corn Dogs, and many 
other convenience foods for vend¬ 
ing, will be displayed in Southland’s 
booth 662 at the National Automatic 
Merchandising Association conven¬ 
tion in Chicago. 

Information on Southland’s con¬ 
venience foods and snacks for vend¬ 
ing and manual service may be had 
from the company by calling (800) 
527-5509, or, in Texas, (214) 559-3630. 



SOUTHLAND EGG ROLLS 


SINGLE-SERVING SYRUP: New from 
The Quaker Oats Co/s Foodservice 
Division are these 1.5-oz. portion packs 
of "Aunt Jemima" and "Aunt Jemima 
Lite" syrups, designed to aid operators 
in meeting the breakfast market. They 
are said to be the leading retail brands in 
their categories, and "Aunt Jemima 
Lite" is reported to offer 50 per cent 
fewer calories than its traditional 
counterpart. Exact portion control 
enhances cost control for operators and 
convenience for patrons, the company 
notes. The syrup packets are shipped 
100 per case. Information on any of 
Quaker Oats' more than 2,000 food- 
service products for manual feeding, 
vending, and office beverage service may 
be had from the company's Foodservice 
Division at P.O. Box 1046, Austin, MN 
55912, tel. (800) 255-4129. 



Cedlware Buys Kenco, McKie Equipment Lines 
To Increase Coverage Of Foodservice Industry 


LONG ISLAND CITY, N.Y. - 
Cecilware Corp. president David 
Kaplan has announced the purchase 
of two foodservice equipment manu¬ 
facturers. Products of the Kenco and 
McKie companies will henceforth be 
manufactured under the Cecilware 
banner. 

Cecilware has become one of the 
most complete suppliers of equip¬ 
ment in the foodservice industry 
with these new acquisitions. The 
company also produces “Cory” glass 
and stainless-steel coffee decanters, 
“Sta-Hot” food warmers, and “Col- 
umware” beverage dispensers, as 
well as its own lines of cooking and 
coffee brewing equipment. 

Kenco, which was established 50 
years ago, pioneered many of the 
products that have become industry 
standards, Cecilware reports. The 
Kenco line includes a wide variety of 
syrup and condiment pumps; jars, 
covers, and ladles for condiments, 
syrups, and fruit; nacho cheese dis¬ 
pensers; hot fudge dispensers; and 
drink-mixing faucets, pedestals, and 
towers. 

McKie, in business for over 55 
years, is well-known for its lines of 
hot syrup dispensers and volume 
hot water boilers in gas and electric 
models. 

“In keeping with Cecilware’s long¬ 


standing tradition of offering only 
the finest-quality products, we are 
proud to add the Kenco and McKie 
lines,” Kaplan said. “Cecilware 
promises to continue the ‘standard 
of excellence’ tradition in every 
piece of Kenco and McKie equip¬ 
ment we manufacture and sell.” 

Cecilware is headquartered at 
43-05 20th Ave., Long Island City, 
N.Y. 11105-1295, tel. (718) 932-7860. 


GREAT TRADITION: Ken Tall (left), 
president of Kenco, reviews the Ken¬ 
co product line with Cecilware execu¬ 
tive vice-president Richard Moore. Cecil- 
ware has added the Kenco and McKie 
lines to its extensive array of food and 
beverage equipment. 




at* 


Visit Booth 715 and let Glenroy show you how to get the quality 
labels you need, when you need them. 

PC Compatible Systems Available 

Glenroy, Inc. 800-441-2230 

335 East Chew Avenue 215-455-6700 

Philadelphia, PA 19120 FAX 215-329-8696 
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IFMA Presidents Meet Will Explore 
Emerging Foodservice Opportunities 


SCOTTSDALE, Ariz. - The 
Hyatt Regency Hotel here is the site 
of the International Foodservice 
Manufacturers Association’s fifth 
annual Presidents’ Conference, 
slated for November 5 through 8, 
1989. The invitation-only conference 
will review foodservice challenges 
and opportunities in the coming 
decade, including the increasing in¬ 
ternationalization of food industry 
marketing and operations and the 
burgeoning demand for foodservice 
in supermarkets. 

Keynoting the conference will be 
Ian A. Martin, chairman and chief 
executive officer of Grand Metropol¬ 
itan P.L.C. — Food Sector. He will 
discuss the globalization of the food 
industry, and focus on methods for 
manufacturers to position foodser¬ 
vice for maximum competitiveness 
in the emerging world marketplace. 

WORLDWIDE MARKET 

Following this address, a panel of 
operators currently involved in (or 
planning involvement in) the inter¬ 
national arena will .offer varied 
perspectives on ways in which 
manufacturers can be partners in 
this effort. They will discuss the 
critical strategic differences be¬ 
tween the domestic and internation¬ 
al marketplaces, in such areas as 
distribution, purchasing, and opera¬ 
tions. Among the panelists will be 
Graham Gill Butler, president of 
PepsiCo Food Service International. 

The second session at the con¬ 
ference will review supermarket 
foodservice, highlighting the ex¬ 
isting and emerging opportunities 
that confront today’s foodservice 
decision-makers. Chairing the ses¬ 
sion will be Frederick T. Hull, senior 
vice-president — sales and market¬ 
ing of Carnation Co.’s Foodservice 
Division. 

An overview of supermarket 
foodservice will be presented by 
William C. Hale, president of The 
Hale Group, and Larry Schaeffer, 
Retail Insights, will screen a video 
program on the subject. Among 
leading supermarket executives 
who will probe the bakery, deli, and 
take-out aspects of in-store foodser- 


COEX '90 

CHICAGO, III. — Over 1,300 of the 
foodservice industry's chief deci¬ 
sion-makers are expected to con¬ 
vene at the Marriott World Center in 
Orlando, Fra., for the annual Chain 
Operators' Exchange sponsored by 
the International Foodservice 
Manufacturers Association. "COEX 
'89" is slated for February 25 
through 28,1990. 

The Exchange is geared to chain 
foodservice operators, large and 
small, company-owned and fran¬ 
chised. It provides executives with 
in-depth analyses of the issues and 
opportun^es that await the food- 
service industry in the years ahead. 

Information on "COEX '89" may 
be had from IFMA headquarters at 
321 N. Clark St., Suite 2900, Chicago, 
III. 60610, tel. (312) 644-8185. 


vice will be James F. (Fully) 
Clingman, Jr., executive vice- 
president and chief operating of¬ 
ficer of H.E. Butt Grocery Co.; Scott 
Schnuck, president of Schnuck 
Markets, Inc.; Robert J. Hodge, 
senior vice-president of Kroger’s 
Grocery Co.’ and William S. Davila, 
president and chief operating of¬ 
ficer of The Vons Cos., Inc. 

SUMMING UP 

The closing session of the IFMA 
Presidents’ Conference will be 
chaired by William J. Caskey, vice- 
president and general manager of 
Nestle Foodservice, who will pre¬ 
sent an overview of key areas of in¬ 
terest. Dr. Morris Massey, an author 
whose video training tapes have 
won wide acclaim, will bring his in¬ 
ternational experience in training 
and motivation to bear on the ques¬ 
tion of how values are molded and 
defined, and how those values affect 
relationships. Dr. Massey has 
spoken to more than a million peo¬ 
ple from diverse cultures and all 
walks of life, and his topic is ex¬ 
pected to be increasingly important 
as the nascent global economy takes 
shape in the 1990s. 

IFMA will also announce its 1990 
officers and directors at the con¬ 
ference, and will present its “Key 
Person Award’’, the association’s 
most coveted member honor. 

The association’s Board of Direc¬ 
tors is planning the conference 
under the leadership of Presidents’ 
Conference Committee chairperson 
Alan R. Plassche, vice-chairman of 
IFMA and president of General 
Foods Corp.’s Food Service Division. 


HIGH CAPACITY: Now available from 
Bunn-O-Matic Corp. are two high-capa¬ 
city dual brew-head coffee brewers, de¬ 
scribed in this four-color bulletin. The 
new units are designated Model DSL-M, 
with brewing-heads in the middle, and 
DSL (with brewing-heads at each end). 
Each features two separate brewers to 
meet high volume requirements or to 
permit simultaneous preparation of reg¬ 
ular and decaffeinated coffee, as well 
as six individual warmers. Also featured 
is a faucet that delivers a cup of near¬ 
boiling water for soluble-product recon¬ 
stitution, without affecting brewing- 
water temperature. The automatic brew¬ 
ers may be used as pour-overs in emer¬ 
gencies. The bulletin, "DSL/SLS-M-1", 
is available from Bunn-O-Matic Corp., 
P.O. Box 3227, Springfield, IL 62708, 
tel. (217) 529-6601. 



CDG Plans Campus Test 0( Coffee Cart Concept 


WASHINGTON, D.C. - The Cof¬ 
fee Development Group and Mar- 
riot Dining Services at The Ameri¬ 
can University are experimenting 
with a rollabout coffee cart to de¬ 
termine whether increasing stu¬ 
dents’ access to coffee will increase 
sales of the beverage. 

The stylish cart is equipped with 
brewers, including an espresso/cap¬ 
puccino machine; a grinder; an iced- 
coffee dispenser; and an overhead 
illuminated bakery shelf. It is made 
of mahogany and fitted with spoked 
wheels. 

The cart is on loan to Marriott 
Dining Services from CDG. It will 
offer regular, decaffeinated, and 
flavored coffees, espresso and cap¬ 
puccino, and iced cappuccino 
beverages. 

Plans call for the cart to make ap¬ 
pearances at special events, such as 
concerts and sports matches. It will 
also be placed at various campus 
locations for lengthier periods of 
time. 

CDG commissioned construction 
of the cart after research indicated 


that students would like greater ac¬ 
cess to high-quality coffees. 

“We believe this is another op¬ 
portunity to reach the consumer of 
tomorrow,” said CDG president 
Mike Levin. “We want to insure 
that students take their desire for a 
high-quality product and their posi¬ 
tive perceptions of coffee into the 
workplace, foodservice establish¬ 
ments, and their homes, thereby 
creating a demand for quality coffee.” 

CDG and Marriott plan to con¬ 
duct research during the cart’s one- 
year trial run. Questions to be in¬ 
vestigated include: 

(1) Will the use of a coffee cart on 
campus positively influence young 
people’s perception of coffee bev¬ 
erages? 

(2) Can the cart increase overall 
consumption without siphoning cof¬ 
fee sales from other locations? 

(3) What return on investment 
can be expected from such a cart? 

Marriott Dining Services’ Lauren 
Patterson, who manages the Mar¬ 
riott operation at The American 
(Continued on Page 36) 


If your plans include a new or remodeled commissary, 
equipment purchase, in-plant food service, cafeteria, 
new building or total operation, we are a multi-service 
company offering you 

New or Remodeled Commissaries 
Over 20 years of national and international expertise 
enables us to either remodel or plan, design and install a 
spacious, modern commissary meeting your specific needs. 

In-Plant Food Service 

Whether an independent vending operation or elaborate in- 
plant food service, we utilize the highest quality standards 
possible, taking you from inception to a smooth running and 
profitable food operation. 

Equipment Sales 

We represent all major manufacturers of food service equip¬ 
ment. Our service is professional, efficient and affordable, of¬ 
fering complete equipment sales and personnel training. 


JB€ 


JIM BRADY ENTERPRISES, INC. 

5604 Lantern Lane, Gainesville, GA. 30501 (404) 887-3138 
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Your quality source for 
America's fastest moving snacks. 


1 - 800 -HI-TURNS 


See us at 
NAMA Booth 638 




CHESTER’S™ and WILD n’ MILD RANCH™ are trademarks and DORITOS®, SALSA RIO® and FRITCS® are registered trademarks of Frito-Lay, Inc. © 1989. 










NEW VARIETY FOR 
YOUR CUSTOMERS... 





See us at 
NAMA Booth 638 


Your quality source for 
America's fastest moving snacks. 


f‘800§HI-TURNS 


FRITOLAY® and RUFFLES® are registered trademarks of Frito-Lay, Inc. © 1989. 


















Advanced Technology 


Worldwide Acceptance 


Reliability 


Custom Configurations 


Mac Apple 


APPLE 

APPLE GRAPE 
APPLE CRANBERRY 
APPLE RASPBERRY 
FftUfT PUNCH 
CITRUS ORANGE 


♦ 351 REAL FRUfT JUICE 
• FORMUIATED FOB VENDING 
•MERCHANDISING ASSISTANCE 


dsdhi Seiko usd inc. 

Tho Future of Quality Coin Handling Equipment 


4029 S. Industrial Road Las Vegas, Nevada 89103 
PHONE:(702)794-2920*FAX:(702)794-0644 


Universal Industries Hails 'Mac-Apple 7 Rollout, 
Appoints Monte Martin National Sales Manager 


COLUMBUS, Miss. — Universal 
Industries Corp. reports that it has 
completed the integration of the re¬ 
cently-acquired “Mac-Apple” line of 
fruit juice drinks into its manufac¬ 
turing and marketing system. “Mac- 

READY TO ROLL: UniversaTlndustries' 
Monte Martin readies exhibit highlighting 
new "MacApple" vendible postmix juice 
products. Expanded Universal line will 
make national debut at NAMA Show. 


Apple” products are now being pro¬ 
duced and distributed through 
Universal Industries. 

Monte Martin has been named 
national sales manager for the 
“Mac-Apple” line. She previewed 
the products at the National Auto¬ 
matic Merchandising Association 
Western Convention and the Caro- 
linas-Virginia Vending Convention 
this spring, and will do the honors at 
the NAMA annual convention in 
Chicago. 

“Mac-Apple” postmix syrups are 
available in seven flavors: Apple, 
Apple-Grape, Apple-Cranberry, 
Orange, Orange-Pineapple, Grape¬ 
fruit, and Apple-Raspberry. They 
contain 35 per cent real fruit juice, 
and are formulated for sale through 
cup cold-drink vending machines. 

Universal Industries, one of the 
nation’s leading foodservice manu¬ 
facturers, also produces “Skwin- 
cher”, an isotonic beverage in foun¬ 
tain-syrup form for vending 
through post-mix equipment. Infor¬ 
mation on the line may be had by 
contacting Universal at P.O. Box 192, 
Columbus, Miss. 39703, or by stop¬ 
ping in at Universal’s NAMA ex¬ 
hibit in Booth 664. 


National Vendors Hosts 
Party At NAMA Show 


BRIDGETON, Mo. - Crane Na¬ 
tional Vendors plans to host a vend¬ 
ing operators’ reception during the 
upcoming National Automatic Mer¬ 
chandising Association in Chicago. 

The party is set for 6:30 to 8:00 
P.M. on Friday, October 13, in the 
Rotunda of the State of Illinois 
Center. This architecturally-ac¬ 
claimed building is located at 100 W. 
Randolph St., in the heart of 
Chicago’s famous Loop. 

Light hors d’oeuvres will be pro¬ 
vided, along with live Chicago-style 
jazz. The reception is open exclu¬ 
sively to vending operators regis¬ 
tered at the NAMA Convention, 
who will be admitted upon presen¬ 
tation of their show badges. 

The company notes that the 
NAMA Convention traditionally 
has featured a Friday evening oper¬ 
ators’ reception, sponsored by a 
group of manufacturers and sup¬ 
pliers. Several conflicts prevented 
the traditional function from being 
held this year, so National Vendors 
opted to host a 1989 reception. 


'lnterBev89' Sponsors 
Set Show For Las Vegas 


LAS VEGAS, Nev. - The Inter¬ 
national Beverage Exhibition & 
Congress (InterBev89) will be held 
at the Las Vegas Convention Center 
here from October 24 through 26, 
1989. An extensive array of semi¬ 
nars on all aspects of the booming 
world-wide market for cold bever¬ 
ages is planned, and a full range of 
exhibits is on tap. 

Information may be had from 
InterBev at 1101 16th St., N.W., 
Washington, D.C. 20036-4803, tel. 
(202) 463-6794. 


More and more manufacturers have 
turned to Asahi Seiko when faced 
with the need for technologically 
advanced coin and bill handling 
equipment. 

Amusement, vending and gaming 
route operators, along with casino 
slot departments, have found that it 
makes sense to retrofit with reliable 
Asahi Seiko coin handling equip¬ 
ment and hoppers. 


Seiko has served the world¬ 
wide needs of a variety of in¬ 
dustries that utilize mecha¬ 
nisms that dispense coins, bills or 
prepaid cards. 

Asahi Seiko is dedicated to con¬ 
sistently finding new and innovative 
ways to respond to the diverse 


Each Asahi Seiko product is pain¬ 
stakingly checked, one by one, on 
the production line for quality and 


Have a new design for an amuse¬ 
ment machine or gaming device? 
Call today. 


range of industry needs. Not only is 
Asahi Seiko a leader in the creation 
of highly reliable mechanisms that 
are compact in design, provide a 
speedy response, are tamperproof, 
but most importantly, have the abili¬ 
ty to recognize and handle the 
myriad shapes and sizes of coins 
and bills in circulation worldwide. 


craftsmanship. Quality Control then 
tests each piece for durability. Final¬ 
ly, each product is computer tested 
prior to shipment. No wonder Asahi 
Seiko products are rated the best in 
the industry! 


Not only are Asahi Seiko coin selec¬ 
tors and hoppers in use around the 
world, but we have manufactured 
and exported more than 60 
different money handling 
products, ranging from bill 
validators and bill/card 
dispensers to coin timers, 
A/itches and accessories to 
uv C r 45 countries worldwide. 
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See us at 
NAMA Booth 638 


Your quality source for 
America's fastest moving snacks. 


1-800-HI-TURNS 


FRITO-LAY® and GRANDMA’S® are registered trademarks of Frito-Lay, Inc. © 1989. 











Quarter After Quarter 
no one packs a profit 

LIKE RJR. 


Cigarette vending is a 
multi-billion dollar busi¬ 
ness built on quarters. 

RJ. Reynolds helps 
increase your share with: 

□ Targeted load plans 
based on sales and profit. 

□ Computerized place¬ 
ment reporting service. 

□ Experienced sales 
personnel. 

More important, we give 
your customers more of 
what they want—an 
incomparable choice of 
brands and styles. 

Winston 

Salem 

Vantage 

Camel 

Now 

Doral 

And quarter after quarter, 
that adds up to a lot more 
quarters for you. 


R.J. REYNOLDS. 
DEDICATED 
TO LEADERSHIP 
THROUGH 
INNOVATION. 


© 1987 R.J. REYNOLDS TOBACCO USA 


VERSATILE AND RELIABLE 


CURRENCY PARTNER: New Lutech 
conversion-kit adapts existing cigarette 
machines to accept $1 and $5 bills as 
well as coins, and returns change. The 
module consists of an outer cabinet 
and inner chassis mounted to the front 
panel. The panel/chassis assembly slides 
all the way out to permit easy servicing 
from the right side of the machine. The 
bill validator may be purchased separate¬ 
ly. The kit is supplied with a mounting 
template; installation requires only four 
y 2 -in.-long 14x20 bolts and a %-in. bush¬ 
ing to accommodate the control harness. 
The module measures 7 x 12 x 36 ins., 
and can be fitted to most cigarette ven¬ 
ders that are presently in widespread use. 


Lutech Unveils 'Currency Partner' Bill Unit 
For Retrofit To Existing Cigarette Venders 


EUCLID, Ohio — Slated for in¬ 
troduction at the National Auto¬ 
matic Merchandising Association 
annual trade show in Chicago next 
month is a new combination $1 and 
$5 bill acceptor and coin mech¬ 
anism/changer for cigarette ma¬ 
chines from Lutech, Inc. Called the 
“Currency Partner 1000,” the device 
represents a new departure for 
Lutech, which has specialized in 


pricing and credit upgrade kits for 
full-line vending equipment. 

The company observes that it 
had decided, in 1988, not to build 
conversion kits for cigarette ma¬ 
chines because the trend seemed 
to be away from this kind of equip¬ 
ment. “We were wrong,” Lutech’s 
Richard Lucarelli told V/T. “We have 
received so many so many requests 
in 1989 to build a cigarette conver¬ 
sion system that we conceded, if the 
market wanted a universal conver¬ 
sion system, we would build it.” 

Lutech explored vendor needs 
and developed a set of design objec¬ 
tives for the new system. Among 
the principal ones were that the 
device should accept (at least) $1 
and $5 bills, and should not accept 
more bills than the amount re¬ 
quired to buy the product. It should 
give change, and return coins and 
bills on a coin-return request. It 
should accommodate any bill vali¬ 
dator, and should be field-install¬ 
able. And it should be easy to ser¬ 
vice and repair. 

A major goal was to develop a 
system that would not “steal” bills. 
If the customer inserts a dollar bill 
and coins to purchase cigarettes, 
and the brand wanted is out of 
stock, or if he changes his mind, he 
presses the coin return, Lutech 
noted. If this only returns coins in 
escrow, not currency, a complaint 
results. 


Lutech also proposed to design a 
system that would accept coins of 
any denomination, and that would 
dispense change. Finally, a key de¬ 
sign objective was to engineer a 
coin path that would prevent coins 
from becoming lodged in the elec¬ 
tronic slides, or credit not cancell¬ 
ing, which would enable “free” 
vends. 

The “Currency Partner 1000” is 
the result of this effort. It is a 7 x 12 
x 36-in. module that attaches to the 
side of the cigarette machine, and 
may be fitted to National Vendors 
“222” and “800” (72-in.) units as well 
as older mechanical models; Auto¬ 
matic Products “Apollo” and “Cen¬ 
tury” machines; and Rowe Interna¬ 
tional’s “Model 530.” 

The “Currency Partner 1000” is 
supplied with a Mars Electronics 
LCD readout which displays sell¬ 
ing-price, value of bills and coins in¬ 
serted, and change to be returned, 
and a Mars “TRC-6800” coin 
changer permitting prices to $6.15, 
accepting nickels, dimes, quarters, 
and dollar coins, and returning 
change. A choice of bill validators is 
offered, including three Mars 
models, three Maka designs, and a 
new unit from Rowe. While the 
Mars “VFM1-L1-U2C” is considered 
standard, Lutech points out that 
operators often have spare vali¬ 
dators on hand, and the units are 
often promoted by discount pricing. 

Information on Lutech’s “Curren¬ 
cy Partner” and other price/credit 
upgrade kits may be had from 
Lutech at 921 East 222nd St., 
Euclid, Ohio 44123, tel. (216) 
731-8375. 
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Coinco’s 
9300 Series 
Electronic, 
3-Tube 
Changer 


The 9300 Series Changers hold more 5C, 10c 
and 25<P coins to increase your profits with 
Dollar Bill Acceptors. Adjustable high-low 
quarter level. Accepts U.S., or U.S. & Cana¬ 
dian coins. Simplifies conversion of older ven¬ 
dors for use with $1.00 Bill Acceptors. Your 
local Coinco Service Representative will pro¬ 
vide complete details. Or, call TOLL FREE: 
1 (800) 325-2646, or (314) 725-0100, today. 


Coin Acceptors, Inc., 300 Hunter Avenue, St. Louis, MO 63124-2013 
In Canada: 237 Finchdene Square, Scarborough (Toronto) Ontario 
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(Continued from Page 12) 

Len Falk; national service manager 
Mike Watkins; regional managers 
Greg Stefanson (Central), Larry 
Arico (Eastern), Steve Freedman 
(Southern), and Gary McCaw 
(Western); and Graham Sharman, 
general manager of National Ven¬ 
dors, U.K. The company will conduct 
a “Snack Center Introductory 
Sweepstakes” promotion at the 
show, offering convention-goers the 
chance to win a free “Snack Center” 
or one of 500 T-shirts. National Ven¬ 
dors will also host a party for ven¬ 
ding operators on Friday, October 
13, at the State of Illinois Building 
on West Randolph Street from 6:30 
to 8:00 P.M. 

NEWCO ENTERPRISES, INC. plans 
to show and demonstrate its exten¬ 
sive line of coffee brewing and serv¬ 
ing equipment for office coffee and 
foodservice operations in booth 772. 
The firm will also describe its ser¬ 
vice aids for operators of coffee 
brewers. Doing the honors for 
Newco will be president Joe 
Webster, Eastern regional sales 
manager Charlie Glisson, and 
Western regional sales manager 
Steve Hyde. Newco will offer a show 
special allowing operators who pur¬ 
chase nine brewers to receive a 
tenth one free. 

NOUVEAU VEND CUISINE will in¬ 
troduce a novel pizza vending con¬ 
cept in booth 250. On display will be 
the “Pizza Chef’ vending machine, 
dispensing a specially-formulated 
5/8-in. x 7-in.-diameter cheese or pep- 
peroni pizza, as well as “connois¬ 
seur” pizzas developed by Konidaris 
Foods specifically to provide authen¬ 
tic texture and taste when micro- 
waved. The company’s trade show 
delegation will be headed by pres¬ 
ident Gary W. Black, Sr., and will in¬ 
clude Nouveau Vend Cuisine vice- 
president Beverly J. Black, sales 
manager Brett A. Black, customer 
service manager Kelli A. Kurtas, 
director of international affairs John 
Allen, and technical services 
specialists John Liu and Terry Fox. 
Attending from Konidaris Foods will 
be Tom Konidaris, chef and presi¬ 
dent, and Shelly E. Upsher, director 
of nutrition services. A hospitality 
suite is planned for the Chicago Mar¬ 
riott Hotel each evening after the 
close of the exhibit. 

ORE-IDA VENDED PRODUCTS, 
INC. will exhibit its French-fried 
potato vender and frozen potatoes 
formulated for use with the machine 
in booth 809. Putting the system 
through its paces will be vice- 
president and chief operating officer 
Lee R. Bondurant, general manager¬ 
marketing Joe E. Finch, Jr., general 
manager-finance Colin R. Cannon, 
and engineer Wayne L. Covington. 


POLYVEND, INC. will show its line 
of versatile glass-front vending 
equipment in booth 655. Polyvend 
multiproduct venders are available 
in full-size, mid size, and countertop 
formats to meet the volume re¬ 


quirements of most locations. Staff¬ 
ing the Polyvend booth will be presi¬ 
dent J. Stephen Stoltz, vice- 
president of sales Kerry Molder, 
marketing services manager Wayne 
Beaumont, marketing assistant 
Joanie Stewart, national service 
manager Ernie Wright, product 
development manager Henry 
Hargis, and sales/service represen¬ 
tatives Jay Stoltz, Thad Johnson, 
and Tom Elliott. 

PRIZE FRIZE/Robotic Foodservices 
International will display and 
demonstrate its French-fried potato 
vender in booth 749. Prize Frize ven¬ 
ding experts will staff the exhibit. 

ROCK-OLA MANUFACTURING 
CORP. will spotlight its complete 
new line of 8-selection canned cold 
drink venders in booth 340. The 
bankable 72-inch-high machines can 
hold up to 470 cans in vend position. 
Doing the honors will be president 
Donald C. Rockola, marketing and 
sales manager Frank W. Schulz, and 
Eastern regional sales manager Bob 
Hesch. 


and 10/12-oz. cold canned drinks; 
upright machines for 10/12-oz. and 
5/6-oz. cold canned drinks; one- and 
two-product (and combination) 
venders for condoms, tampons, 
aspirin and “Tylenol”; pedestal- or 
wall-mountable venders for 
disposable “Safe Driver” breath 
alcohol test ampules, and for 
disposable cigarette lighters; and 
two patterns of all-metal mechanical 
rotary coin mechanisms with non¬ 
rotating separators and independent 
“pockets” adjustable to accom¬ 
modate up to six coins. Doing the 
honors for T.K.W. will be president 
Thomas E. Welsch and vice- 
president Marilyn Welsch. 


TECHNI-BREW INTERNATIONAL 
plans to exhibit an extensive array 
of coffee and other hot-drink brew¬ 
ing and dispensing equipment and 
accessories in booth 326. Among pro¬ 
ducts on display will be “airpot” 
brewers, which deliver coffee to in¬ 
sulated servers requiring no exter¬ 
nal heat, as well as many other 
designs for coffee service and 


manual foodservice applications. 
Techni-Brew will also display a line 
of hot and cold beverage mixes, in¬ 
cluding coffee, hot chocolate, soup, 
cider, and lemonade. Attending the 
show will be Ricci Rathburn, 
regional area manager for Techni- 
Brew, and Richard Wagoon, national 
sales manager for “Today” Food 
Products. 


U-SELECT-IT CORP. will show and 
demonstrate its full line of vending 
equipment in booths 629-641. The U- 
S-I line includes glass-front snack 
machines, one model of which can 
control satellited cold canned drink 
and cold food vending modules; 
refrigerated food machines; cold 
canned drink venders in a variety of 
sizes and capacities; the versatile 
“Dairy-Mart” slant-shelf cold drink 
merchandiser; and hot beverage 
equipment. Staffing the booth will 
be Dave Forlenza, president; Jack 
Kellam, vice-president of sales; and 
Robert McClure, regional sales 
manager. 

(Continued on Page 28) 


ROWE INTERNATIONAL, INC. 
plans to exhibit its full line of vend¬ 
ing and money-changing equipment 
in booths 525-543. On display will be 
Rowe’s latest hot-beverage ma¬ 
chines, including one- and two- 
grinder models for whole-bean cof¬ 
fee; postmix cold cup units with 
enhanced merchandising features; 
glass-front snack and pastry equip¬ 
ment; “Showcase Merchandisers” 
for refrigerated food; and milk and 
ice cream venders, as well as bill and 
coin changers and currency accep¬ 
tors. On hand to show the line will 
be president Bruce Cowles; senior 
vice-president, sales and marketing 
Jerry Hejtmanek; vice-president, 
marketing Ed Wiler; vice-president, 
distributor operations Jerry Gor¬ 
don; vice-president, vending Keith 
Watkins; and vice-president, curren¬ 
cy products Sanford Murck. 

ROYAL VENDORS, INC. will show 
and demonstrate its line of in¬ 
novative generic cold canned 
beverage vending equipment in 
booth 417. Staffing the Royal Ven¬ 
dors exhibit will be president Roy S. 
Steeley, vice-president Sharon 
Woodford, national sales manager 
Kyle Price, and vice-president, 
manufacturing Woody Oden. 

SCRIBE INTERNATIONAL Division 
of Singer Data Products will display 
and describe its vending equipment, 
including machines for sundries and 
postage stamps, in booth 333. Scribe 
will also exhibit currency validation 
systems, currency-changing equip¬ 
ment, and printing heads for non¬ 
impact and impact devices. Manning 
the Scribe booth will be president 
Charles Flubacker, chief executive 
officer Ted Singer, and regional 
sales director David Hanson. 


T.K.W., INC. will show a wide line of 
equipment and subsystems in booth 
467. Among items on display will be 
wall-mountable venders for snacks 


Same Difference 



Here are two views of our 
square design line of rigid 
plastic containers. Many 
different containers, same 
lid size. 




3 of so many of your food 
s: hamburgers salads, 


E ches, cakes, jello, 
inuts, sweetrolls and 
vith all lids the same 
use just one metal 
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□ Send me a FREE Sample Kit and 
more information today. Phone 

Mail to: Form Plastics Company 91 Joey Drive, Elk Grove Village, IL 60007 (312) 640-6100 
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VENEX INC. plans to exhibit a varie¬ 
ty of machines for small and mid size 
locations in booth 735. Heading the 
Venex contingent at the show will be 
president David K. Johnson. 


Staffing the Vendo booth will be 
senior vice-president of sales and 
marketing Bill Astin, and regional 
vice-presidents Linda Eckhardt 
(Southern), Woody Alexander 
(Western), and Bob Tumino 
(Northern). 

VENDORS EXCHANGE plans to 


and 663. The company will also 
display a variety of accessories, com¬ 
ponents, and supplies, including con¬ 
diment stands, dollar bill changers, 
currency validators, coin mechs, and 
replacement parts. Doing the honors 
for Vendors Exchange will be presi¬ 
dent Lester Garson, vice-presidents 
Gregory Garson, Reid Garson, and 
Brent Garson, sales manager Marvin 
Miller, and sales specialist Bob 
Yasinow. 


WITTENBORG U.S.A., INC. will 
show and demonstrate its line of 
state-of-the-art vending equipment 
in booth 200. The firm will highlight 
its hot beverage machines and 
refrigerated food equipment. Staff¬ 
ing the Wittenborg U.S.A. exhibit 
will be president and chief executive 
officer Benno Lohausen, national 
sales manager Dave Mullins, na¬ 
tional service manager Don Seay, 
assistant service manager Bobby 
Watson, executive assistant Sandy 
Panella, business development 
manager (Denmark) Hans Erik 
Hansen, marketing manager (Den¬ 
mark) Lars Riis, and regional sales 
managers Jim McNally and Lloyd 
Garmon. A special promotion called 
“The Golden Taste” will be con¬ 
ducted at the show. 


ACCESSORIES 

and 

SUPPORT SYSTEMS 


A-l VENDORS plans to exhibit and 
demonstrate its “Silent Partner” 
computer software for vending and 
related operations in booth 771. 
Staffing the exhibit to field operator 
questions about the system will be 
owner Ted Furkin and programmer 
Len Smikun. 

ABLOY SECURITY LOCKS will 
display and describe its high-secur¬ 
ity locks for vending, featuring 
Abloy’s novel interrupted-disk de¬ 
sign. Attending the convention to 
showcase the line will be customer 
service manager Martha Bentley, 
OEM sales manager Jerry Stuart, 
and district sales manager Dave 
McFadden. 

AIRSLED PRODUCTS INC. will in 
troduce a novel system for moving 
vending equipment easily without 
risk of damage to flooring in booth 
309. The “Sodafloat”, developed for 
the soft-drink bottling industry, con¬ 
sists of two thin “Airbeams” which 
slide beneath the vending machine 
and which are connected to a 4-HP 
electric blower, lifting the machine 
on a thin frictionless film of air for 
easy placement. The system, similar 
to those Airsled has sold to the ap¬ 
pliance industry for years, can lift 
machines weighing up to 1,400 lbs. 
Doing the honors for Airsled will be 
president Aaron N. Silverman and 
national sales manager David P. 
Matushik. Low introductory pricing 
will be offered to operators placing 
orders at the show. 

AMANA REFRIGERATION plans to 
show and describe its complete line 
of commercial “Radarange” micro- 
wave ovens in booth 745, including 
models for vending, foodservice, and 
office refreshment service use. In at¬ 
tendance will be national sales 
manager — commercial products 
Mark Welsh and regional managers 
Gary Cohen (Eastern) and Steve 
Cohen (Western). Amana will con- 

IContinued on Page 1+2) 


THE VENDO CO. will unveil three 
new cold-drink vending machines in 
booth 323, and will exhibit two highlight a representative selection 
models of “impulse merchandiser” of its remanufactured and moderniz- 
refrigerated reach-in display cases, ed vending machines in booths 356 


Attention Cigarette Vendors: Never Turn Away Another Dollar! 

The Dollars & Se nse Solution 

WBG gives you the one - two punch to knock ■ 
out the competition for less! The WBG 
Dollar Validator Kit costs less than others. 

Update your machines with a dollar bill 
validator and electronic ACMR conversion 
kit & never lose business again! 


The New WBG Dollar Bill Validator Kit 

It happens every day. Again and again. A potential cus¬ 
tomer wants to vend but has no change. Another sale is 
lost to the most common problem in vending today. 

Don’t let another potential customer walk away because 
they’re short of change. You can now make the change to 
make your machines convenient for everyone, and you 
can do it for far less than ever before. The WBG Dollar 
Bill Validator Kit offers: 

• Utilizes New Ardac M.B.A. Bill Validator 

• Simple installation on National 222 & 800 machines 

• Solid one piece construction 

• Accepts $1, $2 and $5 dollar bills 

• 1 Year Ltd. Warranty on Ardac Validator from 
Ardac thru WBG 

• Designed especially to interface with The Ecko 635 

Combine it with the ECKO635... 
Electronic ACMR Price Conversion Kit 
For National222& 800Machines To 
Solve Your Problems Economically. 

Simplicity of design and advanced solid state technology 
combine to make the 635 a functional, reliable, cost effec¬ 
tive solution to the every day problems and limitations 
of mechanical ACMR’s. In 30 minutes or less, absolutely 
simple installation of the 635 converts an old, mechanical 
ACMR into an electronic unit with more features than 
you’ll find in similar units costing as much as 5 times more. 

Look closely , the ECKO 635 is the only intelligent choice. 


■ Eliminates coin jams within ACMR 

• Cuts service calls to a minimum 

* Solid state totalizer allows price changes up 
to $6.35 in 5,10 & 25 cent increments 

• Converts National Vendors 222 and 800 
series into electronic units 

* Will accept Canadian coins 

■ Large escrow chamber holds up to $20 in 
coins 

■ Allows price changes without cover removal 


• Will interface with all $1 and $5 bill 
acceptors 

• Operates on 1 lOv or batteries 

• Virtually eliminates free vending 

• Machine clears in 45 to 60 seconds 

• Installation in 30 minutes or less (shop or 
field installation) 

• Absolutely simple to follow complete 
instructions 

• Never replace or modify ACMR again 


105 South 12th Street 
Pittsburgh, PA 15203 
1-800-BUY ECKO 
MANUMCTUMNG 1-800-289-3256 




Electronic coins chutes 
will accept American 
or Canadian coins 
if desired. 

Printed circuit board 


Plug for $1 and $5 
bill acceptors 


D. C. Power Supply 


Allows price changes 
without cover removal 


iMrge escrow 
chamber holds 
up to $20 in coins 
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LUNCH BUCKET' 

Mocwaveable Meals 



New Lunch Bucket® Microwaveable 
Meals offer 17 hearty soups, pastas, 
and entrees that todays consumers 
want. They’re microwaveable. Shelf 
stable. Convenient. Wholesome 
and nutritious. And they cook up hot 
and delicious in under 2 minutes. 

A breakthrough product that already 
has become the best selling national brand 
in grocery stores. Only Lunch Buckets can 
offer the vending industry a full line of pastas, entrees 
and soups that are shelf stable in their own microwave ready 
container. And with a 2 year shelf life, spoils are never a problem. 
Call The Dial Corporation or your local distributor for 
information on vending availability. 


THE DIAL CORPORATION VENDING DIVISION 
111 W. CLARENDON AVE., SUITE 333, PHOENIX, AZ85077 
800-852-VEND (8363) 



MICROWAVEABLE 


DOCi&LET 

FOODS 
























































'They" have had a field day with our 
reorganization. And some of the rumors "they" 
are spreading are real whoppers: 

"They'll be out of business by the 
end of the year." 

"They can't provide service and 
parts for their ovens." 

"The factory's operating at less 
than half capacity." 

Well, here are a few facts "they" might be 
interested to know: 

• January, 1989 was a record 
month for sales in our commercial 
division. 

• We're filling major orders for an 
international hotel chain and a 
military agency (largest unit order 
in our history). 

• Our sales, service, factory and 
shipping departments are functioning 
without interruption. 

Actually there are only two things that have 
changed around here. One is our name: we're 
no longer Litton Microwave Cooking Products, 
we're now Microwave Products of America and 


our brand name is Menumaster.® The second 
change is that we are no longer in the 
consumer microwave oven business. 

So now we can concentrate on what we do 
best — making premium quality commercial 
microwave ovens. And providing the best 
service in the industry. 

Our distribution set-up is unchanged, and 
so is the way orders are placed and shipped. 

As always, we remain a leader in new 
product innovation. For example, the 
appealing look of our new Eurostyling. And 
the versatility of our new Menumaster® Snack 
Turbo™ microwave oven with fan-forced 
convection heat. 

So when "they" start slinging that stuff 
about us, just tell them we're alive and cooking. 

And when you're ready to talk turkey 
about microwave ovens, give us a call at 
1-800-538-9283. 

MENUMASTER 

Microwave Products of America, Inc. 

4450 Mendenhall Rd. S„ Memphis, TN 38115 

See us atNAMA Booth #325 



































In the daily struggle to stay ahead... 



makes you a 

W/nnef w ' th the 


Competitive Edge 


a program for vending machine operators that pays off over the long run! 



Chocolate 


Ask your Leaf Representative 


for this Competitive Edge flyer 


selling brands 
in vending — 
get with the ^ 
program! 


~f Rebates av, 


inghmachinenperators only. 
Irt representative for details. 

Leaf, Inc. Barfl^ekburn, IL 60015 
Attn: Vending Market Development 






































Magnum Premiers Pop-Out Lock At NAMA Exhibit 

FT. LAUDERDALE, Fla. — New petition in this industry is stiff, and 
from Magnum Lock Co. is a pop-out that only precision and a totally 
cylinder lock for T-handle installa- pick-proof design would insure suc¬ 
tions on vending equipment. Featur- cess. We think we’ve done it.” The 
ing the same “keyless” operation as lock functioned perfectly in excess 
other Magnum vending locks, the of 112,000 times, and never failed, 
new device is slated for introduction they observe; “this should get the 
at the National Automatic Merchan- vending industry’s attention.” 
dising Association trade show in Information on the Magnum lock 
Chicago. may be had from the manufacturer 

The Magnum lock does not have a at 4336 Northeast 5th Ave., Fort 
key way. Instead of a key, a magnetic Lauderdale, Fla. 33334, tel. (305) 
“sensor” is brought into contact 568-1934. 



MAGNUM "SENSOR" KEY AND POP-OUT CYLINDER LOCK 


with a flat milled plate. A series of 
computer-calculated magnetic disks 
must be in proper alignment with 
the sensor for the lock to open. 

Magnum Lock president Donald 
L. Ferguson, a practicing criminal- 
defense attorney in Florida, recalls 
that he was astonished to learn how 
easily the majority of commonly- 
used cylinder locks could be comp¬ 
romised. “I was absolutely stunned 
at how simple it was to learn to pick 
those locks,” he noted. “I found it 
hard to believe the ease with which 
I was able to purchase lock-picks 
prior to the completion of the brief 
training period required for my cer¬ 
tification as a locksmith.” 

ELIMINATING ACCESS 

The solution, he said, was provid¬ 
ed by Thomas N. Teagle, a locksmith 
who had been refining a magnetic- 
lock design over his 18 years of ex¬ 
perience in the field. Teagle’s view is 
that the weak point of conventional 
locks is the keyway; his solution was 
a system of steel pins inside the lock 
which can only be freed and rotated 
by use of a precisely-mating pattern 
of magnets. 

Teagle also felt that the concept 
would be wasted if the lock body 
itself were susceptible to environ¬ 
mental deterioration and brute- 
force attack. The “Magnum” lock is 
thus machined of stainless steel and 
brass, to resist corrosion, and the 
threaded front-cover and bolt are 
case-hardened. The lock is designed 
to resist 6,000 lbs. of pull pressure 
without yielding, the manufacturer 
reports. 

The magnetic disks and sensors 
are computer-positioned, allowing a 
virtually unlimited number of dif¬ 
ferent combinations, and making it 
impossible to duplicate the sensors 
without equivalent technology, Fer¬ 
guson and Teagle note. They add 
that no one in the United States 
presently has the equipment need¬ 
ed to decode and reproduce the sen¬ 
sors. Magnum also exercises tight 
control of sensor availability, so they 
do not fall into the wrong hands. 

FLYING COLORS 

The company reports that a 
leading coin industry technical con¬ 
sultant recently put the lock 
through the same series of tests 
that he has used on most available 
cylinder-locks. This included at¬ 
tempts to drill and torque the lock, 
as well as measures intended to 
gauge ease of opening, life expec¬ 
tancy, removal of the key, and 
duplication of the key. 

“Magnum was given the highest 
rating of any lock made in America, 
bar none,” Ferguson and Teagle 



From out of the West, Childers 
Corporation introduces the 
Same Day Accountability System 
(SDAS)*. 

Childers Corporation has 
been the technological leader 
in the coin sorting industry 
since the introduction of its 
first System 6000 high speed, 
coin sorter. Following the great 
pioneering spirit established 
by the early homesteaders, 
Childers Corporation continues 
the Western tradition by forging 
ahead into new territory 

The Childers Same Day 
Accountability System offers 
the first complete accountabil¬ 
ity software package directly 
compatible with high speed 
coin sorting equipment for 
today’s vending company 


The programmed bar code 
reader stores the data entered 
by machine number and inven¬ 
tory type. When the data is 
uploaded to the user’s host 
computer, this information is 
sorted and manipulated to 
create special reports for the 
individual vendor. 

Used in conjunction 
with Childers coin sorting 
equipment, the Childers 
Same Day Accountability 
System offers the vendor 
total accountability of all 
inventory and monies 
within 24 hours of when 
the collector’s route is 
begun. Dollars add up 
when deposits are made 
the same day. 


Childers SDAS is begun 
during the collector’s route. 
With a portable bar code 
system, the collector records all 
information related to inventory 
and monies. The SDAS allows 
the collector to read bar codes 
attached to the vending 
machines or to key in data 
manually. Information recorded 
by the bar code system includes 
the number of inventory items 
in stock, the number of inven¬ 
tory items pulled, and the 
number of inventory items 
replaced. The portable bar code 
system also records all monies 
in the vending machine, 
matches this data with the 
inventory items and prices, and 
provides a complete accounta¬ 
bility system with checks and 
balances. 


Come by Childers Booth 620 at the NAMA convention for a complete demonstration 
of the SAME DAY ACCOUNTABILITY SYSTEM, or call our offices for additional information. 

503-682-1199, Ext. 223 ♦ FAX 503-682-7240 


CHILDERf iH 

CORPORATION 

P.O. Box 690, Wilsonville, OR 97070 


NAMA Convention 
October 12-15, 1989 
McCormick Place 
Chicago, Illinois 


note. “We recognized that the com- 
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By J.M. Brady, Jim Brady Enterprises 

Profesional Member: Food Consultants Society International 


As we saw last month, the key to avoiding regulatory problems with the 
labels on your vended food is close cooperation with your state and local 
health officials — when this is possible. Nearly every state in this country 
has pretty much the same regulations; where they differ is in the level of 
intelligence applied to interpreting and enforcing them. 

It seems that many states are now gearing up to do what they’ve been 
fumbling toward for years — to attack labeling within the vending in- 


MOBILITY: This gas-fired dual 20x22-in. pizza oven from Bakers Pride is said to 
be well-suited for installation in mobile foodservice trucks and trailers, as it takes 
up only 32 ins. of work area. Bakers Pride offers a wide range of compact ovens. 
Information may be had from the firm at 30 Pine St., New Rochelle, NY 10801. 


dustry at the commissary level. You may think the flak is coming from 
Washington, but the states are just using the federal government as a 
scapegoat. 

I recently sat through hours of meetings with one group of officials from 


DIAL 'LUNCH BUCKETS' DEBUT AT NAMA SHOW 


(Continued from Page 20) 

freshness of the product during 
storage and handling. 

’’Lunch Buckets” have a room- 
temperature shelf-life in excess of 
two years, and require a heating- 
cycle of 75 to 90 seconds in a micro- 
wave oven. Most items offer fewer 


HANDS-ON 

CONTROL 

FOR 

COMMISSARY 

MANAGERS 


Systemania provides computerized 
systems for label production 
and commissary management. 

Software: 

■ LBL—prints labels for food products; 
can be integrated with ORDERS. 

■ ORDERS—manages and schedules 
food operations. 

■ LABELS—free-standing label printing 
program. 

Hardware: 

■ IBM PC a compatible computers 
and dot matrix printers. 

Pin-fed Computer Labels: 

■ Stock designs or custom printed. 

■ 12 sizes supported by software. 

Training and support from main office. 

Free support for label customers. 

Call 617 - 662-2881 

for more information, 
demonstration disks or tutorials. 


*9vstemaniainc 

M simplified systems for management control 

72 Stone Place Melrose, MA 02176 
617-662-2881 


than 300 calories per container, and 
many provide fewer than 200. 

“‘Lunch Buckets’ suit today’s 
lifestyles,” said Paul J. Lustig, ex¬ 
ecutive vice-president and general 
manager of The Dial Corp.’s food 
division. “Our goal has been to 
achieve a high level of quality and 
taste; we didn’t simply repack can¬ 
ned foods in a new container. Leaner 
cuts of meat, lower fat and sodium 
content were all important to our 
success. 

“ ‘Lunch Buckets’ represent the 
leading edge of today’s food 
technology,” Lustig added. “The line 
offers an outstanding opportunity 
for the vending industry.” 

The Dial Corp. is a wholly-owned 
subsidiary of The Greyhound Corp., 
and is a leading manufacturer and 
marketer of packaged foods, laun¬ 
dry and household products, and 
personal-care items. 

CAMPUS COFFEE CARTS 

(Continued from Page 18) 

University, sees the coffee-cart pro¬ 
gram as another means of supply¬ 
ing students with a beverage they 
want. 

“Coffee is important to our 
students,” Ms. Patterson emphasiz¬ 
ed. “It means a lot to them.” 
Demonstrating the youngsters’ en- 
thusiam for high-quality coffee is 
the success of a “bean-grinding” 
vending machine installed by Mar¬ 
riott on the campus; Ms. Patterson 
reported that coffee sales doubled at 
the site. “This is indicative of how im¬ 
portant coffee is to these students,” 
she pointed out. 

Marriott Dining Services and the 
Coffee Development Group have co¬ 
sponsored a campus coffee house at 
AU since 1985. 

CDG sponsors over 70 coffee 
houses on campuses across the 
country as part of its College Cof¬ 
feehouse Program. With support 
from the coffee industry, CDG 
establishes coffee houses, provides 
mercandising materials, and sup¬ 
ports promotions to attract new 
consumers. 

The Coffee Development Group 
is a nonprofit organization dedicat¬ 
ed to increasing the consumption of 
coffee in the United States by im¬ 
proving quality. CDG programs are 
supported by the Promotion Fund 
of the International Coffee Organ¬ 
ization. 


the U.S. Department of Agriculture. Boiling the discussions down to a few 
sentences, the U.S.D.A. is not interested in inspecting vending com¬ 
missaries. Even if you become “interstate” in nature (preparing food in 
one state and selling it in another), the Department is only interested in 
“some” products — not sandwiches. They have enough on their hands 
with gargantuan industries operating meat-processing plants and the 
like. The vending industry is “small potatoes” to the U.S.D.A. 

No, the people breathing down your necks are the state, county and city 
health departments. This is not to say that, some day, the Department of 
Agriculture may not become more directly involved. Forewarned is 
forearmed, as the old cliche says. 

Meanwhile, for 22 years now, managers have been asking me what they 
should do about labeling “to be safe.” And I’ve been advising them for 22 
years to follow U.S.D.A. guidelines, or face the inveitable consequences 
somewhere down the road: a large expenditure of your most precious com¬ 
modity (money) to make the required changes. 

Years ago, the pioneering sandwich operator got labels preprinted with 
the simplest information that would convey necessary information to the 
customer: ABC Vending Co./Ham/35 cents. As he expanded his menus, the 
back room soon became filled with obsolete labels. At about this time, the 
“Lawson” labeler appeared on the scene, and nearly every food operator 
who prepared vendible sandwiches got one. It has a rewind attachment 
and counters; it dated the label, and printed whatever message had been 
pre-set on pieces of rubber affixed to metal plates. Eventually, it spawned 
a lot of imitations — and all of them, like the original, had a strong tenden¬ 
cy to smear the label badly, making it difficult to read as often as not. 

There are now a number of other labelers being used; some are as good, 
others are better, and many are worse. Most have undergone little change 
over the past 20 years. If you buy the labeler for $3,000, the initial supply 
of printing-plates is going to cost $500 to $1,000 additionally. And, pretty 
soon, you’ll have scads of discontinued label plates you never will use again. 

And those plates! If you are required to use the “sub-ingredient of main 
ingredient” formula, you may not be able to read the print. This problem 
has led many operators to revert to pre-printed labels on some items, 
regardless of the waste and storage problems. 

Understanding how frequently menu variety, ingredients, weights, 
seasonal specials, and prices change, you should always be aware of how 
important it is to make sure the new labeling system you’re looking at can 
meet all of the challenges you (and it) will face — before you make that in¬ 
vestment. That is, unless you have no objection to spending several thou¬ 
sand dollars more to change systems afterwards. 

This leads me to my final statement on labeling, a conclusion I came to 
long ago and one which is shared by many operators: 

Computerized labeling systems solve many of the operator’s labeling 
problems. 

The reason for this is that they can combine the printing accuracy and 
legibility of pre-printed labels with great flexibility — even more than 
that offered by labelers that print from plates. One supply of label stock 
preprinted with your company logo, name, and address can be used for 
most of the labels you need. 

Computerized labeling can be done with stand-alone equipment, or 
with a module within a total computerized control system for the com¬ 
pany. There are computer labeling systems for small operators that are 
available at no more cost than the old-fashioned plate-printer labeler. 

And, if you have a problem planning and setting up the copy, take a look 
at my Volume I and Volume //labeling guides for over 600 items. 

Attractive, legible labels are one component of an overall concern that 
requires continuing emphasis: the presentation of food for sale. Your food 
may be of the best quality, made with the freshest ingredients, and 
prepared with the greatest of care. What happens next? Does the com¬ 
missary squeeze it into a hard container much too small for the item, or 
arrange it on a plate that’s half again too large or too small, or pour it into 
a dish and cap it so no one can see it? 

And what happens after the food is wrapped or packaged? How is it 
handled between the commissary and the machine or serving-counter, 
and how is it displayed there? 

We’ll take a closer look at these crucial questions next month. 









NCSA Design Consultant Education 
Pays Off For Certified Operators 



CUPPING CORRAL: Ted Lingle (standing) presides at coffee-cupping seminar on 
the exhibit floor at recent National Coffee Service Association trade show in San 
Antonio, TX. Event was sponsored by the Coffee Development Group, and was 
intended to give OCS operators a better understanding of their primary product. 

Altrafilters Develops Oxygen-Bleached Filters 
To Address Environmental Concern Over Chlorine 


FAIRFAX, Va. — Coffee service 
operators who have been certified as 
Design Consultants under the Na¬ 
tional Coffee Service Association’s 
continuing educational program have 
put their architectural knowledge to 
good use, a survey by the association 
reports. 

The program makes operators 
aware of the factors that architects 
and office designers must deal with 
in designing break areas, and trains 
them in working with these profes¬ 
sionals in planning efficient and plea¬ 
sant facilities for refreshment ser¬ 
vice. More than 280 operating com- 


BOSTON, Mass. — A new nation¬ 
wide series of trade shows geared 
specifically to key office personnel 
is providing coffee service 
operators a forum for presenting 
their products and services to a 
wide cross-section of prospective 
customers in their market areas. 
The exhibition, “The Secretary 
Show”, is sponsored by Cahners Ex¬ 
position Group here. 

The leadoff show drew an impres¬ 
sive roster of exhibitors across the 
full spectrum of office equipment 
and service purveyors, reports 
Betsy Eck, senior sales executive 

john conti Hosts Contest 
For Coffee-Loving Bakers, 
Opens Two Gourmet Stores 

LOUISVILLE, Ky. - New at the 
Kentucky State Fair this year was 
the “john conti Coffee Cake Con¬ 
test”, sponsored by john conti Cof¬ 
fee Co. to encourage creative use of 
coffee by innovative bakers. Three 
well-known food critics served as 
judges, and the only requirement 
for entry was that john conti coffee 
be used as an ingredient. 

First-place winner was Bill Gregg 
of Louisville, whose winning confec¬ 
tion was the “john conti Mocha Al¬ 
mond Fantasy.” This is a three-layer 
chocolate cake with a center filling 
of creamy marzipan. Runners-up 
were Michele Grimm (LaGrange, 
Ky.) and Delores Brown (Shepard- 
sville, Ky.). 

The contest will be a regular 
feature of future Kentucky State 
Fairs, john conti Coffee Co. 
promises. 

The company has also opened two 
new Gourmet Coffee Shoppes, one 
at the Galleria in downtown Louis¬ 
ville and the other in the Festival 
Market (Lexington, Ky.) Like the 
original Gourmet Coffee Shoppes, 
famous for serving “the best coffee 
(Continued on Page 41) 


pany personnel have been certified to 
date, including some 25 who took the 
course at the recent NCSA conven¬ 
tion in San Antonio, Tex. 

Certified Design Consultants re¬ 
ceive a certificate, a design and train- 
ing videotape, a mailing-list of 
registered architects in their areas, 
placement on a referral list maintain¬ 
ed by NCSA for use by architects and 
designers, materials for laying out 
break areas to scale, and brochures to 
assist in discussions with facilities 
planners. Also supplied are sample 
(Continued on Page 41) 


for CEG’s Business Group. Recog¬ 
nizing that secretaries are playing 
an increasingly central role in office 
purchasing decisions, leading sup¬ 
pliers of business machines and a 
host of related products signed up 
for “The Secretary Show” to build 
goodwill, conduct market research, 
and spotlight time-and labor-saving 
innovations. 

Ms. Eck notes that a number of of¬ 
fice refreshment service firms ex¬ 
hibited at the first show, held in 
New York City this May. They are 
enthusiastic about the results, she 
told V/T. 


LINCOLN PARK, N.J.-Altrafil¬ 
ters Inc. has announced the availa¬ 
bility of a new line of “environment¬ 
ally friendly” white paper coffee 
filters, bleached by an oxygen pro¬ 
cess that uses no chlorine. 

According to the manufacturer, 
the new filters address the concerns 
expressed nationally over the issue 
of trace amounts of dioxin created 
by traditional chlorine-based 
bleaching processes. 

“Recent tests have indicated that 
the premium pulp used in the manu¬ 
facture of these filters has no detect¬ 
able dioxins,” Altrafilters reports. 
Moreover, the filters do not impart 
tastes, odors or impurities to the 
coffee, as unbleached “brown” fil¬ 
ters are apt to do, the company adds. 

Altrafilters, which supplies paper 
filters to 90 per cent of the coffee 
roasters in the United States, notes 
that the new bleaching process is 
only one of the positive innovations 


it is bringing to the task of supply¬ 
ing present and future customers 
with environmentally-conscious 
products. 

The company is headquartered at 
3-E Borinski Road, Lincoln Park, 
N.J. 07035, and maintains a West 
Coast office at 1544 North Knowles 
Ave. in Los Angeles, Calif. 



OXYGEN-BLEACHED FILTERS 


(Continued on Page 41) 
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'Secretary Show' Helps OCS Firms 
Get Message To Potential Patrons 
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NSCA CONVENTION 


Schelter, Hayden Emphasize Value Of NCSA Industry-Averages Study 


SAN ANTONIO, Tex. - “The 
Operating Survey is the best bene¬ 
fit you can get from membership in 
the National Coffee Service Asso¬ 
ciation,” said Trevor Hayden, Am¬ 
bassador Coffee Service (Winnipeg, 
Manit., Canada). “If you don’t take 
part in anything else, do participate 
in that survey.” 

Hayden teamed up with Murray 


Schelter, Ambassador Coffee (Mis¬ 
sissauga, Ont., Canada) to demon¬ 
strate the practical application of 
the information developed by this 
survey in assessing the strengths 
and weaknesses of one’s own com¬ 
pany. The two Ambassador Coffee 
Services are unrelated to one 
another, and Hayden’s use of the re¬ 
sults differs from Schelter’s. Both 


INTRODUCING 
THE DEVICE 
THAT MAKES 
BULK PURCHASE 
OF CONDIMENTS 
PRACTICAL. 



At last. A gravity fed, spring loaded measuring system 
that allows you to buy dry cream, sugar and soup in bulk. 

Not only does this save you money. It stops pilferage 
and makes a clean set up possible. 

Speaking of set up, the Cafe Bar Portion Server can 
either be wall mounted or mounted on the stainless steel 
stand that accommodates one to four units and a con¬ 
tainer of stir sticks. 

So give US a call, or write US. Another indispensable product from . . . 

And keep one thing in mind. 

Bulk purchases mean more 
purchasing power. CLELAND SALES CORPORATION 



11051 Via El Mercado, Los Alamitos, CA 90720 • (213) 598-6616 



Check these high profit features: 

■ 9 Selections 

■ Adjustable 4-Coin 
Combination 

■ Sturdy Steel Construction 

I Call Mayoni today for more information. 

MAYONI ENTERPRISES 10340 Glenoaks Blvd. Pacoima, CA 91331 
(818) 899-2488 1 (800) 345-1183 Fax: (818) 899-0152 

M 


Vend-A-Snack 

Simply the quickest profit 
maker available for any 
location. The power free Vend- 
A-Snack works from a counter 
top or its optional stand. 


agree, however, that these results 
are an extremely important man¬ 
agement tool. 

The program is conducted by 
sending a questionnarie to each 
NCSA operator member, asking for 
summary financial data for the past 
year. These are processed in abso¬ 
lute confidentiality by Industry In¬ 
sights, Inc., an organization spe¬ 
cializing in preparing operating 
ratio analyses for various indus¬ 
tries. Operators who complete and 
return the forms receive not only a 



TREVOR HAYDEN 


report showing industry averages 
(broken out by region, size and ori¬ 
entation of company), but a finan¬ 
cial analysis for the specific re¬ 
sponding company. 

Hayden pointed out that this 
type of “benchmarking” becomes 
more accurate, and thus increasing¬ 
ly valuable, as more operating com¬ 
panies become involved in it on a 
regular basis. “Too few NCSA mem¬ 
bers take advantage of this service,” 
the veteran operator noted. “Parti¬ 
cipation is running around 25 per 
cent. Why don’t more operators 
take part? We feel it’s because they 
don’t fully understand the value of 
doing so.” 

Thus, the seminar was called 
From Confusion and Complexity to 
Understanding. Hayden explained 
that his area of expertise is sales, 
not finance. “I’m not an accountant; 
I let my accountant fill out the 
survey, and look at the resulting 
analysis; then he shows me what I 


need to see,” he noted. “Murray 
Schelter does have an accounting 
background, so he’ll handle the 
hard parts.” 

The fundamental purpose of the 
NCSA Operating Performance Sur¬ 
vey is to provide the kind of com¬ 
parative financial information that 
managers need to identify the 
things their companies do well, and 
those that may need improvement. 
This permits management to exer¬ 
cise better control, and plan more 
effectively for profit. “What the 
analysis gives you is a measuring- 
stick, a set of industry standards 
against which you can compare 
your own company,” Hayden ex¬ 
plained. “The averages let me see 
where I fit in, and how I compare 
with others.” Any manager can 
benefit from this information, and 
find a good use for it, he added. 

“Companies don’t fail; people 
fail,” the speaker added. “I lost 
$30,000 last year because I didn’t 
understand accounting; my forte is 
sales. I’ve been very successful, but 
I can do better. I learned from that 
experience,” he emphasized. 



MURRAY SCHELTER 

“Lots of coffee service operators 
don’t like working with accounting 
factors,” he added. “I’m one of 
them!” 

Hayden noted that Murray 
Schelter is the sort of operator who 
does enjoy accountancy, and turned 
the program over to him for a de¬ 
tailed look at the survey. 

(Continued on Page 45) 



CLIENT PLEASER: Art Stoner (right). Progress Unlimited, describes new "Full 
Circle" coffee ring for OCS brewer warming-plates to Yoko and Shin-ichi Ohkubo, 
Daiohs Co. Ltd. (Tokyo, Japan) at recent National Coffee Service Association show 
in San Antonio, TX. The "Full Circle" interposes a layer of heated air between 
warming-plate and carafe, retarding evaporation and staling. Progress Unlimited is 
headquartered at 16 Progress Circle, Newington, CT 06111, tel. (203) 666-7923. 
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“Mr. Walsh we just lost 
our biggest account!’ 


“No problem!’ 


“Mr Walsh, we just ran 
out of Coffee-mate.” 


“Now we’ve got a problem!’ 

Coffee-Mate® 
is number one in 
quality; number 
one in sales and 
number one in the consumer’s 
mind. So why buy 
anything less? 

© Cam ati o n Company 
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Profit Vs. Cash Flows: What We Don't Know Can Hurt Us 


rAbout The Author 


See us at NAMA Booth #445 


STUART DAW is a long-time partici¬ 
pant in, and observer of, the coffee 
and OCS industries. He is the presi¬ 
dent of Heritage Coffee Co. of 
Canada, founder and president of 
Nationwide Gourmets, Inc., and 
chairman of the board of Southern 
Heritage Coffee in the United 
States. 


TAMPA, Fla.—Perhaps no term gets 
mentioned more than “cash flow” 
when coffee service people meet. But 
many in business do not understand 
the meaning of the term. And hardly 
anyone outside the business world has 
the foggiest idea of what you are talk¬ 
ing about when you mention it. 

For proof, one might recall the oil 
crisis following the original Organiza¬ 
tion of Petroleum Exporting Coun- 

Snover And Rutkowski 
Move Up At Iveco N.A. 

BLUE BELL, Penna. — Iveco 
Trucks of North America has ap¬ 
pointed Laurence R. Snover as 
senior director of marketing ser¬ 
vices. He was previously director of 
sales-management training and 
merchandising for Iveco. 

Raymond E. Rutkowski becomes 
director of sales training. He was 
previously director of service 
training. 

In his new post, Snover will be 
responsible for public relations, 
dealer communications, and im¬ 
plementation of customer satisfac¬ 
tion programs. He joined Iveco 
Trucks of North America in 1986, 
having had 21 years of prior ex¬ 
perience in automotive sales, 
marketing, consulting, and training. 

Rutkowski will be responsible for 
developing and implementing train¬ 
ing programs on product knowledge 
and sales techniques for Iveco’s na¬ 
tional dealer network. He joined 
Iveco in 1980, and has held several 
positions in training and product 
support. 

Iveco Trucks of North America is 
a wholly-owned subsidiary of Iveco 
B.V., the commercial-vehicles sub¬ 
sidiary of the Fiat Group. 


by Stuart Daw, Chairman 
Southern Heritage Coffee Co. 


tries embargo. As I recall, in the reams 
of articles written on the subject at 
the time, and in hours of coverage by 
the electronic media, not one oil 
man—from the president of Exxon 
down—even attempted to articulate 
the cash flow realities of the oil 
crisis in a way that the public would 
understand. 

Slogans such as “obscene windfall 
profits,” “new oil vs old oil,” and 
“corporate ripoff” were tossed 
around. Hordes of government horse¬ 
men came charging in to do battle, 
waving their anti-business swords. 
Their answer to the problem, which 
seemed to be backed by public sup¬ 
port, was to take those who produced 
the oil, and tax them out of existence. 
If the media were of no help, those in 
academe who should have known bet¬ 
ter remained silent, and those who 
didn’t know better screamed for the 
oil producers’ blood. 

To illustrate the cash flow realities 
for the oilmen (and there’s a parallel 
here with the coffee situation after a 
Brazilian frost), let’s ask ourselves 
what happened when someone in the 
oil business bought a barrel of oil for 
$5.00, sold it for $ 10.00, and then found 
that he had to buy back the same vol¬ 
ume of oil for $ 15.00? Buying for $5.00, 
selling for $10.00, and replacing for 
$15.00 represents an interesting equa¬ 
tion: did the dealer make $5.00 or lose 
$5.00 on the transactions? 

Accountants, using a “first-in, first- 
out” inventory approach, would say he 
made $5.00. The tax authorities would 
agree, and would want to take half (or 
more) of the apparent profit. But the 
bank manager would disagree, since 
the oilman seemed to be missing $5.00 
from his account. The answer is, of 


The perfect cup of coffee every time. M-90 Coffee Brewing Systems 


course, that he made a five-dollar 
profit, but lost five dollars in cash 
flow. 

To keep the cash flow positive in 
that kind of situation, the oil compa¬ 
nies should have priced their products 
on the basis of replacement cost—not 
on original inventory cost. In that way, 
the cash flow needed to replace inven¬ 
tory would have been there. 

It takes steady nerves and firm 
resolve to get prices up quickly on a 
rising market. But failure to do so can 
mean a bad cash situation. One 
negative associated with resolute 
action, of course, is the “high” paper 
profits that result, and give the govern¬ 
ment a large chunk of the cash thus 
generated. 

LEARNING FROM EXPERIENCE 

Coffee service operators and roast¬ 
ers (especially) who have gone 
through a post-frost period can 
appreciate the above illustration. But 
now, with declining coffee costs, 
lower inventory and receivables val¬ 
ues should mean a commensurate 
amount of extra cash in the bank. We 
must, however, remember those peri¬ 
ods of rising coffee costs, when the 
opposite takes place, and when we 
may need all the cash we can get. 

Quite apart from coffee cost fluctu¬ 
ations, many operators, in making 
future projections—even in a stable 
coffee market—do not understand 
the other cash flow implications of the 
business. Here are a few little truisms 
that apply, quite apart from their pos¬ 
sible effect on profit-and-loss state¬ 
ments: 

1. Equipment: modern customers 
often want additional equipment that 


‘Beauty of 5tyle...Scientific ‘Precision BREWMATIC 

Send for FREE full color brochure today. 3828 South Main Street 

Quality and Service Since 1930 ! ’ ^ n 9 e l es > CA 90037-1491 

(213) 233-8204 1 -800-421 -6860 
FAX (213) 234-3376 


has little connection to coffee, such as 
water coolers, microwave ovens, and 
the like. This desire for more equip¬ 
ment, often stemming from competi¬ 
tive activity, represents a big hazard to 
today’s operator. 

Unfortunately, not all operators 
charge for such extras, nor do they 
increase the price of their coffee ser¬ 
vice—even though there may be no 
rise in coffee volume resulting from 
the additional investment. More equip¬ 
ment means more cash gobbled up. 
Spending $100 on unneeded equip¬ 
ment is the equivalent of losing $100, 
not to mention possible higher service 
costs. 

2. Receivables: in cash flow terms, 
increased receivables on the same vol¬ 
ume of sales are the same as operating 
losses. 

3. Inventory: extra paid-up inven¬ 
tory sitting on the warehouse floor 
has the same effect on one’s cash posi¬ 
tion as increased receivables. 

CAN'T BANK A PERCENTAGE 

The above three elements consti¬ 
tute the bulk of the assets employed in 
a coffee service business, and the 
more efficiently they are employed, 
the higher the profits will be. But, in 
these days of falling coffee costs, the 
coffee service operator can enhance 
cash flow by maintaining margins. By 
this, I mean gross profit dollar mar¬ 
gins, not percentages as such. If the 
cost of a case of coffee drops by $1.00, 
the selling-price to the customer must 
not drop by more than $ 1.00. 

The reader might wonder why it 
should be necessary to mention such 
an obvious thing. But there is a real 
danger, for newer operators in particu¬ 
lar, in thinking that percentages are 
the important thing. “If coffee drops 
$1.00,” they too often reason, “then I 
can drop my price $2.00, and still 
maintain that 50 per cent gross profit I 
heard everyone talking about at the 
NCSA convention. A $50 kit that used 
to cost $25, now costs me only $24, so 
I can sell for $48 and get my 50 per 
cent.” 

Wrong! At the risk of displeasing 
someone in Washington, don't do it 
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Expand your sales 

with more 
vend nroducts 


from Sunshine. 
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Make room for Sunshine’s popular vend line, 
Cheez-lt® Wheat Wafers, Hydrox® sandwich 
cookies, Chip-A-Roos® Krispy® Saltines and 
Vanilla Wafers. 


- 


:GW 


< 4 

„ . » • 


There’s also Cheese n’ Peanut Butter, Peanut 
Butter Toast, Wheat n’ Cheese, Cheese n’ 
Cheese, Lemon Cremes and Vanilla Cremes 
(see above)... so give them all their space 
and watch your vend machines empty out while 
profits pile up. Certified Kosher K where noted 
on package. For more information, call toll-free: 
1-800-446-6254. 


Sunshine Biscuits, Inc., Foodservice Division 
100 Woodbridge Center Drive 
Woodbridge, NJ 07095-1196,201-855-4000 

Sunshine quality—it’s in everything we bake. 
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gourmet coffee 


BARRIE HOUSE UPDATE: Getting the 
latest on Barrie House's line of gourmet 
and specialty coffees at the National Cof¬ 
fee Service Association's recent trade 
show are Glenn Wandy (right). Coffee 
Specialists of America (Wethersfield, CT) 
and Debbie and Barry Rozyckie, R&S 
Coffee Distributors (Northumberland, 
PA). Doing the honors for Barrie House 
are Bob Gayer (second from right) and 
Jay McMenamin (left). Barrie House of¬ 
fers an extensive line of premium coffees 
in proprietary and private-label packs 
for OCS, as well as caffeine-added "Jolt" 
for people who need help waking up. 
The company can be contacted at 216 
South 13th Ave., Mt. Vernon, NY 10550, 
tel. (800) 876-CAFE. 
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Now Bunn-O-Matic brings high quality 

to coin-operated coffee brewers. 

■ Stainless steel construction 
throughout assures many years of 
reliable operation to generate long- 
lasting profits. 

■ Holding reservoir maintains one 
gallon of delicious coffee at perfect 
drinking temperature. 

■ Amount of coffee per cup is easily 
adjustable. 

■ Automatic models also dispense 
single cups of near boiling water for 
bonus O.C.S. profits from allied 
products. 

■ Space-saving—only 11 y 2 " wide — to 
fit any cabinet or counter. 

■ Model BCO brewer available in both 
pour-over and automatic designs 
with coin acceptor or combination 
coin acceptor and changer. 


Ask for Free Demonstration- 
See the Quality for Yourself! 


CORPORATION 


1400 Stevenson Drive. PO. Box 3227, Springfield, IL 62708 Phone: 1-217/5290601 


IBWA Slates '89 Confab 
For Phoenix, Oct. 12-14 

PHOENIX, Ariz. — The Interna¬ 
tional Bottled Water Association 
will hold its annual convention and 
trade show at the Phoenix Civic 
Plaza here from October 12 through 
14. Some 250 exhibitors are expect¬ 
ed to participate in the association’s 
first-ever Convention Center trade 
show, and a lively round of educa¬ 
tional sessions is on tap. 

Thurday, October 12, will feature 
a variety of events for show-goers 
who arrive early. IBWAX, the Inter¬ 
national Bottled Water Auxiliary, 
will emcee a varied spouses’ pro¬ 
gram, and IBWA members will be 
able to tour the plants of Crystal 
Bottled Waters and Hickley & 
Schmitt. Exhibits will open at 4:00 
P.M., and an Opening Reception will 
climax the day’s activities. 

Friday morning will lead off with 
a by-invitation-only New Member 
Breakfast, followed by opening 
ceremonies. The keynote address 
will be delivered by Tom Leonard of 
Stew Leonard’s Dairy Store (Nor¬ 
walk, Conn.), a dairy and grocery 
store that has won international 
recognition by innovative custom¬ 
er-based marketing. 

SOLID-WASTE CONCERNS 

Next to speak will be Donald B. 
Shea, executive vice-president of 
the Council for Solid Waste Solu¬ 
tions. He will address current and 
future waste-disposal issues, in¬ 
cluding water contamination and 
packaging-material decisions. 

The educational program will 
conclude with an Annual Business 
Meeting Luncheon, with IBWA 
president Douglas Nelson at the 
rostrum. The association will elect 
Board and Executive Committee 
members, and recognize outgoing 
directors and other members who 
have made significant contributions 
to the industry’s advancement. Ex¬ 
hibits will open at 1:30 P.M. 

On Friday evening, IBWA sup¬ 
pliers and international members 
will conduct separate meetings. A 
“Friday the 13th’’ reception will 
climax the day’s events. 

On Saturday morning, October 
14, IBWA will host its annual “Aqua 
Awards’’ breakfast, honoring win¬ 
ners of the association’s public rela¬ 
tions and advertising literature con¬ 
test. Exhibits open at 10:30 A.M. 

Saturday afternoon will feature 
two “Idea Exchange Workshops’’ in 
succession, each offering partici¬ 
pants a choice of four topics. Slated 
for in-depth discussion are “Pur¬ 
chasing, Supply, and Material Con¬ 
trol’’; “Computer Options for the 
Large and Small Company’’; “Suc¬ 
cess Stories of IBWA ‘Aqua Award’ 
Winners’’; and “Good Manufactur¬ 
ing Practices from Source to Bot¬ 
tle” (which will introduce a new 
IBWA videotaped educational pro¬ 
gram). The annual banquet and 
presentation of awards will bring 
the convention to a festive close. 

Information on the show can be 
had from the International Bottled 
Water Association at 113 North 
Henry St., Alexandria, Va. 22314, 
tel. (703) 683-5213. 


















Ontario Association Sees Hope For Explaining 
OCS Viewpoint On Proposed National Sales Tax 


MISSISSAUGA, Ont., Canada — 
Murray Schelter of Ambassador 
Coffee Service here reports that 
some progress is being made in 
presenting the coffee service in¬ 
dustry’s perspective on the propos¬ 
ed national sales tax now under con¬ 
sideration by the government. 

Schelter, recently elected as 
president of OCSA, notes in the 
association’s newsletter that the On¬ 
tario group has worked closely with 
executives of other Canadian Pro¬ 
vincial and regional associations in 
communicating the industry’s con¬ 
cerns to the government. As the 
proposal is worded, it would seem to 
exempt a number of consumible 
items (including coffee) from tax if 
purchased in a food store, but would 
tax them if delivered within the con¬ 
text of a service. 

“We developed a presentation on 
the Goods & Services Thx which we 
made to senior finance officials,’’ 
Schelter explains. Present for the 
testimony were Bob Hale, Mister 
Coffee & Service (Toronto, Ont.); 
Russ Lumsden, Royal Cup Coffee 

NCSA CERTIFICATION 

(Continued from Page 35) 
cover-letters to help them market 
their professional qualifications. 

NCSA publications director 
Maggie Lyons reports that, on 
average, each OCS company that has 
participated in the program has two 
certified design consultants on 
board. 

In January of this year, NCSA 
members who had participated in the 
program were surveyed to assess the 
value of the program, and the use to 
which it is being put. Trevor Hayden, 
Ambassador Coffee Service (Winni¬ 
peg, Manit., Canada), who chairs the 
Certified Design Consultant Com¬ 
mittee, summarized the results of 
this research. 

The great majority of certified 
operators found the program bene¬ 
ficial. Perhaps surprisingly, most did 
not use the mailing-list of local ar¬ 
chitects that they received. Rather, 
they successfully used their qualifi¬ 
cations as certified design consul¬ 
tants as a sales tool. 

“Most felt that their ‘CDC’ qualif¬ 
ication was of value in obtaining new 
accounts because it gave prestige to 
their companies, and provided knowl¬ 
edge — such as electrical informa¬ 
tion — to customers and prospects,” 
Ms. Lyons reported. 

These operators praised the pro¬ 
gram for the edge it has given them 
over their competitors, and for giving 
them a more thorough knowledge of 
their business, the survey showed. 
Proven familiarity with facilities de¬ 
sign is an extra service that opera¬ 
tors can offer; the certification bro¬ 
chure is a valuable addition to the 
sales folder; and the program helps 
give the coffee service industry a 
more professional image, they added. 

NCSA plans to hold six certifica¬ 
tion courses in the United States and 
Canada during 1989-1990. Informa¬ 
tion may be had from association 
headquarters at 4000 Williamsburg 
Square, Fairfax, Va. 22032, tel. (703) 
273-9008. 


(Vancouver, B.C.), president of the 
Western Canada Coffee Service 
Association; and Schelter. In addi¬ 
tion, written support was provided 
by Robert Charbonneau, Distro- 
vend (Montreal, P.Q.), president of 
the Quebec Association. 

“Initially, we found no support for 
our first point, which was that food 
is food and should be treated 
similarly for taxation purposes, 
regardless of where or how it is 
sold,” the OCSA president reports. 
“After lengthy discussions, we did 
find some support for the concept 
that a coffee service is similar to a 
grocery store, convenience outlet, 
or wholesaler.” In short, food pro¬ 
ducts which are “unprepared items” 
(dry coffee, tea, sugar, chocolate, 
creamer, and soup) and which are 
untaxed in a grocery store should 
not be taxed when purchased from a 
coffee service. 

KEEPING IN TOUCH 

“Making this first contact with 
the Finance Department was impor¬ 
tant and beneficial to our industry, 
but we will need to maintain this 
contact and defend our position 
vigorously over the next year,” 
Schelter emphasizes. 

OCSA is presently putting the 
finishing touches on plans for its an¬ 
nual convention and trade show, 
slated for the Skyline Hotel in 
Toronto, Ont., November 10 and 11. 
The group also plans to participate 
in the Western Canada Coffee Ser¬ 
vice Association’s spring con¬ 
ference, which is set for Victoria, 
B.C., March 29 through April 1,1990. 
Members of the U.S. Western Coffee 
Association are also expected to at¬ 
tend the event. 

SECRETARY SHOW PLANS 

(Continued from Page 35) 

CEG plans to sponsor 12 “Secre¬ 
tary Shows” in 1990-1991. Major 
markets targeted for 1990 include 
Boston (Hynes Convention Center, 
April 3-5), New York City (Javits 
Convention Center, May 7-9), Phila¬ 
delphia (Civic Center, September 
25-27), Chicago (Merchandise Mart/ 
ExpoCenter, October 2-4), and San 
Francisco in November. Coverage 
will be expanded in 1991, with shows 
planned for Atlanta, Los Angeles, 
and Washington D.C. as well. 

Information about upcoming 
“Secretary Shows” may be had from 
Cahners Exposition Group, P.O. Box 
35, Boston, Mass. 02117-0035, tel. 
(617) 536-8152. 


JOHN CONTI CONTEST 

(Continued from Page 35) 

in town”, the new Shoppes will fea¬ 
ture 12 varieties of freshly-brewed 
john conti coffees, as well as whole- 
bean coffees sold by the pound. Cof¬ 
fee accessories, including mugs, 
coffee-makers and espresso/cappuc¬ 
cino paraphernalia, will also be 
available. 

Founded by National Coffee Ser¬ 
vice Association past-president 
John Conti, john conti Coffee Co. is 
said to be the largest coffee-roaster 
in Kentucky. 



THIRST QUENCHER: Garry King, Standard Coffee Service (New Orleans, LA) 
gets the latest on Coin Acceptors' "Compactvendor" countertop cold canned bev¬ 
erage vender from Ron Manne (left) and Bill Johnson (right). Coin Acceptors, at 
recent National Coffee Service Association show. Three-select unit holds 39 cans. 



ACCURACY ENHANCER: David Pulsifer (right). Quality Coffee Service (Talla¬ 
hassee, FL) gets the lowdown on the Norand line of hand-held computers and ac¬ 
cessories from Bob Zink of Norand during the NCSA show. The systems are de¬ 
signed for use on OCS routes to save time and eliminate transcriDtion errors 



SWEET TALK: Gene Stewart, Savannah Foods & Industries, introduces NCSA 
past-president Jan Loper, Coffee Plus (Merriam, KS) to "Sweet Thing", a new 
low-calorie sweetener now available to coffee service operators in single-service 
packets. Savannah Foods also produces "Dixie Crystals" sugar in many formats. 
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HOT OR COLD: LaWanda Stone, ABC Coffee (Lakeland, FL) looks over the ar¬ 
ray of beverage options now available through Quaker Oats Food Service, includ¬ 
ing "Gatorade" in diverse packages and Continental Coffee hot drinks and allied 
products. Doing the honors for Quaker are Allen Sterman (left) and Joe Sammarco. 
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1989 NAMA CONVENTION TRADE SHOW EXHIBIT PREVIEW 


(Continued from Page 28) 
duct a special promotion offering 5 
per cent off dealer’s best price for 
orders placed at the show. 

ANCHOR INDUSTRIES will exhibit 
its packaging systems for com¬ 
missaries in booth 201. The firm will 
also show a variety of packaging for 
commissary foods, including 
microwaveable foodservice con¬ 
tainers and a complete line of vend¬ 
ing containers comprising one-, two-, 
and three-compartment platters. 
Doing the honors for Anchor will be 
Carroll Cassidy, Thomas Watt, 
Terry Sims, Steve James, and A.M. 
Mazzarelli. 

ASAHI SEIKO U.S.A., INC. will be 
displaying a variety of high-quality 
mechanical and electronic coinage 
assemblies in booth 367, including 
mechanical and electronic coin selec¬ 
tors, coin payout hoppers, coin 
doors, and bill and card dispensers. 
Introducing the line to the American 
vending industry will be executive 
director/general manager Kazuya 
“Chris” Abe, deputy general 
manager Katsumi “John” Kamano, 
and executive assistant Pamela 
Schaeffer. 

ATLANTIC MONEY SYSTEMS will 
exhibit and demonstrate a wide 
range of equipment for efficient 
money-room operations in booth 266. 
Atlantic Money Systems vending 
specialists will staff the booth. 

BATON HARDWARE see LOCK 
AMERICA. 

BORGHI S.p.A. will exhibit a line of 
vending machine components in 
booth 805, including coffee systems 


and cooling assemblies, and will 
describe its own hot and cold drink 
vending equipment. Borghi’s Euro¬ 
pean vending experts will staff the 
exhibit to introduce the line to the 
American market. 

BRANDT, INC. will introduce its 
newest high-speed coin counter for 
vending money-rooms in booth 540. 
The new “7500 Express” is said to be 
ideal for filling bill-changer funds. 
The company will also display and 
demonstrate a wide variety of vend¬ 
ing money-room equipment, in¬ 
cluding coin sorters and currency 
counters. Doing the honors for 
Brandt will be president Douglas 
Rattray, vice-president of sales John 
Angove, vice-president of marketing 
Gary Wilkins, director of sales Bob 
Allexon, product manager Cheryl 
Martin, and branch manager Ken 
Shellabarger. 

CHALLENGEMASTER COMPUTER 
SERVICES plans to display and 
demonstrate its software systems 
for vending and office coffee service 
operations in booth 664. Challenge- 
master software includes route ac¬ 
countability, commission calculation 
and processing, inventory control, 
label preparation, route-ticket 
generation, and equipment tracking. 
The company will also describe its 
training, installation, and support 
services, including a WATS line for 
technical assistance, as well as its 
hardware procurement services. 
Demonstrating the programs will be 
president Stephen Mendelson and 
vice-president Ashley Stevens. Chal- 
lengemaster will include a free 
Financial Package software module 
with software purchased by new 
customers at the convention. 


CHICAGO LOCK CO. will show and 
describe its extensive line of locks 
for vending equipment in booth 422. 
Items featured will include Chicago 
“Ace II” cylinder locks, “TuBar” 
high-security cylinders, T-handles, 
and protective “Quik” covers. On 
hand to showcase the line will be 
sales manager Dale N. Padjen and 
regional sales engineers Russ Cork 
and John Nelligan. 

CHILDERS CORP. will exhibit and 
demonstrate its computerized high¬ 
speed coin sorter/counters in booth 
620. In the spotlight will be Childers’ 
bar-code data transfer system, 
which permit route drivers to cap¬ 
ture machine identification data in 
the field for automatic relation to 
route tickets and machine collections 
in the counting-room, and automatic 
upload to the company’s computer. 
This “same-day accountability 
system” is designed to speed the 
flow of critical management informa¬ 
tion. Currency processors which can 
be integrated into the system will 
also be displayed. On hand to debut 
the new concepts will be president 
Roger K. Childers, vice-president 
Kenneth L. Buchanan, and director 
of technical services Randell L. 
Barnette. 

COIN CONTROLS, INC. will show 
and demonstrate its comprehensive 
line of pricing and credit systems 
and accessories in booth 209, in¬ 
cluding mechanical and electronic 
coin validators, magnetic-stripe card 
readers, and coin hoppers and other 
coin payout systems. Doing the 
honors for Coin Controls will be 
marketing manager Ellen Evans and 
inside sales manager Mike 
Meisinger. 

COMPU VEND SYSTEMS U.S.A. will 
exhibit and demonstrate its vending 
management and profit improve¬ 
ment software in booth 456. Com¬ 
pany experts will describe the 
“Keep It Simple” approach to soft¬ 
ware, as well as the ease with which 
Compu Vend programs can be in¬ 
tegrated with a wide range of in¬ 
telligent data-capture devices and 
coin/currency processors to 
minimize errors, speed report 
preparation, and close the gaps in 
the operator’s “circle of accountabili¬ 
ty.” On hand to put the systems 
through their paces will be president 
Alan Kronenberg, vice-president 
Mark Kronenberg, national sales 
manager Ernie Perry, and regional 
managers Bonnie Harsh (Western) 
and Nancy Pierce (Eastern). Compu 
Vend plans to conduct two infor¬ 
mative seminars and round-table 
workshops/demonstrations during 
the convention: a Profit Improve¬ 
ment seminar at 9:30 A.M. on Fri¬ 
day, October 13, and a session 
themed “Increase your Bottom 
Line” at the same hour on Saturday. 
Both will be held in Room L-13 
(lower lobby) in McCormick Place. 

COMPUTER VENDING SYSTEMS 
INC. will show and demonstrate its 
“Datalogger” hand-held route and 


warehouse data collection system in 
booth 727. Among applications to be 
demonstrated will be the use of a 
bar-code reading attachment to 
speed and simplify data capture in 
the vending industry. On hand to put 
the system through its paces will be 
chief executive officer Neil Loader, 
president Walter Hahn, customer 
service manager Eva Gene 
Rohleder, and director of program¬ 
ming John Williams. 

CONLUX U.S.A. CORP. will exhibit 
and describe the “Maka” line of in¬ 
machine bill validators and coin 
changers for vending in booth 762. 
On hand to field operator questions 
will be president Sakae Aoki, exec¬ 
utive vice-president Paul McGahan, 
and director of sales W.R. Sabol. 


CORNISH CONTAINER plans to 
show its line of insulated trans¬ 
porters for food and candy in booth 
360. On display will be the “M-26” 
double-compartment container (26 
cu. ft.); “M-13” single-compartment 
unit (13 cu. ft.); and chest-style con¬ 
tainer models “M-3”, with metal cor¬ 
ners and “Kemlite” interior; similar 
“VT-225” with plastic interior; and 
“MK-3” with “Kemlite” interior and 
exterior, designed specifically for 
frozen food and ice cream (all 2-1/4 
cu. ft.) Also on display will be wire 
baskets in two sizes, “Frigi Packs” 
for the “M-26” and “M-13”, “Frigi 
Tops” for the chest-type containers, 
and “Frigi Bottle” refreezable 
plastic bottles with eutectic coolant 
for a variety of temperature-main¬ 
tenance applications. Doing the 
honors will be sales director John D. 
Kolb. Cornish Container will offer 
special discount pricing on orders 
placed at the show. 

CUMMINS-ALLISON CORP. will 
display and describe its coin and cur¬ 
rency processors for vending com¬ 
pany money-rooms in booths 363 and 
462. Featured will be a variety of 
models in a wide range of sizes, 
speeds, and capabilities, including 
computer-interfaceable equipment. 
Cummins-Allison vending specialists 
will staff the display. 


CUNO, INC. will exhibit its water 
treatment systems, including ver¬ 
satile in-line cartridge filters, in 
booth 721. Showing and describing 
the line will be national sales 
manager Tom Allen, sales manager 
Harry Cheatwood, and product 
manager Bob Lisenko. 

DATA INTELLIGENCE SYSTEMS 
CORP. will demonstrate and 
describe its computer route manage¬ 
ment and general business systems 
in booth 622. Among the software to 
be featured are profit improvement 
programs, programs for office coffee 
service and cooperative-service 
vending, and distribution manage¬ 
ment programs. Staffing the D.I.S.C. 
booth will be Allan Gilbert, Milan 
Dabcovich, John Spencer, Jim Mad¬ 
dox, Gina Lloyd, and George Carroll. 


•50 YEARS EXPERIENCE • 50 YEARS EXPERIENCE* 




SERVICE AFTER THE SALE 


SYSTEMS USA. 

31 TERN ST. • NEW ORLEANS, LA 70124 

1 - 800 - 341-7677 

A FULL SERVICE DEALER 
OF INTERFACED COMPUTER 
MANAGEMENT PACKAGES 

The Number One Computer Management System in 
Vending, OCS And Food Service. 

First in Experience And Service After The Sale 


.50 YEARS EXPERIENCE • 50 YEARS EXPERIENCE • 
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DATACARD CORP. will introduce 
its line of card reading and 
validating systems to the vending in¬ 
dustry in booth 754. Among systems 
slated for rollout at the convention 
are models designed to work with 
“smart cards”, plastic cards im¬ 
printed with computer-type memory 
elements to store credit and iden¬ 
tification information. Datacard elec¬ 
tronic transaction experts will 
preside at the introduction. 


array of water treatment systems 
for food and beverages in booth 421. 
. Highlighted will be water filters for 
hot and cold drink vending equip¬ 
ment as well as special models for of¬ 
fice coffee service and manual 
foodservice brewers. Showing the 
line will be president James B. 
Vosseller, marketing vice-president 
Richard W. Suda, and regional sales 
manager Edward Muller. A show 


special will be offered on replace¬ 
ment cartridges. 

FIXTUR-WORLD INC. will describe 
its wide variety of products and ser¬ 
vices for standard and custom- 
designed foodservice installations in 
booth 569. Modular components for 
interior decor work will be high¬ 
lighted, and pictures of representa¬ 
tive installations will be on display. 


Doing the honors for Fixtur World 
will be Horace Burks, Jim Whitehill, 
A1 Parker, Tom Greolics, Mike 
Bates, and Steve Lewis. 

FORT LOCK CORP. plans to display 
and describe its extensive assort¬ 
ment of locks for vending equipment 
and related applications in booth 439. 
In the spotlight will be the new 
I Continued on Page h6) 


DEBITEK INC. will exhibit and 
demonstrate its debit-card readers 
for vending machine installation in 
booth 521, as well as debit-card en¬ 
coders and a variety of accessories 
for cashless vending. The firm will 
also describe its services in custom¬ 
designing multipurpose cards to 
allow vendors to meet specific loca¬ 
tion needs. On hand to showcase the 
line will be president Harlan Mills, 
executive vice-president Stan 
Ledbetter, and director of sales 
Seab Chapman. 


EAGLE LIFT plans to show and 
describe its electric/hydraulic lif- 
tgates in booth 268. Eagle offers 
models with lifting capacities of 
1,000,1,250, and 1,600 lbs., designed 
for installation on pickup trucks and 
a range of light and medium-duty 
commercial vehicles. Doing the 
honors for Eagle Lift will be division 
manager Jerry Mathison and sales 
coordinator Dan Barry. 


EFFECTIVE MANAGEMENT SYS¬ 
TEMS will display and demonstrate 
its complete line of computer hard¬ 
ware and software products in booth 
216. Designed exclusively for the 
vending, office coffee service, and 
foodservice industries, EMS pro¬ 
grams are available in single-user 
and multi-user versions. They’re of¬ 
fered for “PC”-type equipment as 
well as for the newest “VAX” 
multiuser, multitasking computers 
from Digital Equipment Corp. 
Heading the EMS contingent will be 
general manager Bob Johnson and 
customer services manager Laurin 
Miller. EMS will offer attractive 
pricing on demo systems purchased 
at the show. 


EQUIPMENT INNOVATORS INC. 
will exhibit and describe its “Om¬ 
nivan” route and service vehicles in 
booth 821, as well as “Omnicube” in¬ 
sulated transporters for food, dairy 
products, candy, and other 
temperature-sensitive items. A wide 
variety of materials-handling equip¬ 
ment and vehicle accessories will 
also be on display. Staffing the 
Equipment Innovators booth will be 
president Ande Evers, sales 
manager Tom Evers, and account 
representatives John Weiler and 
Hunter Bell. Equipment Innovators 
will announce a special deal on “Om¬ 
nivan” and “Omnicube” equipment 
at the show. 
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Imperial Cup Corporation 
808 Fontaine Street 
Kenton, OH 43326 

1-800-537-4141 


Nobody Stacks Up Better. 


EVERPURE, INC. is set to exhibit a 
representative selection of its vast 


©1988, Imperial Cup Corp. 



Only the munchiest. 

Servatron service: Fast delivery of the munchiest name brands. Easy one-invoice ordering system. 
Plus marketing expertise that puts you on the route to riches. Servatron, we make your OCS and 
vending business munch, munch better. 



€* 1989 Servatron 


Southern Califomia/Arizona 213/ 432-0467,800/ 234-2488 • Northern California 415/ 786-3212,800/ 234-1173 • Washington/Oregon 206/ 872-3653,800/ 234-1416 • Texas/Oklahoma 214/ 647-2078,800/ 234-5211 
Georgia/Carolinas 404/ 447-5700,800/ 234-1345 • Florida 813/ 248-1401,800/ 234-3353 • Tennessee/Mid-South 901/ 795-2700,800/ 234-0488 • Northeast U.S. 201/ 882-7745,800/ 234-0449 








NCSA RATIOS STUDY DEFINES CRITICAL AREAS 


(Continued from Page 36) 

“When I first began to par¬ 
ticipate, I found that not all the in¬ 
formation I needed was readily 
available,” Schelter explained. “So I 
filled out what I could, leaving 
blanks, and got back a result analyz¬ 
ing the information I’d sent, with 
blanks where I’d left them. The 
next year, I had more information 
available. Now that I have a com¬ 
puter, it takes me about an hour to 
fill out the entire form.” 

The basis for the questionnaire is 
the operating company’s income 
statement and balance sheet. 
Schelter presented a sample ques¬ 
tionnaire filled out by an imaginary 
operating company. There are 17 
income-statement items and 9 addi¬ 
tional data items, the latter in¬ 
cluding several from the balance 
sheet. 

VITAL STATISTICS 

The questionnaire starts by ask¬ 
ing for annual coffee service sales, 
vending sales, and all other sales, 
then asks for the cost of each of 
these sales categories. Schelter 
noted that this breakout represents 
a compromise; “if you don’t like the 
categories, tell NCSA,” he recom¬ 
mended. 

The hypothetical operation had 
total sales of $449,711 in 1985, with 
a total cost of sales of $240,346. The 
questions that follow ask for ex¬ 
pense items, and these total 
$295,114 (“larger than the cost of 
sales,” the speaker noted). Finally, 
non-operating income (e.g., interest 
reveived and revenue from the sale 
of fixed assets) is requested. “If you 
sold a boat, you’d include that,” 
Schelter instanced. These income 
items are nonrecurring and unrelat¬ 
ed to the actual conduct of the bus¬ 
iness; they affect the income state¬ 
ment, but cannot be counted as 
profit. In the example, this 
amounted to $18,518. 

The second group of questions in¬ 
cludes space for information on the 
number of coffee brewers owned, in¬ 
stalled (generating revenue) and on 
hand but not placed; total assets 


and total liabilities; accounts receiv¬ 
able; dollars invested in income-pro¬ 
ducing equipment (net deprecia¬ 
tion); two years’ figures for year- 
end investment in inventory; total 
number of invoices for the year; and 
the previous year’s total sales. The 
latest version of the questionnaire 
also asks for advertising expense, 
total number of locations, and total 
number of new locations, Schelter 
observed. 

The imaginary operator showed a 
loss of $18,221 for 1985, and things 
were actually worse than that. Tak¬ 
ing into account the $18,518 of non¬ 
operating income that was added to 
real company revenues, the total loss 
for the year was around $37,000. The 
manager knows he is losing money, 
and needs to find ways to plug the 
gaps in his operation. 

“The owner realizes that he’s in 
trouble,” Schelter suggested. “He’ll 
probably start by asking trusted 
friends for advice. In most cases, 
however, they will know less than 
he does.” 

Even advisors with a good work¬ 
ing knowledge of business prin¬ 
ciples will not be able to make in¬ 
telligent recommendations unless 
they know where the problem is oc¬ 
curring. “Starting with the premise 
that ‘you can’t have the expense 
without the revenue’, the first steps 
that would occur to many people 
might be to raise prices, lower pro¬ 
duct costs, or reduce staff and 
vehicles,” the veteran operator 
pointed out. “A banker would sug¬ 
gest taking less money out of the 
business. All these recommenda¬ 
tions are well-meaning, intelligent 
— and very often wrong.” 

No advisor can suggest a solution 
wihout an accurate diagnosis of the 
problem. The company’s prices may 
be in line with those of profitable 
competitors; its costs may be com¬ 
parable to those of the average 
sucessful operating company; the 
owner may be taking fewer dollars 
out of the business than others do. 
Unless the company’s results can be 
compared with averages for similar 
companies, any attempt to improve 
(Continued on Page 56) 



NEWCO REVIEW: Gene Yarbrough (left), AVA Services (Alvin, TX) learns about 
recent enhancements to the Newco Enterprises coffee brewing and serving line 
from JoAnn Nemetz of Newco and Charlie Burton, Charles Burton Associates. 
Newco has just published a new general catalog and replacement parts list, which 
can be hadfrom the firm at P.O. Box852,St. Charles, MO 63302, tel. (314) 925-1202. 


Dollar Bill Changers 

MBC 2000 $1595 MBC 400SL $1395 

STANDARD FEATURES 

• Modular Design 

• Mars 1&5 DBA 

• Mars $400 Stacker 

• Coin Controls 

Hopper 

• MEDACO Security 

Lock 

• 16 Cauge Steel 

• Full 1 Year 

Warranty 

• Overnight Parts 

Available 

• $2000 Coin Capacity 

(MBC 2000) 

• $400 Coin Capacity 

(MBC 400) 

OPTIONAL FEATURES 

• Choice of 

Free Standing 
or Wall Mount 

• Rowe DBA 

• Extended Service 

Contract 


Call Toll-Free 1-800-248-5487 

Coindata, Inc. 

3026 Owen Drive Suite 106 
Antioch, TN 37013 

In TN (615) 793-9142 FAX (615) 793-9177 



H First, We Made Our 
Computer System 
_Easy to Use ... 


We Mean Business 


pCvendor, our full-line vending 
software, is so easy to use, your 
company’s system will be up and 
running in no time! Throughout 
our software, pop-up “help” 
windows are just a single 
keystroke away — setup and 
day-to-day use is a breeze! 

Even though pC vendor is 
easy to use, it doesn’t 
compromise on function¬ 
ality. pCvendor is an 
innovative and comprehensive? 
vending system that will 
organize all of your business 
information...you will 
have dozens of management! 


profitability, and sales reports 
in your hands immediately! 


A Quality System 


pCvendor is priced at about 
HALF the price of competitive 
software, which may make you 
wonder if we left something out. 
Well, we haven’t. This advanced 
vending software incorporates 



all of the latest technology — 
to give you both speed and 
reliability. 

Satisfaction Guaranteed 

We are so confident in our 
quality software products that 
we offer a MONEY-BACK 
GUARANTEE! This means 
that any software system 
purchased from us may 

be returned 
anytime within 
30 days from 
the date it was 
^shipped for a 
full refund — 
no questions 
asked. 


Then, We 
Made It Easy 
To Own! 


Rutherford & Associates 
601 San Pedro, ME 

Albuquerque. NM 87108 (505) 266-8727 



See how easy it is to 
own pCvendor! Just mail this card today lor more 
information on how to computerize your business'. 


Name_ 


Phone 


Company . 
Street_ 


City_ 


State_ 


Zip_ 


Can’t wait? Call us at (505) 266-8727 and we’ll rush a 
complete information package to you! 


VENDING TIMES, September, 1989. . .45 
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“Apex” tubular lock, featuring a 
novel pick-proof cylinder and man¬ 
ufactured with a special hardening 
process to resist drilling, retard cor¬ 
rosion, and insure smooth operation. 
“Apex” locks are available with 
several levels of restriction to key 
access, to meet specific security re¬ 
quirements. Also on display will be 
Fort Lock’s cam locks, switch locks, 
padlocks, and special-purpose locks 


for a variety of enclosures. Introduc¬ 
ing the “Apex” system to the trade 
and putting the line through its 
paces will be marketing/sales vice- 
president John Hutzenlaub, national 
distributor field manager Stephen 
Floyd, and sales coordinator Mary 
Hendrickson. 

GILES ENTERPRISES INC. will 
display its modular frying system 
booth 411. The Giles apparatus is 


designed to enable vendors to offer 
specialty quick-fried food items such 
as chicken in manual foodservice in¬ 
stallations with great efficiency and 
ease. Giles Enterprises foodservice 
experts will staff the exhibit. 

GLENROY, INC. will present its full 
line of product identification 
systems in booth 715. On display will 
be a representative sampling of 
Glenroy’s preprinted pressure- 


sensitive labels, label dispensers, 
hand-held pricing guns, and eco¬ 
nomical in-house label printers such 
as the new “Prodigy” thermal 
printer. Manning the Glenroy 
display will be vice-president 
Patrick Larkin and marketing 
manager Bruce McDowell. The com¬ 
pany will offer a special discount on 
purchases made at the show. 

GRUMMAN OLSON will exhibit and 
describe its commercial vehicle line 
in booth 254. The line includes 
aluminum van bodies for efficient 
operation and long life. Attending 
the show to discuss operators’ vehi¬ 
cle needs will be marketing manager 
Nick Harker, district manager 
(sales) Jim O’Donnell, regional man¬ 
ager (sales) Pat McLean, and 
regional manager Roger Roggatz. 

HAMILTON SCALE CORP. will 
spotlight various models of bill and 
coin changers designed for the vend¬ 
ing industry in booth 406. On hand to 
demonstrate the line will be national 
sales manager Jim Nesmith and 
regional sales managers Dennis 
Sorge (Eastern) and Gary Calhoun 
(Western). 


How to win more 
■<net IB button 
eola pushers! 



Ever pure filters help you 
build steady, repeat busi¬ 
ness at your beverage 
vending machines. 

You have to give button pushers two things or they 
might not come back to your beverage vend¬ 
ing machine. 1. A machine that is working. 
2. Great-tasting quality. 

A machine thats out of order is a missed vending 
opportunity and an aggravated customer. Even if 
the machine is working, a soft drink or coffee that 
tastes flat or bitter may be enough to turn a “but¬ 
ton pusher ” into a “thermos carrier. ” 

Why take a chance? An Everpure filter provides 
the best protection against minerals and particles 
in water that clog valves, jam solenoids, block 
ports and screens and cause abrasive wear. 



Changing your Ever¬ 
pure filter cartridge 
every 16,000 vends 
keeps your machines 
running more reli¬ 
ably. It takes only 30 
seconds. 


Great taste starts with 
the water. 

An Everpure filter also removes the chlorine and 
other impurities in water that kill soft drink car- 
bonation, increase coffee bitterness and alter the 
flavors of all your vended beverages. After all , 
coffee is 98.7% water, a soft drink is 87% 
water and ice . . . 100%. 

Keep your button pushers 
coming back. 

Be sure your vending machines are equipped 
with the Everpure QC4-C filter (for cold bever¬ 
ages) and the QC4-H (for hot beverages). And be 
sure to change the cartridges every 16,000 vends. 

Give your customers the reliable machines and 
reliable quality they expect from you. 



Headquarters 

660 N. Blackhawk Dr. 
Westmont, IL 60559 
Tel (312) 654-4000 
TLX21-0050 


West Coast 

1560 E. Edinger 
Unit F 

Santa Ana, CA 92705 
Tel (714) 547-6288 


Europe 

Unit 10-B 
Knockbeg Point 
Shannon Airport 
Republic of Ireland 
TLX852-4019 


Dist. in Canada by 
Danamark, Ltd. 

67 Westmore Dr. 

Unit 15 

Rexdale, Ont. M9V 3Y7 
Tel (800) 268-5967 


HONOR GARD plans to showcase its 
locking coin receptacles for coin- 
operated equipment in booth 673. 
Highlighted will be Honor Gard’s 
double-locked collection security 
systems for all types of vending 
machine. Describing the role of col¬ 
lection security in tightening ac¬ 
countability and enhancing profits 
will be president Jerry Remien, 
marketing director Angelo 
Demetriou, and operations director 
Bob Harris. 

IMONEX SERVICES, INC. will ex 
hibit and demonstrate its mechanical 
price upgrades for cigarette vending 
machines and similar equipment in 
booth 247. In the spotlight will be the 
“Contin-U-Op” Model 520, a 
cradleless gravity-operated coin 
validating unit; a “Deep Chute” con¬ 
version for “ACMR” coin registers; 
and an Enlarged Escrow Unit, also 
for “ACMR” upgrade, which fea¬ 
tures anti-cheat design and larger 
escrow bucket to accommodate to¬ 
day’s pricing. Used together, the Im- 
onex upgrades not only adapt older 
machines to present and future price 
levels, but are designed to minimize 
coin-related service calls. Doing the 
honors for Imonex will be president 
P.L. Bruner and sales specialists 
Patrick Cuming and David Bugge. 

LITTON MICROWAVE/Microwave 
Products of America will exhibit its 
commercial microwave ovens for 
vending, manual foodservice, and 
small-location service in booth 325. 
Also featured will be a powerful 
convection-and-microwave oven 
designed for multiple uses in food 
preparation facilities. Staffing the 
exhibit will be Paul Garber, Steve 
Cook, Joe Fleming, and Mel Hage. 

LOCK AMERICA will show the full 
line of Baton Hardware high-secur- 
ity locks, locking devices, and ac- 


© 1984 Everpure, Inc. 
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cessories for vending in booth 473. 
Heading the Lock America con¬ 
tingent will be company principals 
Frank Minnella and Steven M.L. 
Shiao. 

LUTECH INC. will exhibit its dollar 
bill retrofit kits designed to adapt 
existing vending equipment for 
sales-building currency acceptance 
in booth 435. Explaining the system 
will be president Richard Lucarelli, 
vice-president John Lucarelli, and 
treasurer Gary Lucarelli. Lutech 
will offer a substantial discount on 
orders placed at the show. 

MAGNUM LOCKS INC. plans to pre 
sent its high-security magnetic 
cylinder locks for the vending and 
bottling industries in booth 217. The 
Magnum design uses a magnetic 
“sensor” rather than a key, thus 
eliminating the need for a keyway 
and preventing thieves from 
decoding (or even inserting a tool 
into) the lock. Explaining the con¬ 
cept and demonstrating the lock will 
be president Don Ferguson, national 
sales director Dennis Kolb, and chief 
technical consultant Tom Teagle. 

MAKA, see CONLUX U.S.A. 

MARS ELECTRONICS INTERNA¬ 
TIONAL will display and demon¬ 
strate its state-of-the-art coin 
changers and bill acceptors for ven¬ 
ding in booth 724, and will show and 
describe its control systems with 
vending applications. Doing the 
honors for M.E.I. will be John Cun¬ 
ningham, vice-president for global 
sales development; Thomas Hardee, 
director of sales; and William 
Millette, national service manager. 

MEDECO SECURITY LOCKS will 
exhibit its extensive line of high- 
security locks in booth 345, and will 
highlight cylinder locks for 
upgrading vending machine integri¬ 
ty. Doing the honors for Medeco will 
be OEM sales manager A1 Ritchey, 
OEM product manager Ron Swen¬ 
son, and OEM marketing manager 
Clay Tracy. 

MICRO MANUFACTURING, INC. 
will exhibit its free-standing and 
banking dollar bill changers, the 
“MBC-2000” and “MBC-400 SL, in 
booth 453. Both feature Mars Elec¬ 
tronics bill validators, Coin Controls 
coin hoppers, and high-security, key- 
restricted Medeco locks as standard 
equipment, and both will stack up to 
$400 singles. The “MBC-2000” has a 
payout capacity of $2,000 in coins, 
while the smaller “MBC-400 SL” will 
hold up to $400 in coins. Available as 
options are a Rowe International bill 
acceptor and several changer stands. 
Manning the booth to describe and 
demonstrate the line will be opera¬ 
tions/sales manager Mark Brown. 

MOTOROLA INC. Communications 
Division plans to show and describe 
its radio communications systems in 
booth 225. Highlighted will be two- 
way voice radios for installation in 
vehicles and radio paging systems. 
Also on display will be data trans¬ 


mission systems designed for vend¬ 
ing equipment. Motorola wireless 
communications experts will staff 
the exhibit. 

NATIONAL CABINET LOCK will 
display and demonstrate its “KeSet” 
rekeyable locks and accessories for 
vending equipment in booth 532. 
Showing the line will be sales 
engineer Bob Dwan and sales repre¬ 
sentative Mike Reed. 


NORTH AMERICAN PAPER CO. will 
show and describe an extensive 
range of equipment and supplies for 
vending and foodservice operators 
in booth 320. The line includes com¬ 
missary packaging and labeling 
machinery and materials, vending 
cups, paper, plastic, and foam 
disposables, cellophane film in 
sheets and rolls, and poly film in 
rolls. Centerpiece of the display will 
be Napco’s mobile salad bar for 


foodservice, event catering, and 
special promotions. Attending the 
show to field operator inquiries will 
be vice-president Max A. Juster, 
sales manager Pat O’Brien, and sales 
specialists Mike Stoltz, Jerry Klicka, 
Nancy Doig, Vince Jartz, and Jim 
Roberts. 

PANASONIC INDUSTRIAL CO. will 
exhibit its commercial microwave 
!Continued on Page 49) 




W PARTNERS 



IN PERFECTION 


Your business is coffee roasting — 
ours is filters. A really fine cup of coffee 
depends on the quality of both products. 

As the supplier to 90% of the coffee 
roasters in the United States, we have been 
entrusted with consistently exceeding the 
quality and service standards by which other 
companies are judged. 

We are proud to introduce our new 
environmentally friendly coffee filters, 100% 
oxygen whitened, biodegradable filters with 
“No chlorine (CL 2 ) bleach”. 

With recent concerns being expressed over 
chlorine and the associated Dioxins in white 
paper products, we have not sat idly by. This 
manufacturing process is but one of several 
new positive innovations in our ongoing 
commitment of providing our current, as well 
as future, customers with the finest environ¬ 
mentally conscious products available. Come 




l-TIto FILTERS ini:. 

3-E Borinski Rd., Lincoln Park, NJ 07035 ° Phone 201-633-5082 ° Fax 201-633-8896 
1544 N. Knowles Ave., Los Angeles, CA 90063 ° Phone 213-261-2694 □ Fax 213-261-9587 
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I I want something more from a cup of coffee. * 
| Send me information on DISC DMS/OCS. I 

§ □ PC version 

| □ Network/Minicomputer version & 

■ Name:_■ 

I Title: __ J 

| Company:_| 

■ Address:_■ 

I City:_ J 

| State:_Zip:_| 

! Phone Number:_■ 

I Type of business and specific need:_■ 

L———j 


Del Monte Debuts OCS And Vending Snack Lines 


“Del Monte Fruit Snacks” include 
a range of dried fruit and nut 
snacks, designed to complement to¬ 
day’s healthy lifestyles. They’re sup¬ 
plied in “Sierra Trail Mix”, “Tropical 
Fruit Mix” and “Yogurt Raisins”, in 
a choice of 1.1-oz. and 0.6-oz. pack¬ 
ages. “Fruit Snacks” have proven 
strong performers in office coffee 
service, snack bar, concession and 
catering operations, the company 
reports. 

Del Monte plans to show its inno¬ 
vative snack items at the National 
Automatic Merchandising Associa¬ 
tion convention in Chicago this Oc¬ 
tober. Information may be had from 
Del Monte Foodservice at RO. Box 
3575, San Francisco, Calif. 84119. 

A. Winston Sets 7 Avan 7 
Rollout For NAMA Show 

TEQUESTA, Fla. - Slated for 
introduction at the National Auto¬ 
matic Merchandising Association 
annual convention and trade show in 
Chicago is the “Avan”, a new concept 
in beverage delivery developed by 
A. Winston, Inc. The novel vehicle 
will also be displayed at the upcom¬ 
ing InterBev ’89 show in Las Vegas, 
Nev. 

The “Avan” itself is a state-of-the- 
art route vehicle featuring an all¬ 
aluminum frame, stainless-steel 
hardware, a wrap-around bumper 
and strong side panels. Company 
president Arthur Winston reports 
that the revolutionary feature of the 
“Avan” is its optional palletized 
loading system, which represents a 
giant leap forward in the delivery of 
soft drinks and other packaged bev¬ 
erages as well as bottled water. 

Information on the “Avan” may be 
had from A. Winston, Inc., Plaza 222, 
Suite 205, U.S. Highway #1, Tequesta, 
Fla. 33469, tel. (407) 747-2612. 


If you want more 
from a cup of coffee than 
just good taste.. 


R.W. FROOKIE ROLLOUT: Now avail¬ 
able for vending are four varieties of 
R.W. Frookies cookies in 3/4-oz. "2- 
Frook" pack (foreground). Offered in 
chocolate chip, oatmeal raisin, oat 
bran muffin, and apple cinnamon oat 
bran, the cookies are all-natural snacks 
sweetened only with fruit juice and 
containing no cholesterol. Introduced 
in retail format 10 months ago, the 
cookies have posted "phenomenal 
sales figures", the manufacturer 
reports, and vendors should benefit 
from this popularity. The R.W. Frookies 
line for vending will debut at the 
National Automatic Merchandising 
Association show in Chicago. The firm 
is based at 375 Sylvan Ave., Englewood 
Cliffs, NJ 07632, tel. (201) 871-3335. 


DEL MONTE SNACKS: "Single Serve Snack 
Cups" (left) and "Del Monte Fruit Snacks" 
are now available to vendors and OCS oper¬ 
ators to widen product variety for clients. 


SAN FRANCISCO, Calif. - 
Unveiled at the recent National Cof¬ 
fee Service Association were two 
new snack varieties from Del Monte 
Foodservice Division. 

“Single-Serve Snack Cups” in¬ 
clude shelf-stable portion-packed 
Fruit Cups, Pudding Cups, Fruit-In- 
Gel Cups, and new low-fat Yogurt 
Cups. Del Monte notes that they 
provide an attractive alternative to 
traditional snacks, and double as ap¬ 
pealing desserts. They’re offered in 
4.5-5.0-oz. pull-tab containers. 


.. .you’ll want to sample DISC DMS/OCS, the 
complete automated management solution for 
wholesale coffee distributors and office coffee 
systems operators. DISC DMS/OCS will 
help you save money, build your busi¬ 
ness, and get better organized. 


Born of Experience 

With over 400 distribution, office 
coffee and food service systems 
installed nationwide, DISC has 
“brewed” a system to meet your 
special needs. Using DISC DMS/ 

OCS you’ll be able to automate the 
key administrative and sales functions 
of your business, including: service 
frequency and route control, telephone 
and standard orders, credit checks, 
equipment checks, sales history, 
inventory and more. In fact DISC 
DMS/OCS has over 30 features 
and reports identified as “most wanted” 
by coffee industry veterans. 


what Does Your 

Business Need 

to Be More Successful? 

In an industry known for infinite detail, 
DISC DMS/OCS has what you need 
to “perk up” your profits. Unlimited 
pricing capabilities mean you can “cus¬ 
tomize” what you charge individual ac¬ 
counts right down to the item level. 
Knowing whether a customer is profit¬ 
able is one thing. Being able to make 
an unprofitable account a profitable 
one is like finding new business! 

With DISC DMS/OCS you’ll get 
better control of daily operations, reduce 
expensive inventory, and achieve the 
profit growth you deserve. If that doesn’t 
sound like full-bodied taste, try this: 

You Can Have it Your way 

DISC DMS/OCS runs on the IBM PC 
and true compatibles. It also runs on 
PC networks and DEC minicomputers. 

That means you can have the stand¬ 
alone economy of a PC if you’re a small 
operation, or benefit from the power 
of a multi-user network if you’re a 
larger corporation. For diversified food 


companies, DISC has a library of fi¬ 
nancial and management software to 
meet your special needs. 

DISC is Ready To Serve you 

No matter how large or small your 
company is, DISC’S experienced staff 
of programmers, trainers and other 
support personnel can provide you 
with a complete “turnkey” system. 
You’ll get the hardware, software, 
training and service you need. Or you 
can “brew your own” system by in¬ 
stalling DMS/OCS on a PC yourself. 
Either way, you’ll benefit. 

Easy to Run, Easy to Own 

Join hundreds of satisfied users who 
have found that clear instructions and 
continuing support make DISC sys¬ 
tems a snap to install and maintain. 
Multiple purchasing options make 
DMS/OCS as easy to own as the 
price of a few pots of coffee a day. 
Sound good? It is! If you want more 
from a cup of coffee than just good 
taste, you owe it to yourself and your 
company to try DISC DMS/OCS. 


For immediate response call: 

(800) 343-5903 
in Massachusetts 667-1600 

Or fill out and mail the attached 
coupon to: 

DISC DMS/OCS 
13 Alexander Road 
Billerica, M A 01821 


Call For 
A Free Taste! 


Call the number below, send us your 
business card or fill out and mail the 
attached coupon. You’ll receive a free 
set of sample reports and an oppor¬ 
tunity to speak directly with 
an expert on management 
systems for coffee distri¬ 
bution and service. Why 
not call? After all, there’s 
nothing nicer than the 
taste of fresh brewed profits. 
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ovens for foodservice, vending, and 
office refreshment operations in 
booth 273. On hand to show the line 
will be regional sales managers Ar¬ 
nold Glassberg and Ray Philippon. 

PLASTIC SNACK TRAYS, INC. will 
introduce its durable, attractive 
plactic display box for office snacks 
in booth 769. The box may be locked 
by clients to prevent theft of product 
during non-business hours, and can 
be custom-imprinted with operator 
logo and name. Attending the show 
to conduct the introduction and 
describe the product will be presi¬ 
dent Jerry W. Pastrick, vice-presi¬ 
dent David H. Thompson, and sec¬ 
retary-treasurer Paul L. Blanken¬ 
ship. A special introductory promo¬ 
tion is planned for the convention. 

RIVERSIDE MANUFACTURING CO. 
will show a vending-oriented selec¬ 
tion of its vocational uniforms and 
other outerwear in booth 643. Show¬ 
ing the line, and emphasizing the 
role of uniforms in building morale 
and upgrading professional image, 
will be national accounts manager 
Ken Johnson, Midwestern regional 
manager Greg Eades, and J.C. Rose 
Associates president John Rose. 

RUTHERFORD & ASSOCIATES 
plans to display and demonstrate the 
latest versions of its software for 
vending, coffee service, and high- 
volume beverage operations in booth 
431. The company offers programs 
for popular microcomputers running 
under single-user “MS-DOS” and 
multi-user “Xenix” operating 
systems. On hand to provide hands- 
on demonstrations will be president 
Michael P. Rutherford, international 
sales director Jerry Don Baca, and 
sales representative Godwin Okoye. 
Rutherford & Associates will offer a 
10 per cent discount on systems 
ordered at the show. 

SAFEGUARD COIN BOX plans to ex 
hibit its self-locking coin boxes and 
truck safes in booth 347. Showing 
the line, and describing Safeguard’s 
extensive capabilities for adapting 
self-locking coin boxes to all types of 
coin equipment, will be sales 
manager Len Held and production 
manager Steve Visakay. 

SCAN COIN INC. will show and 
demonstrate its versatile coin pro¬ 
cessing equipment for vending com¬ 
pany money-rooms in booth 241. 
Doing the honors in the Scan Coin 
exhibit will be president Per Lundin 
and distributor experts Bob Ma- 
halik, president of ABP Inc. (New 
York and New Jersey); Larry Baird, 
president of Accuracy Counts Inc. 
(Florida); and AEI president A1 
Rothman, vice-president Phil Oster- 
man, sales representative Mike 
Blasi, and service manager Josef 
Skroch. AEI represents Scan Coin in 
Illinois and Indiana. 

STANDARD CHANGE-MAKERS 
INC. will show its state-of-the-art 
currency changers and related 
equipment in booth 300. On display 


will be Standard Change-Makers’ 
line of bankable and free-standing 
models with a wide range of options. 
Staffing the booth will be national 
sales manager John S. Dugan and 
regional managers Jack Ewald 
(Western) and Barry O’Brien 
(Eastern). 

STEWART INDUSTRIES INC. will 
exhibit its line of furniture-styled 
service modules for vending and cof¬ 
fee service in booth 304. Featured 
will be the “Central Station”, a 
stylished non-metal (laminate) condi¬ 
ment and oven stand, shipped knock¬ 
ed down; the “Under-Stand” pedes¬ 
tal designed specifically for mount¬ 
ing Rowe International’s “Showcase 
Jr.” miniature snack vender; and the 
“Suit-Your-Shelf” line of coffee/pro¬ 
duct storage stands, made of solid 
white oak and shipped knocked 
down for low transportation and 
delivery costs and easy storage. 
Representing Stewart Industries 
will be Steve Stewart and Linda 
Saubers. 

SYSTEMANIA, INC. will describe 
and demonstrate its software, hard¬ 
ware, and supplies for commissary 
operators in booth 471. The line in¬ 
cludes computers and printers, label¬ 
ing software, order entry and pro¬ 
cessing programs, and compatible 
label stock available with custom im¬ 
printing. Explaining the company’s 
products and services, including in¬ 
stallation assistance and ongoing 
customer support, will be president 
A.S. Crowe, Jr. and sales represen¬ 
tative Hank Ohls. 

TOMMY GATE CO. plans to exhibit 
and demonstrate the “Tommy Gate” 
hydraulic lift gate in booth 454. The 


system is designed for installation in 
all compact and standard pick-up 
trucks, walk-in and high-cube vans, 
and stake bed trucks, and is widely 
used in moving and installing vend¬ 
ing machines and other coin-oper¬ 
ated equipment. Showcasing the 
versatile lift gate will be national 
sales representative Bruce Reis. 

ULTRA LIFT CORP. will introduce 
its new Model 1500 Ultra Lift power 
hand truck in booth 741. The new 
model offers a 1500-lb. capacity, and 
is designed for moving vending 
equipment on and off trucks, in and 
out of buildings, and up and down 
stairs with increased safety and less 
manpower. It has a maximum lifting 
height of 52 ins., and can thus lift or 
lower a machine to or from a truck 
or loading-dock in one simple opera¬ 
tion. Demonstrating the new power 
hand truck will be president George 
W. Dabb, sales vice-president David 
C. Maher, and marketing manager 
Charae L. Hemphill. A special pro¬ 
motion will be offered to mark the 
introduction. 

UNION CITY BODY CO. will spot 
light a Chevrolet route delivery van 
equipped with the UCBC body “most 
suited to the vending professions of 
the ’90s” in booth 560. On hand to 
show off the van, and to describe the 
company’s extensive line of voca¬ 
tional vehicle bodies and accessories, 
will be assistant general sales 
manager Jack Halpin, sales 
managers Mark Worthington and 
John Bruss, fleet sales represen¬ 
tative Allan Young, fleet account ex¬ 
ecutive David Dorre, sales ad¬ 
ministrator John Longfellow, and 
show/display coordinator Ron 
Dickey. 


UTILIMASTER CORP. plans to show 
and describe its vending-specific 
route delivery vehicles and ac¬ 
cessories in booth 837. Highlighted 
will be efficient walk-in models. Utili- 
master vocational vehicle experts 
will staff the display. 

VALIDATA COMPUTER & RE¬ 
SEARCH CORP. will display the 
latest generation of its integrated 
computer hardware/software 
systems in booth 534. Featured will 
be route management and account¬ 
ability systems for vending, office 
coffee service, commissary, and 
music and games operations as well 
as wholesale distribution businesses. 
The newest version of the “Route- 
Sail” system features bidirectional 
interfaces for coin counter/sorters 
and currency counters, as well as 
complete support for hand-held com¬ 
puters issued to route drivers for 
automatic processing of route infor¬ 
mation by the office-based computer 
system. Doing the honors will be 
president Warren Philips, vice- 
president Billy Irvin, technical sup¬ 
port manager Steve Tindal, mar¬ 
keting manager Lynell Tucker, sales 
specialist Alan Walker, marketing 
expert Jennifer Hackman, and 
customer education representatives 
A1 Dodd and Terry Segarra. A 
special promotion is planned to 
herald the arrival of the “RouteSail” 
package for the 1990s. 

VAN LOCK CO. will display and 
demonstrate its high-security plug 
locks, cam locks, padlocks, and 
switch locks in booth 361, and will in¬ 
troduce the “Vanamatic” five-in-one 
locking system to the vending in¬ 
dustry. Presiding at the introduction 
(Continued on Page 50) 
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and save 



in your vending 
machines... 


KAYO FUNNY MONEY 



for valuable gifts! 


i 



Polaroid Spirit 600 
with case and film 


Stiffel 

Brass Lamp 
25" Tall/3 Way 


% 

Canon Desktop 

Printing Calculator 


You’ll find FUNNY MONEY worth 1, 2, 5, 10 or 20 FUNNY BUCKS 
packed randomly in every case of Kayo Hot Chocolate vending 
products. You can choose from 24 valuable gifts. 

Look for details in every case of Kayo. 

Superior 990 Supreme Drive Bensenville, IL 60106 
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will be general manager James Pad- 

jen and sales specialist Tom Grotts. 

VERSATILE CONTROL SYSTEMS 
INC. will spotlight its electronic 
price upgrade kits in booth 310. The 
kits are available for a wide range of 
existing vending equipment, and are 
designed to provide greater pricing 
flexibility with an attractive user in- 


Seven Delicious Ways 
To Make A Fortune. 


terface. Versatile Controls applica¬ 
tions experts will staff the exhibit to 
demonstrate the systems. 

VERTEX INDUSTRIES will exhibit 
and demonstrate its versatile debit- 
card systems in booth 750. Vertex 
card-readers are designed for retro¬ 
fitting to existing vending equip¬ 
ment and installation in new ma¬ 
chines. Also on display will be debit- 


No matter where you sell them, Bama 
cookies are a delicious way to make a 
fortune. In Chocolate Chip, Butter 
Pecan, Chocolate Nougat, Granola, 
Oatmeal, Peanut Butter, and Coconut 
Macaroon, Bama cookies are proven 


card credit transfer systems for use 
in vending locations. Doing the 
honors for Vertex will be Ron Byer 
and Jim Maloy. 

WALTCO TRUCK EQUIPMENT CO. 
will introduce a new hydraulic lifting 
tailgate for pick-up trucks in booth 
717, and will show and describe its 
line of lift gates for moving vending 
machines on and off a variety of ser- 


So go ahead, prove what a smart cookie 
you are. Call 1-800-331-3765 or your 
distributor today. 


vice vehicle types. Emceeing the in¬ 
troduction will be national accounts 
manager Eric Gramky and regional 
manager Dennis Barkow. 

WICO CORP. will show a represent¬ 
ative selection of its vast array of ac¬ 
cessories, components and parts, 
tools and service supplies, and other 
useful items for vending and related 
industries in booth 700. Showing the 
line, and the famous Wico catalogue, 
will be president Ed Sokolofski, 
sales vice-president Mike Rudowicz, 
merchandising vice-president Jim 
Tierney, advertising director Rich 
Santercola, regional sales managers 
Doug Blair and Ralph Orlowski, and 
merchandise manager Erwin 
Wiczer. Special prices will be in ef¬ 
fect for orders placed at the 
convention. 

A. WINSTON, INC. is planning to in¬ 
troduce a new full-service canned 
soft drink and bottled-water truck 
body in booth 710. The vehicle is 
engineered for vending operators, 
bottlers, and office refreshment 
firms active in cold drinks and 
water. Unique to the novel design is 
an optional palletized loading 
system, designed to get trucks on 
the road faster with less effort. At¬ 
tending the show to demonstrate the 
new vehicle’s capabilities will be 
president Arthur Winston, vice- 
president Christina Winston, and 
product engineers Tom Tuohey and 
Les Waller. A press conference is 
slated for the show, to highlight the 
introduction. 

WOODWARD MANUFACTURING & 
SALES CO., INC. will exhibit and 
demonstrate the latest model of its 
“Lectro Truck”, described as a 
three-in-one total moving system, in 
booth 211. The Woodward ‘‘Lectro 
Truck” features a battery-powered 
lifting/lowering system with 1500-lb. 
capacity, designed to serve as a 
stair-climbing handtruck, dock 
leveler, and power tailgate. Doing 
the honors for Woodward will be 
director of sales Sue Bosch and sales 
representatives Joe Irons and Tom 
Minio. Special pricing will be offered 
on ‘‘Lectro Trucks” ordered at the 
show. 


CUPS 

and 

CONTAINERS 


AMERICUP will introduce its 
newly-designed 12-oz. cold vending 
cup in booth 262, and will show and 
describe its complete line of hot and 
cold vending cups, paper hot-bever¬ 
age manual cups for office coffee 
service, and manual double-poly- 
coated cups for cafeteria, conces¬ 
sion, and fast-food applications. On 
hand to showcase the line will be 
president Ed Ries, director of 
marketing Dottie Ries-Herrick, and 
director of sales Dick Hana. A 
special promotion is planned for the 
convention. 


profit generators. 



• KAMA 

A Sweet Success Since 1937 


Fortune Cookies. 
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FORT HOWARD PAPER will exhibit 
its complete line of paper and 
plastic cups for vending in booth 
436, and will display a representa¬ 
tive selection of its beverage cups 
and snack and food containers and 
related disposables for manual ser¬ 
vice. Fort Howard vending/foodser- 
vice specialists will staff the 
exhibit. 

IMPERIAL CUP CORP. will show 
and describe its vending and 
manual polylined hot-drink cups in 
booth 400. Also on display will be 
Imperial’s vending cold-drink cups, 
in both paper and plastic, including 
new large sizes. Imperial will also 
spotlight its plastic lids, poly-lined 
food containers, popcorn containers, 
and French-fry cups. Staffing the 
exhibit will be president R.E. Allen; 
vice-president Richard Allen, gen¬ 
eral manager of the Visalia, Calif, 
plant; vice-president Rex Allen, 
general manager of the LaFayette, 
Ga. plant; and vice-president of 
sales and marketing David Kaplan. 
Imperial Cup will host a hospitality 
suite at the Chicago Marriott on 
Friday, October 13, from 6:30 to 8:30 
P.M. in the Chicago Ballroom (fifth 
floor). 

INTERNATIONAL CUP CORP. will 
premiere its new line of poly-coated 
hot and cold beverage vending cups 
in booth 654. Doing the honors for 
International Cup will be president 
Theodore Alpert, vice-president 
Richard Merrithey, and comptroller 
William Ratcliff. 

JAMES RIVER FOODSERVICE 
plans to show its vending cups and 
cup programs for vendors in booth 
224. Also on display will be James 
River’s comprehensive line of food- 
service disposables, including meal 
service items, napkins, wraps, 
wipes, and towel and tissue pro¬ 
ducts. Attending the convention to 
describe the line will be sales 
development manager —food man¬ 
agement & bottlers John Fitz¬ 
patrick; product manager —Dixie 
Foodservice Greg Boudreau; food- 
service account executive Roland 
Moss; director of sales — Central 
Bob Calcaterra; and Chicago area 
sales manager Tom Schaeffer. 


CIGARETTES 

and 

TOBACCO 


The AMERICAN TOBACCO CO. will 
show and sample its popular 
cigarette brands in booth 341, and 
will describe its programs and ser¬ 
vices for vending operators. Staffing 
the American Tobacco exhibit will 
be trade development director Mike 
McCampbell and regional trade 
development managers Mike Clark 
and Joe Hamilton. 

BROWN & WILLIAMSON TOBACCO 
CORF, will exhibit and sample 
“Kool”, “Viceroy”, “Richland”, 


“Raleigh”, and “Belair” cigarettes in 
booth 424. On hand to describe 
Brown & Williamson’s services for 
vending operators will be vending 
director Irv Otte, district manager 
Carl Knittel, and account manager 
Ken Colby. Brown & Williamson will 
sponsor a hospitality suite in the 
Fairmont Hotel from 5:30 to 7:30 
P.M. nightly during the convention. 


LORILLARD, INC. plans to display 
and sample its leading cigarette 
brands in booth 646, and will 
describe its programs for cigarette 
vendors. Manning the Lorillard 
booth will be John Slater, director 
of convention activities; Bob 
Caldarella, director of sales — 
Midwest States; and Denny Landro, 
regional sales manager. 


PHILIP MORRIS U.S.A. is set to 
showcase its top cigarette brands, 
including “Marlboro”, “Parliament”, 
“Benson & Hedges”, “Virginia 
Slims”, “Merit”, “Players” and 
“Cambridge” in booth 600. Sampling 
the line to operators, and describing 
Philip Morris services for vendors, 
will be section sales director A.B. 

(Continued on Page 5k) 
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VENDRITE: KEEPING CLIENTS HAPPY IS KEY TO SUCCESS 


(Continued from Page 20) 
vice calls. “Our response time is one 
to two hours, maximum,” Dubs 
noted. “We can often get there in 
ten or fifteen minutes.” Since the 
city never sleeps, management, su¬ 
pervisory, and technical personnel 
take turns on night call. 

The only problem, Greenspan ob¬ 
served, is that too many clients 
don’t call — they simply allow the 
machine to be out of service until 
the next route delivery. A future 
generation of machines may have 
the ability to place its own calls for 
service, he observed, and this will 
be a great help in keeping machines 
earning on location. Until that hap¬ 
pens, Vendrite continues to urge 
clients to request service if a ma¬ 
chine malfunctions. 

This urging is part of Vendrite’s 
comprehensive program of custo¬ 
mer communications. The com¬ 


pany’s principals believe that main¬ 
taining existing business is as im¬ 
portant as adding new clients, if not 
more so, and they devote much of 
their time to visiting locations and 
listening to patrons and clients. “I 
tell them I’ve come to look for trou¬ 
ble,” Greenspan noted. “And then I 
listen. God gave us two ears and 
one mouth, which means we’re 
meant to listen twice as much as we 
talk,” he emphasized. 

Vendrite also conducts frequent 
informal promotions to maintain in¬ 
terest and to create opportunities 
to interact with patrons. Soft-drink 
machines may be set on free-vend 
for a day, or a newly-installed coffee 
machine can be spotlighted in a 
free-coffee introduction. These pro¬ 
grams are conducted in the context 
of constant management presence 
on location. 

Greenspan, who joined the Vend- 



READY TO ROLL: Joe Morizio (left) and Tony Tortora load one of Vendrite's 
route vehicles at company headquarters. Drivers have major responsibilities in se¬ 
lecting and ordering merchandise geared to the tastes of each location, and are 
carefully oriented on coping with deliveries in New York City's ferocious traffic. 
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rite management team a year and a 
half ago, is a management consul¬ 
tant by profession. “I’ve seen what 
other companies have done, and I 
know that excellent enterprises 
promote feedback from their cus¬ 
tomers,” he told V/T. 

With this in mind, Vendrite was 
delighted to receive a copy of a 
survey one of its clients conducted 
to rate its suppliers. Not only did 
Vendrite get high marks on the 
survey (in fact, it won an award as 
an outstanding service purveyor), 
but it was inspired to develop its 
own program of sending survey 
forms to its customers to ask how 
well it is performing. 

”We ask them to rate us on such 
things as pricing, rush service, 
quality and reliability of service, 
route performance, cleanliness and 
appearance of equipment, and 
order accuracy,” Greenspan explain¬ 
ed. ”We sent the first one to all of 
our accounts, telling them that we 
were interested in knowing what 
we were doing right — and more in¬ 
terested in learning what we were 
doing wrong.” 

Three-quarters of the company’s 
clients completed and returned the 
surveys, and Vendrite evaluated 
them carefully. ’’Each customer 
noted one or two things they didn’t 
like, and we set about correcting 
them individually,” Dubs told V/T. 

’’We’re consultative,” Greenspan 
added. ”We ask a lot of questions.” 

MARKET RESEARCH 

These questions include con¬ 
tinual research into location tastes 
and preferences, with a view to add¬ 
ing new products. ’’People ask for a 
lot of things, and we can get a lot of 
things; all we ask is that they be 
specific,” Dubs explained. “For ex¬ 
ample, we get requests for ‘health 
foods’; and we say, tell us exactly 
what you want and we’ll get it for 
you. We can get anything, and we’re 
willing to stock anything that will 
sell. But people tend not to know 
what they want.” 

One specific request encountered 
frequently was for cold juice, and 
Vendrite responded by adding the 
Veryfine Products program to its 
array of services. “These juice ma¬ 


chines have increased our drink 
business by 20 per cent, on 
average,” Dubs reported. New York 
consumers appear to prefer the 
10-oz. bottle to the 12-oz. can, and 
Vendrite sells this package in the 
majority of its juice accounts. “The 
bottles are heavier, but they sell 
better; we want to stock what sells,” 
the company founder added. 

Drivers are also encouraged to 
talk to location personnel, and are 
entirely responsible for ordering. 
“The route driver is the one who 
knows what sells in each location,” 
Dubs observed. “We encourage 
them to load the machines to meet 
the specific preference of each loca¬ 
tion; but we insist that they main¬ 
tain selectivity.” It is all right to 
double up on a few best-selling 
items, but it may be better to in¬ 
crease service frequency than to 
limit the selection of items offered, 
he emphasized. 

OPPORTUNITY IN FOOD 

Vendrite offers an extensive va¬ 
riety of prepared food items. As the 
company operates in a city famed 
for the variety and accessibility of 
its cuisine, and is not involved in 
manual feeding, it has opted to buy 
rather than make its refrigerated 
food. Dubs pointed out that today’s 
consumers have grown up with 
microwave ovens and quality brand¬ 
ed convenience foods; the vending 
industry blazed a trail in this area 
twenty years ago, and is now posi¬ 
tioned to profit from the revolution 
in American eating-habits. 

The company is also eager to 
work closely with clients in meeting 
specific feeding requirements. For 
example, its vending installations at 
the Hospital for Joint Diseases 
feature kosher food supplied by 
Beth Israel Hospital, a sister insti¬ 
tution, under the supervision of 
foodservice director Rachel Rosen. 
Vendrite serves as a consultant on 
vending to these institutions. 

“We’re also very willing to work 
with manual foodservice contrac¬ 
tors who are often confronted with 
the need to offer vending, but who 
are unwilling to set up route ser¬ 
vice operations in New York City,” 
(Continued on Page 56) 



KEEPING TRACK: Data processing expert Gail Cooper prepares to print out a 
daily report with Vendrite's "Challengemaster" computerized route accountabil¬ 
ity system. Vendrite is eager to maximize availability of useful operational data. 
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THE ROWE CBA-2 
BRINGS THE HIGHEST 
BILL-ACCEPTANCE RATE 
IN THE INDUSTRY TO 
VIRTUALLY ANY MACHINE. 

A finicky bill acceptor can 
cost you a lot of money. So 
we created one as efficient as 
it is compact. 

Enter the CBA-2. 

Not only does it fit into 
virtually every machine, but it 
takes significantly more bills 
than the competition. It 
cycles them in almost half the 


time. And despite its compact 
size, the CBA-2 stacks twice 
as many bills as the compe¬ 
tition, in the same space. 

That adds up to satisified 
customers, and maximum 
sales. From any machine, 
big or small. 

And because we build 
Rowe security, self¬ 
diagnostics and reliability into 
every CBA-2, you know our 
bill acceptors will take it for 
years to come. 

For more information 



about the CBA-2, 
contact: Rowe 
International Inc. 
75 Troy Hills Road, 
Whippany, New 
Jersey 07981 
(201) 887-0400. 



QUALITY LEADERSHIP 
INTO THE 21 st CENTURY 









Hamarve Israel's Service Emphasis 
Earns National 'Best Brand' Honors 


TEL AVIV, Israel - Full-line 
vending arrived in this country over 
the past decade and a half, with the 

CONGRATULATIONS: Joseph Hassid 
(left), president of Hamarve Co., accepts 
certificate designating Hamarve as "Best 
Brand" in vending service category from 
Cabinet Minister Milo, representing the 
Israeli Government and Jerusalem Uni¬ 
versity. Award is based on public survey. 
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advent of modern hot-beverage and 
sandwich equipment. Among entre¬ 
preneurs who recognized the poten¬ 
tial of vending during its formative 
years here was Joseph Hassid, who 
acquired a small operation, Ha¬ 
marve Company Tel Aviv, early in 
this decade. The company has 
grown steadily since then, and is 
now said to be Israel’s largest vend¬ 
ing organization'. 

This expansion has been fueled 
by Hassid’s initial recognition of the 
importance of providing excellent 
service: close and continuing con¬ 
tact with locations, and fast re¬ 
sponse when repairs are required. 

Emphasizing service has garner¬ 
ed an impressive roster of accounts 
for Hamarve, and has earned the 
company the coveted “Best Brand 
Award” bestowed by Hebrew Uni¬ 
versity of Jerusalem in recognition 
of product and service excellence. 
The awards are presented every 
two years on the basis of studies 
conducted by the University’s De¬ 
partment of Statistics, with the pur¬ 
pose of publicizing companies that 
do an outstanding job in the eyes of 
the general public. Hamarve has 
just won its fifth consecutive “Best 
Brand Award”. 

NATION-WIDE SERVICE 

A national vending operation 
here differs from one in the United 
States or Canada in that Israel is a 
small country. However, it presents 
a wide variety of terrain between 
the Red Sea in the South and the 
Golan Heights and Galilee in the 
North. Its population is distributed 
among three main cities (Jerusalem, 
Tel Aviv, and Haifa), a number of 
smaller towns and cities, and more 
than 300 “kibbutzim”, collective 
agricultural enterprises. This diver¬ 
sity offers a range of operating 
challenges, and Hamarve’s five 
straight “Best Brand” awards dem¬ 
onstrate that the company is 
meeting them successfully. 

Hassid established four branches 
to permit prompt and frequent ser¬ 
vice to locations all over the country. 
One shares facilities with the com¬ 
pany’s headquarters in Tel Aviv, ser¬ 
ving the center of the nation; 
another, in Jerusalem, serves the 
mountain region and the West Bank 
of the Jordan River. A third, in 
Haifa, covers the North, and the 
Beer Sheba branch serves locations 
in the desert and Red Sea areas. 

This coverage has enabled Ha¬ 
marve to contract with such pres¬ 
tigious clients as as the Israeli 
armed forces, the Airport Authori¬ 
ty, and a wide range of government 
agencies, as well as private hos¬ 
pitals, universities and high schools, 
and many other institutional and in¬ 
dustrial organizations. Hamarve de¬ 
ploys a well-trained sales force and 
modern vending equipment, much 
of it imported from the United 
States. 

Hamarve presently employs 
more than 60 vending professionals, 
including a main-office staff of six, 
eight technicians in the mainte- 
(Continued on Page 59) 








Rowe Unveils Bill Changer Updates 
At Annual Preview For Distributors 



CIGARETTE VENDING AWARDS: The Amusement & Music Operators Associ¬ 
ation recognized outstanding performance by leading suppliers to the vending in¬ 
dustry during its annual trade show, "Expo '89". At left. Bill Berkowsky of Philip 
Morris USA shows off plaque honoring his company for the best cigarette promo¬ 
tion of the year; at right. Brown & Williamson Tobacco's Irv Otte proudly bears 
off AMOA "Appreciation Award," bestowed to commemorate his close cooper¬ 
ation with cigarette operators to promote new merchandising and product concepts. 

O'Brien Updates Vendible 'Beef & Cheese Stick' 
With Novel Side-By-Side Format, New Packaging 


LAS VEGAS, Nev. — A series of 
bill changers offering expanded ac¬ 
ceptance and incorporating the 
latest electronic and mechanical 
technology was introduced by Rowe 
International, Inc. at its 1989 
distributor preview. The event was 
held at the Hilton Hotel here. 

The new Rowe changers include 
the “BC-100” and “BC-200” with $1, 
$2, and $5 acceptance capability, 
and the “BC-1200”, “BC-1400” and 
“BC-3500”, which can also handle 
$10 and $20 notes, as well as quar¬ 
ters and dollar coins. 

High-capacity hoppers, enhanced 
self-diagnostic features, stream- 

HAMARVE STRESSES SERVICE 

(Continued from Page 58) 
nance facility and warehouse, and 
the remainder in sales and field ser¬ 
vice. It operates a fleet of 30 cars, 
vans and trucks, equipped with 
Motorola radio communications 
equipment. 

In 1987, the company introduced 
postmix soft drink machines pur¬ 
chased in the United States, and has 
placed 240 of them to date; another 
100 are on order. This year, Ha- 
marve began to import state-of-the- 
art U.S. snack machines. It is said to 
be Israel’s largest importer of U.S. 
vending equipment, not only for its 
own use but also for sale to other 
vendors. 

Hamarve has formed a relation¬ 
ship with Rothtrade Corp. (Washing¬ 
ton, D.C.), an international trading 
and consulting company headed by 
Steve Rome. Rothtrade, which main¬ 
tains offices in several countries, in¬ 
cluding Israel and Turkey, has work¬ 
ed closely with Hamarve in select¬ 
ing and purchasing the best avail¬ 
able equipment. Rothtrade’s U.S. of¬ 
fice is located at 1215 17th St., N.W., 
Washington, D.C. 20036. 

Hassid reports that there are 
more than 20 major operating com -1 
panies in Israel, and competition is I 
spirited. He notes that Hamarve’s 
recent selection for its fifth straight 
“Best Brand” award shows that the 
firm is not resting on its laurels. 



HONOR: Handsome certificate lauds 
Hamarve as "Best Brand" in Israel for 
vending services. The company has been 
instrumental in modernizing vending in 
the country through import of state-of- 
the-art vending machines from the U.S. 


lined serviceability, and compact 
design characterize the “BC-100” 
and “BC-200” models. A new bill ac¬ 
cepting module and control board 
complete the package, designed to 
provide operators with augmented 
functionality at an attractive price. 

The three larger models feature 
an entirely new transport design 
and control board, making use of re¬ 
cent advances to offer state-of-the- 
art reliability with minimal 
maintenance. Not only does it ac¬ 
cept higher denomination bills, 
Rowe executives told the distribu¬ 
tors, but it provides improved 
security and is easier to maintain 
and service. 

A combination of dual magnetic 
sensors and an optical sensor, plus a 
newly-designed precision motor, 
have eliminated the need for adjust¬ 
ment, the Rowe team added. A large 
(16-character) alphanumeric display 
and push-button controls on the 
board speed and simplify service, 
and built-in electronic counters pro¬ 
vide tight accountability. 

MULTIPLE CURRENCY OPTIONS 

The $l-$2-$5-$10-$20 changers ac¬ 
cept one, two, or five denominations, 
and can thus be tailored to specific 
location needs. The machines can 
also provide change for a quarter or 
a $1 coin, or can pay out five dimes 
for two quarters. Alternate hopper 
payouts automatically provide cor¬ 
rect change, even if one hopper 
becomes empty. Bills are stacked in 
separate compartments, with the 
operator determining where each 
denomination will go. 

The solid-state elctronic counters 
keep track of every transaction. One 
counter is resettable for daily or 
weekly tallies, while the other is 
non-resettable and maintains a per¬ 
manent transaction record. A me¬ 
chanical counter is also supplied as 
standard equipment. 

Information on the new line will 
be available at Rowe’s exhibit at the 
National Automatic Merchandising 
Association convention in Chicago, or 
from Rowe distributors nationwide. 

Cuno Position Upheld 
In Infringement Suit 

WASHINTON - The U.S. Court 
of Appeals, Federal Circuit has af¬ 
firmed a decision handed down in 
July, 1988 by the U.S. District 
Court, District of Connecticut, 
which dismissed a suit brought by 
Everpure, Inc. against Cuno, Inc. for 
alleged infringement of its patent 
on the combination of a head and an 
attached filter cartridge (875 F2d 
300). 

The District Court had dismissed 
Everpure’s suit on the basis that 
Cuno’s cartridge adapter (which 
makes it possible to attach a Cuno 
cartridge to an Everpure head) 
does not constitute contributory or 
induced infringement of patent 
laws because of the permissible re¬ 
pair doctrine. 


BELLEVUE, Nebr.—O’Brien & Co. 
has introduced a new package of side- 
by-side “Beef & Cheese Sticks” for 
vending. The new snack will make its 
debut at the upcoming National Auto¬ 
matic Merchandising Association 
convention in Chicago. 

The new format, which replaces 
O’Brien’s previous “Beef & Cheese” 
product, features one cheddar-Cheese 
stick and one beef stick in a single 
vendible package. The original ver¬ 
sion was a blend of beef and cheese 
chunks. 

In the new product, the beef stick is 
a hickory-smoked all-beef product, 
with no fillers or extenders, and the 
cheese stick is 100 percent real Ched¬ 
dar cheese. The product weighs 1-1/8 
oz., and requires no refrigeration. 

O’Brien & Co. markets three vari¬ 
eties of vendible beef sticks. In addi¬ 
tion to the new “Beef & Cheddar” 
snack, the firm offers “Original Beef ” 
and “Pepperoni Flavored Beef ” items. 
O’Brien also produces beef sticks and 
summer sausages for the retail gro¬ 
cery trade. 

The O’Brien vendible beef sticks 


ECONOMY TOO GOOD 
FOR JUST ONE PARTY 

CHICAGO — The operators' party 
that has been held during each NAMA 
national convention isn't on the pro¬ 
gram this year. Instead, a number of 
manufacturers and suppliers are host¬ 
ing their own parties and hospitality 
suites. 

In past years, manufacturers joint¬ 
ly sponsored a single party. "This 
year, it proved impossible for us to 
get collective sponsorship," NAMA 
president James A. Rost told V/T. 
"We bowed to the desire of many 
former sponsors to have their own 
parties." 

With his many years of experi¬ 
ence in the industry, Rost has seen 
economic cycles that may explain 
the change in sponsors' attitudes. 
"When the economy goes through 
soft years," he observed, "the party 
has been collectively sponsored by 
the manufacturers, enabling them to 
share the cost. When times are good, 
we note a breakup of support for col¬ 
lective sponsorship, and a prolifer¬ 
ation of individual parties. 

"This is an understandable phe¬ 
nomenon, and we are pleased times 
are that good for our industry." 


are available through major vend 
product distributors nationwide. 

Ultra Lift Sets Launch 
Of 2 Power Hand Trucks 
At NAMA '89 Trade Show 

SAN JOSE, Calif. - Ultra Lift 
Corp. plans to introduce two new 
models in its line of powered lifting 
handtrucks at the National 
Automatic Merchandising Associa¬ 
tion’s annual convention and trade 
show in Chicago. 

Slated for rollout are the “Model 
1500,” which has a lifting capacity of 
1,500 lbs., and the “Model 1000 EV”, 
with a capacity of 1,000 lbs. 

The “Model 1500” is designed for 
moving vending machines on and off 
trucks, into and out of buildings, 
over obstacles (such as curbs and 
thresholds), under low doorways, 
and up and down stairs. The power 
assist and ergonomic design provide 
significant savings in labor, and a 
full spectrum of safety features pro¬ 
tect the operator, Ultra Lift reports. 

The “Model 1000 EV” will lift 
loads to heights up to 52 ins. in one 
operation, and is primarily designed 
for moving vending machines onto 
and off tractor/trailers, and between 
ground level and shipping docks. 

Both handtrucks will be exhibited 
at the NAMA and “InterBev ’89” 
conventions, along with a variety of 
accessories developed specifically 
for vending applications. 

Information on the line may be 
had from Ultra Lift at 17 Tillman 
Ave., San Jose, Calif. 95126, tel. (408) 
287-9400. 



LTRA LIFT POWER HANDTRUCK 
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1989 NAMA CONVENTION TRADE SHOW EXHIBIT PREVIEW 


(Continued from Page 55) 
include “La Marca” Mexican foods, 
“Eggceptional” prepared egg pro¬ 
ducts, “Hi-Brand” char-broiled and 
deep-fried patties, “Chefmaster” 
entrees and side dishes, “Primo” 
pre-cooked pizza toppings, and 
“Country Estates” battered and 
breaded meat items. Doing the hon¬ 
ors for Design Foods will be di¬ 
rector, business development Ed 


Eccles; regional manager Bo Leahy; 
and Western zone manager Bill Glas. 

The DIAL CORP. will unveil its new 
line of “Lunch Bucket” microwave- 
able entrees in booth 269. ’’Lunch 
Bucket” meals are packed in plas¬ 
tic/composite bowls for vending at 
ambient temperature and quick mi¬ 
crowave heating. Presiding at the 
launch will be director of sales and 


marketing — vending John Feni- 
more, senior group product mana¬ 
ger — foods Bill Atchinson, and 
senior product manager — foods 
Steve Summerville. An introduc¬ 
tory program for “Lunch Buckets” 
will be rolled out at the show. 

DINE-MOR FOODS, INC. plans to 
show and sample its line of pre¬ 
mium coffees for vending and coffee 


HOW TO DOUBLE 
THE SECURITY OF YOUR 
EXISTING T-HANDLE LOCKS. 


New TuBAR® Quik Cover Conversion Kits can 
turn your existing T-Handle locks into state-of 
the-art super security locks. 

They are a convenient and economical alterna¬ 
tive to installing complete new T-Handle locks - 
- costing up to 50% less. 

The simple to install 3-part housing surrounds 
the cylinder lock, making it virtually indestruc¬ 
tible against cutting, drilling, prying, pulling, 
wrenching and other forms of forced entry. 


If you want to upgrade your security, don't buy 
new T-Handle locks until you find out how much 
you can save with the TuBAR® Quik Cover™ 
Conversion Kit. TuBAR® Security Products, 
Inc. 555 West Central Rd., Hoffman Estates, II. 
60195. Call (312) 794-1444. Fax #282-8199. 




service in booth 205, and will 
describe services available to oper¬ 
ators through its network of affil¬ 
iated regional roasting companies. 
Attending the convention will be 
chairman John Heuman, executive 
vice-president — sales Stephen C. 
Jellison and regional vice-president 
William Miller. 

DOUBEK COOKIES, see PURE’S/ 
DOUBEK. 

DR PEPPER CO. and SEVEN-UP 
CO. is set to showcase and sample 
its popular soft drinks for vending 
in booth 425. The line includes Dr 
Pepper, Diet Dr Pepper, 7-Up, Diet 
7-Up, and Cherry 7-Up in canned 
and fountain-syrup formats. Doing 
the honors will be director — trade 
relations Johnnie Brown, director 
— national accounts Chuck Conrad, 
manager — equipment/distribution 
Chuck Ellis, and field sales 
manager Dan Barris. 

F&F LABORATORIES INC. will 
spotlight and sample its vendible 
confections in booth 324. On display 
will be “Foxes” candy and mint 
rolls, “Foxes” wafers, and “Foxes” 
cheese & crackers. Presiding at the 
F&F booth will be vice-president/ 
sales & marketing Michael McGuin- 
ness, national sales manager Jim 
Casey, and marketing manager Tom 
Drumond. The firm plans a special 
promotion at the show. 

FARMER BROS. COFFEE CO. will 
show and sample its coffees and 
allied products for vending and cof¬ 
fee service in booth 725. The line in¬ 
cludes “Sierra-Vienna” 100 per cent 
Colombian whole-bean coffees, 
premium ground roast coffee for 
single-cup fresh-brew machines, 
vend creamer, iced tea, hot choc¬ 
olate, and chicken soup, as well as a 
variety of OCS coffees. Staffing the 
booth will be national vend/OCS 
manager Arnold Tenberge, division 
manager (Minneapolis, Minn.) Don 
Larick, and district manager 
(Milwaukee, Wise.) Jeff Goodman. 

FRED’S FROZEN FOODS will ex 
hibit and sample its high-quality 
Mexican specialty convenience 
foods and meat products for vend¬ 
ing in booth 236. Doing the honors 
will be Tom Rector, vice-president 
of sales; Jeff Hoffman, North Cen¬ 
tral zone manager; and Bob Sieker, 
regional manager. The company 
will sponsor a special offer through 
VSA at the convention. 

FRESH START VITAMIN CO. plans 
to show its portion-packed vendible 
vitamins in booth 430. The line in¬ 
cludes “Great Start” and “Super 
Life” daily vitamin packs, all 100 
per cent natural and offering ven¬ 
dors a 50 per cent profit. On hand to 
show the line and describe the con¬ 
cept will be national sales manager 
Bert Thrapp and sales specialist 
Tom Glade. 

FRITO-LAY, INC. is set to showcase 
its wide variety of bagged snacks 
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and cookies in booth 638, including 
new “Ruffles” ridged chips in 
“Ranch” and “Mesquite Grille” fla¬ 
vors, “Cheddars” bite-size cracker 
snacks, “Doritos” tortilla chips in 
“Salsa Rio” flavor, “Fritos” corn 
chips in “Wild ’n Mild” flavor, 
“Chester’s” microwave popcorn in 
butter and natural flavors, “Grand- 
Ma’s” nutty fudge and iced lemon 
cookies, and “Peanut Butter Bar” 
wafers. Attending the convention to 
show the line and discuss Frito- 
Lay’s marketing programs for ven¬ 
dors will be sales vice-president 
Pete Collins, national sales manager 
Paul Schlossberg, senior marketing 
manager Steve Englander, national 
account manager Newton Stewart, 
and division managers Mike Litow- 
kin (Central), Mark Meiners (North¬ 
east), Kim Graw (Southwest), John 
Ozello (West), and Tom Kazmierczak 
(Southeast). 

R.W. FROOKIES, INC. will introduce 
its premium cookies to the vending 
trade from booth 731. Frookies’ 
cookies have enjoyed great success 
in a variety of retail outlets. The 
company’s cookie experts will staff 
the exhibit to emcee the vending 
rollout. 

GARDETTO MARKETING CORE1/ 
Gardetto Bakery plans to spotlight 
its novel vendible snacks in booth 
305. Featured will be Gardetto 
Deluxe “Snak-Ens” in a variety of 
package sizes, as well as “Brooklyn 
Bagel Boys” bagels. On hand to 
sample the line and describe Gar- 
detto’s programs for vendors will be 
president Shelly Skidelsky and 
sales manager Gregory Gardetto. 
The firm will host a by-invitation- 
only hospitality suite during the 
show. 

GENERAL FOODS CORP. will show 
and sample its coffees for vending 
and OCS in booth 608. In the 
spotlight will be “Maxwell House”, 
“Yuban”, and “Sanka” coffees, as 
well as “General Foods Interna¬ 
tional Coffees”, a line of four soluble 
flavored coffees formulated for 
vending. The General Foods “OCS 
Sales System” will also be pre¬ 
sented. Staffing the display will be 
Brian Murphy, office coffee & vend¬ 
ing manager; Katia Facchetti, office 
coffee & vending associate mana¬ 
ger; and George C. Hanley, conven¬ 
tion manager. A show promotion for 
“General Foods International Cof¬ 
fees” is planned. 


GOLDEN VALLEY MICROWAVE 
FOODS is set to exhibit and sample 
its convenience foods and snacks in 
booth 509. Featured will be micro- 
wave popcorn and pancakes, new 
microwaveable French fries, and 
single-service pizza pockets. In at¬ 
tendance will be chairman and chief 
executive officer Jim Watkins, chief 
operating officer Bob Sander, vice- 
president — vending Ray Hale, and 
regional managers Jerry Satterlee, 
David Angel, and Ann Cieslowski. 


GOLDENBERG CANDY CO.will 
show and sample its classic “Gold- 
enberg’s Peanut Chews” and 
“Chew-Ets” in booth 338. Doing the 
honors will be Mindy Goldenberg, 
partner/sales manager. The com¬ 
pany will offer a show special. 

GOODMARK FOODS, INC. will ex 
hibit and sample its diverse range 
of vendible snack items in booth 


625, including meat snacks, cookies, 
crackers, and potato- and corn- 
based bagged snacks. Staffing the 
Goodmark booth will be national ac¬ 
count manager Robert Krallis and 
national account executive Diane 
Sborlini. 

GRIST MILL will exhibit a variety 
of snacks themed to contemporary 
tastes in booth 352, including Oat 


Bran and Granola Bars, “Good 
Stuff” candy bars, and Fruit Bars. 
Grist Mill vending sales specialists 
will staff the display. 

GUDRENS will show and sample its 
convenience foods for vending in 
booth 452. In the spotlight will be 
Stuffed Swedish Sandwiches in 
four varieties, including Ham & 


(Continued on Page 6 k) 

“Success Stories 
Worth Repeating” 

(A Series of Success Stories Presented by EMS) 

“The EMS Vending Management System raised our 
bottom line five points. In addition to the improved 
profits, average route sales productivity doubled. Sales 
went from $2,500-$3,000 per route to $6,000-$7,000 a week. 

Because of the route productivity increase caused by the 
computer, we had to switch from Econoline vans to step 
vans to handle the increase in sales.” 

Tom Diffendal, Jr. 

President 

American Vending & Food Service 
Pittsburgh, PA 


“Before we got the EMS system, it took us two weeks to 
do a monthly reconciliation of our routes. Now, we do 
weekly route reconciliations for the whole company in 
only three hours. We cut out a lot of paperwork. What 
once took six clerks to handle is now done by only two 
people. There isn’t a single thing you can do manually 
in the time it takes the computer to do it.” 

Don Diffendal 

Controller 

American Vending & Food Service 


We work with some of the most successful organizations 
in the industry to help them work smarter and increase profits. 

You too can join the (not-so-exclusive) “EMS SUCCESS CLUB”. 

Call Bob Johnson at 1-800-558-8727. 

The Diffendals did. 

EMS 

EFFECTIVE MANAGEMENT SYSTEMS 

™ Authorized 
Solution 
Provider 

12000 West Park Place • Milwaukee, Wl 53224 • (414) 359-9800 
(Watch this space for more EMS successes. Yours could be next!) 

As an Authorized Digital Solution Provider, EMS can give you the best of two worlds, hardware from Digital Equipment Corporation, the second largest computer manufacturer in 
the world, and application software and services from Effective Management Systems, one of the nation's leading suppliers of complete computer systems to vending, coffee 
service and food distribution industries. 
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SERVICE HONOR: Earl Gill (left), Earl 
Gill Vending Service (Hot Springs, AR) 
receives prestigious Merit Award from 
Amusement & Music Operators Associ¬ 
ation past-president Dock Ringo, Ringo 
& Ball (Mineral Wells, TX) during awards 
ceremony at 1989 AMOA Exposition. 
The award recognizes Gill's outsanding 
contributions to the coin machine in¬ 
dustries over his long career. Gill is a 
strong advocate of "grass-roots" organ-, 
ization by operators to defend industry 
interests against unjust taxes and regu¬ 
lations imposed by uninformed legis¬ 
lators, and has long been a leader in the 
fight for equitable treatment of vending, 
music and games companies in Arkansas. 


AMAF Sets 2nd Meeting For Tampa, Jan. 12-14 


TAMPA, Fla. — The Automatic 
Merchandising Association of Flor¬ 
ida plans to host its second annual 
convention at the Saddlebrook 
Resort here from January 12 
through 14. 

AMAF president Michael Jack- 
son, Ben-Jax Vending (Tampa) re¬ 
ports that the conference will be 
themed “Managing for Profits”. Its 
object will be to bring the vending 
industry together to foster more ef¬ 
fective communications. 



VISIT OS 



HOME OF THE THREE DEUCES 

Pick up a winning hand. Like 3 deuces, Haas pastries are 
hard to beat. 


When you buy from us, you get: 

Quality. 

As with FINE DIAMONDS, 
the Haas quality is strictly 
controlled. It is never 
compromised. All products 
are retail bakeshop quality. 
Packaged to retain 
freshness and flavor. 


Variety. 

Designed fa HEAVY 
HITTERS. The choice is 
yours — Danish, Sweet 
Rolls, Muffins, Strudels, 
Donuts, Twin Packs, and 
Cheesecake. 


Service. 

Personalized. We put our 
HEART into our contacts 
with our customers. We 
bake strictly to your order so 
that our deliveries correctly 
match your needs. 


Haas pastries maintain 
consistent customer 
demand. This means FAST 
TURNOVER, repeat orders 
and steady profits. 


222-Our Lucky Booth Number last year in New Orleans, and again this year in Chicago. 

Join us in 222 and share the winning hand. 


hHTis 


HAAS Baking Company • 9769 Reavis Park Drive • St. Louis, MO 63123 

(314) 631-6100 or 1-800-325-3171 


Educational programming will be 
emphasized, and the association 
plans to invite prominent Florida 
legislators to attend, Jackson 
explained. 

January 12 will be devoted to 
“early bird” activities, including the 
annual golf tournament and early 
registration. The 13th will lead off 
with a full round of seminars in the 
morning and exhibits in the after¬ 
noon, culminating in a festive cock¬ 
tail party. 

The conference will conclude on 
Sunday, January 14, with a morning 
educational program. 

AMAF is a State Council of the 
National Automatic Merchandising 
Association. 

Delaware Valley Group 
Hosts First Fundraiser 

FORT WASHINGTON, Penna. - 
The newly-formed Delaware Valley 
Automatic Merchandisers Associa¬ 
tion held its first annual fundraising 
dinner at the Coach Inn Restaurant 
here this month. Some 65 industry 
members attended. 

DVAMA was formed in the wake 
of the industry’s successful fight 
against a $100 per-machine tax on 
vending machines in Philadelphia 
(see V/T, June). The fundraiser and 
organizational meeting was the first 
in a series of events planned by the 
new group to promote membership. 

Featured speakers at the event 
were Jack Regan, national vending 
sales manager for R.J. Reynolds To¬ 
bacco Co., who explored the future 
of cigarette vending, and Carl Gold- 
enberg, Goldenberg Candy Co., who 
surveyed the candy vending field. 

Master of ceremonies for the 
event was Niki Arakelian, Active 
Distributing (Philadelphia). He 
presided over the awarding of more 
than $7500 in attractive door prizes 
to participants with winning tickets. 
The prizes were donated by many 
area suppliers. 

LEGISLATIVE WATCH 

Sharon Harris of Stan Harris & 
Co. (Philadelphia), who played a 
leading role in the industry task 
force that mobilized to oppose the 
tax, reports that DVAMA is being 
formed to serve primarily as a 
“watchdog organization” that will 
monitor pending legislation in the 
Delaware Valley area. The objective 
is to develop the strength needed to 
present a powerful united front when 
dealing with proposed measures that 
would be unfairly restrictive or finan¬ 
cially punitive, she told V/T. 

Maryland-D.C. Reelects 
Carlucci To Presidency 

OCEAN CITY, Md. - Robert 
Carlucci (Baltimore Cigarette Ser¬ 
vice, Glen Burnie) was reelected 
president of the Maryland-D.C. 
Vending Association. 

The state council also reelected 
Ray Ditzel (Mid-Atlantic Coca-Cola, 
Baltiore), vice president; and Les 
Shickman (ARA Services of Wash¬ 
ington, Brentwood, Md.), treasurer. 


62. . .VENDING TIMES, September, 1989 












Last month, we described the use of floppy diskettes as back-up media 
for data on your hard disk. This is probably the most commonly used me¬ 
thod, and it’s effective — providing it’s done properly. Let’s wrap up our 
discussion of this approach by listing some precautionary measures: 

(1) Use only high-quality diskettes for backup. If you are in the habit of 
buying cheap diskettes in bulk for your everyday needs, don’t use them for 
your backups. Use brand-name diskettes; they are usually constructed 
with a thicker fiber housing. 

If your machine gives you a choice between 5-1/4-in. and 3-1/2-in. drives, 
use the latter; the new smaller diskettes are housed in rigid plastic 
casings and are more damage-resistant than their predecessors. And the 
1.44-MB kind will store four times as much data as a 360KB floppy. 

(2) Store the diskettes in durable containers, away from extreme 
temperatures, magnetic fields, and dusty or smokey environments. 

(3) Clean your floppy drive(s) periodically, using an appropriate clean¬ 
ing kit. 

(4) Do not write directly on the floppies; instead, use pre-prepared 
labels set up with whatever numbering/coding scheme you have chosen. 
DO NOT write the date on the labels each time you do a backup. Keep a 
3x5 index card with the set, and write the dates (and any comments) on 
the card. 

The best system is probably to maintain a complete set of backup 
diskettes for every day of the week, Monday through Friday. That way, 
there will never be a question as to which set to use on which day. 

(5) The number of diskettes will increase with the amount of data to be 
backed up. Have extra blank formatted diskettes on hand before you begin 
the backup, as you cannot interrupt the process to format a diskette — if 
you run out, you’ll have to start over. 

There is no need to erase the diskettes beforehand; BACKUP will do 
that for you. Remember this, since you have no choice; be sure to insert 
the diskettes in the correct sequence. 

(6) The process may take a long time to complete, and the operator’s 
natural tendency is to do some other chores at the same time. It’s impor¬ 
tant not to become distracted and insert the wrong diskette, or to handle 
the diskettes carelessly, or to terminate the process by accident through 
mishandling the keyboard or the drive gate. 

(7) Diskettes, like other magnetic media, can be rewritten frequently, 
but they do not last forever. “Retire” your backup diskettes after three to 
six months of use. You can put them back into the daily-use stock, or store 
them permanently if at the end of a fiscal period. Then replace them with 
fresh diskettes. 

(8) Diskette life is affected by ambient conditions, and shortened by ex¬ 
treme heat or cold, dust and cigarette smoke, excessive static electricity, 
and so on. 

(9) The BACKUP and RESTORE commands must be from the same 
operating system and the same version. Attempting to restore from a 
newer to an older “MS-DOS” version may not work. 

(10) One of the data-protection schemes often used is to make complete 
backups of the data periodically, then regularly do daily updates using the 
“date” feature of the backup command. This feature only copies files that 
have been changed since the last backup. 

This practice is acceptable if you are well-organized and a good 
housekeeper. It does permit faster backups, but produces more disks to 
restore if there’s a problem (you need to restore both the complete set and 
the daily updates). The more diskettes you use, the more likely it is that 
you’ll encounter a bad diskette. 

You may also want to look into purchasing inexpensive utility software 
that will manage the backup process for you. 

This concludes our review of floppy disks as a backup medium. Once 
again, it is inexpensive and straightforward, since no additional hardware 
or special-purpose media are required. It is also reasonably safe, if proper 
precautions are taken. Its major drawback is that it is slow and it requires 
operator intervention to insert floppies as needed. For this reason, users 
tend not to do it as frequently as they should. 

OTHER BACKUP METHODS 

Two other backup options are the “on-disk” and tape methods. “On- 
disk” backups are made to a hard disk, usually the same one that stores 
the files you’re backing up. This is an interim method of protecting your 
data, simply by copying it to another directory within the disk. You thus 
create two exact duplicates of the file(s) you’re working on. You can con¬ 
tinue working on your active file; should you lose or damage it for any 
reason, you can quickly access the stored copy and resume your work. All 
you will have lost is the work you did since you last made the backup copy 
— a lesser evil than losing the entire file altogether. 

This method is only marginally safe, as it will not protect you if the en¬ 
tire hard disk gets damaged, as often happens. 

We’ll look more closely at “on-disk” and tape backups next month. 



NEW "BLUEBIRD" FLAVORS FROM CITRUS WORLD 


Citrus World Enhances ^Bluebird^ Juice Variety 


LAKE WALES, Fla. - Citrus 
World, Inc. has added three new 
flavors to its line of “Bluebird” 
juices in 11.5-oz. cans. Now available 
are Orange Banana, Papaya Punch, 
and Pink Grapefruit Cocktail. 

The company notes that this line 
extension will offer vendors a wider 
product selection, and will help 
them satisfy their patrons’ thirst for 
new flavor combinations. 

“We are the first to offer an 
Orange-Banana drink,” said Citrus 
World sales and marketing director 
Walt Lincer. “Our research shows 
that consumers want to experiment 


with their taste buds, and our new 

line will give them that opportuni- 
, »» 

“Bluebird” brand 11.5-oz. flavors 
are packaged in aluminum cans, 
using a “rapid-cool” process to chill 
the canned product quickly. This 
assures the best possible flavor 
retention, Lincer observed. 

Citrus World is a cooperative 
owned by 13 separate organizations 
comprising more than 1,000 grower 
members. It produces a full line of 
juice products, and can be contacted 
at P.O. Box 1111, Lake Wales, Fla. 
33859-1111, tel. (813) 676-1411. 



WHY YOU SHOULD CHOOSE 

THE PURE WATER MACHINE 


• Our dealers appreciate the 
proven reliabaility 

• Superior Components and 
Construction 

• Easy to Install and Operate 

• Simple to Service 

• Low Dealer Investment Cost 

• Easily Fits most Locations 

• All models have NAMA 
Approval 

• In Factory Dealer Training 

• Machine Placement and 
Marketing Support 

• State of the Art Reverse 
Osmosis Design 

• Manufactured by a company 
with Expertise in all sizes of 
R.O. Systems. 

• This machine removes nitrates, 
arsenic, radioactive radium, 
THM’s, pesticides, and other 
contaminants. 


Coster Engineering, a division of 
Hiniker Company,-manufactures 
R.O. Systems from 1,000 GPD to 
1,000,000 GPD. For more in¬ 
formation about The Pure Water 
Machine or any of the other quality 
R.O. products, call or write: 


COSTER ENGINEERING 

P.O. Box 3407, Mankato, MN 56002 

TEL: (507) 625-6621 ext. 390 FAX: (507) 625-5883 
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1989 NAMA CONVENTION TRADE SHOW EXHIBIT PREVIEW 


(Continued from Page 51) 

Campbell, region director Ed Van 
Dyke, manager Bill Berkowsky, 
manager — trade programs Chris 
Reardon, section sales supervisor 
Joe Russell, area manager Jay Inen- 
dino, and section operations and 
planning manager Larry Scanlon. 

R.J. REYNOLDS TOBACCO CO. will 
present its favorite cigarette brands, 
including “Winston”, “Salem”, 
“Camel”, “Vantage”, and “Now” in 
booth 341. On hand to describe RJR 
vending programs and to sample the 
line to show-goers will be Larry 
Schreiber, vice-president — national 
accounts/specialty markets; Jack 
Regan, national manager — vend¬ 
ing; and Cheryl Fredericks, sales 
training/vending/military manager. 
R.J. Reynolds will sponsor a prize 
drawing for a handsome grand¬ 
father’s clock; all operators regis¬ 
tered for the NAMA convention will 
be eligible to participate. 


SERVICES 

and 

MISCELLANEOUS 

PRODUCTS 


JIM BRADY ENTERPRISES will 
describe its publications, consulting 
services, and specifying capabilities 
for commissary, cafeteria, and other 
foodservice operations in booth 557. 
Featured will be the lines of in-plant 
foodservice and commissary equip¬ 
ment represented by Jim Brady 
Enterprises; commissary and in- 
plant design and installation ser¬ 
vices; training for commissary and 


in-plant foodservice firms; and in- 
plant feeding systems and furniture 
design and installation. Attending 
the show to describe the company’s 
services to vendors will be presi¬ 
dent J.M. (Jim) Brady, treasurer 
Bjorg (B) Brady, and vice-president 
T.M. (Tom) Brady. 

INFORMATION RETRIEVAL ME- 
THODS/Datavend Services will 
describe and explain its consulting 
and software development services 
in booth 555, and will detail the ap¬ 
plications of its data-processing ser¬ 
vice bureau operations expertise to 
meeting industry needs. Doing the 
honors will be director Jan McCoy 
and account manager Ruth 
Vandruff. 

MECHANICAL SERVANTS, INC. will 
show a selection of its huge variety 
of vendible travelers’ aids and other 
sundries in booth 412. The company 
will also describe the profit oppor¬ 
tunities available to vendors 
through developing sales and ser¬ 
vice programs to place glass-front 
multiproduct equipment stocked 
with these necessities in a wide 
range of new locations, including 
budget motels. Staffing the exhibit 
will be board chairman Harold D. 
Baum and president David A. Baum. 

TRU-CHECK COMPUTER SER¬ 
VICES will describe and demon¬ 
strate its computerized placement- 
payment reporting system for cig¬ 
arette vending operators in booth 
355. Attending the show to field 
operator inquiries will be president 
Roger Kaufman and placement pay¬ 
ment director Tim Tepfer. 

VSA, INC. plans to show a represent¬ 
ative sampling of the thousands of 


items it offers in booth 449. VSA is a 
full-line vending and coffee service 
product distributor, supplying con¬ 
fections, snacks, juices, coffee, 
frozen foods, paper products, and 
much more through a coast-to-coast 
delivery network offering one-stop 
purchasing and fast service. De¬ 
scribing the company’s services will 
be senior vice-president John R. 
Gregory, director of field sales Dan 
Sullivan, and purchasing vice- 
president Larry Skindzier. 


CONFECTIONS, 

FOOD 

and 

BEVERAGES 


AMERICAN HOME FOOD PRO¬ 
DUCTS, INC. will exhibit a variety 
of vendible foods, snacks and condi¬ 
ments in booth 440. Featured will be 
“Chef Boy-Ar-Dee Microwave 
Meals”, “Dennison’s Microwave 
Chili”, and an assortment of “Chef 
Boy-Ar-Dee” single-service hot can¬ 
ned entrees, as well as “Crunch ’n’ 
Munch” bagged snacks and “Gul¬ 
den’s” mustard in single-portion 
packets. On hand to show and sam¬ 
ple the line will be Patrick O’Ray, 
director of foodservice marketing & 
sales; Jon Finger, director of pro¬ 
duct management; and Stan Spal- 
inger, regional manager. 

ANDERSON CLAYTON/HUMKO 
plans to exhibit its diverse array of 
non-dairy creamers for vending, cof¬ 
fee service, and manual foodservice 
in booth 648. Doing the honors for 
the firm will be business develop¬ 
ment manager Tom Mills, product 


manager Catherine Shirley, and re¬ 
gional manager Jim Vivian. A spe¬ 
cial promotion is planned for the 
show. 

ANGELA MARIE’S will present its 
“Marshmallow Munchies” in booth 
650. “Marshmallow Munchies” are 
light snacks formulated with crisp 
rice and creamy marshmallow. Staff¬ 
ing the booth to show and sample 
the goodies will be Northeast 
regional manager Steve Morrow and 
Southeast regional manager Joe 
Crane. Operators placing orders at 
the show will qualify for one free 
case per ten ordered. 

AUSTIN VENDING SALES/Bahlsen 
Inc. will show and sample its 
“Austin” cracker sandwiches, 
cream-filled cookies, large round 
cookies, and “Smackers” in booth 
441. Doing the honors for Austin/ 
Bahlsen will be president Bill Burk- 
hardt, vice-president — Austin 
vending sales Richard Eavey, senior 
vice-president — marketing and 
sales Bob Burke, regional manager 
— West Dave Sustman, regional 
manager — East Tim Walsh, mar¬ 
keting director Michael Ganey, and 
marketing manager — Austin 
brand Mans Ekstrand. 

BAMA PIE LTD. plans to spotlight 
and sample its premium cookies for 
vending in booth 318. The Bama Pie 
line includes Chocolate Chip, Butter 
Pecan, Chocolate Nougat, Granola, 
Oatmeal, Peanut Butter, and Coco¬ 
nut Macaroon styles. Bama Pie 
vending experts will staff the 
display. 

BEATRICE/HUNT-WESSON is set to 
exhibit and sample its vendible pro¬ 
ducts in booth 716. On display will 
be “Swiss Miss” hot chocolate and 
“Orville Redenbacher” microwave 
popcorn. Attending the show to dis¬ 
cuss the line will be marketing 
director Brent Vinson and market¬ 
ing manager Tom Shea. 

BEN MYERSON CANDY CO. will 
show and sample its confections for 
vending in booth 336. The line in¬ 
cludes “Sunkist Fruit Gems”, 
“Christopher’s Double Peanut 
Cluster”, “Christopher’s Irish 
Cream Mints” and “Christopher’s 
Good News”, as well as “Big 
Cherry”. Doing the honors in the 
Ben Myerson booth will be market¬ 
ing director Maarten Moog. The 
firm will offer a free premium to 
operators placing minimum orders 
at the show. 

BOYER CANDY CO. plans to display 
and sample its vending candy line 
in booth 444, including “Mallo Cup”, 
“Peanut Butter Cups”, and 
“Smoothie”. On hand to describe the 
line and Boyer’s ongoing consumer 
premium programs will be the com¬ 
pany’s vending sales specialists. 

BREMNER BISCUIT CO. will in¬ 
troduce its “Brewski” snacks to the 
vending trade in booth 357. 
“Brewskis” are baked, flour-based 
snack items offered in “Cajun”, 



Medeco® Biaxial® inner cylinders have a patented double-locking 
mechanism that offers maximum pick resistance. And with 
Medeco's exclusive key control system, you won't have to worry 
about the problem of unauthorized keys. So while your machines 
are dispensing your merchandise, they'll be retaining your profits. 

Fa more information write P.O. Box 3075, Salem, Virginia 24153 
or call (703) 380-5000. 


Medeco high security products are available at these Medeco Service Centers. Coin Security, 7119 Gerald 
Avenue, Van Nuys, CA 91406, (818) 782-5454 - Northeast Lock, 48 Oak Street, Clifton, NJ 07014, (201) 777-7509, 
FAX - (201) 777-0820 - Midwest Vending Security, Inc., 5225 Secor Road, Unit 4, Toledo, OH 43623, 

(419) 475-6886 - Mr. George Cain, 1445 Mitchell Trail, Elk Grove Village, IL 60007, (312) 894-0550 - Ra-Lock 
Company, 1106 South Main, Suite D, Duncanville, TX 75137, (214) 296-0883 or 0884 Vendors Repair 
Service, Inc., 6160-E Edgewater Drive, Orlando, FL 32810, (407) 291-1712 - G. S. Davidson Company, 44 Vine 
Street, Everett, MA 02149, (617) 389-4000. 



HIGH SECURITY LOCKS 


Made In U.S.A. © 1989 Medeco 
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“Nacho Cheese”, “Herb & Spice”, 
“Garlic” and “Mustard” flavors. 
Doing the honors at the introduc¬ 
tion will be president Edward G. 
Bremner Jr., sales specialists Neil 
Bremner and Bob Drendel, and 
plant manager Phillip Hardwick. A 
special promotion is planned for the 
show. 

CALIFORNIA NATURALS will 
show its line of contemporary snack 
mixes in booth 239, and will in¬ 
troduce new colored 1.2-oz. bags of 
“Trail Mixes”, as well as new larger 
packages including 2.0-oz. “Trail 
Mixes” and 1.5-oz. “Yogurt Raisin” 
and “Yogurt Peanut” items. On 
hand to spotlight and sample the 
line will be national sales manager 
Warren Cloven. A promotion will be 
offered on orders placed at the show. 

CAMPBELL/JUICE BOWL plans to 
present a wide variety of products 
for vending and manual service in 
booth 446. On display will be hot 
canned foods, ready-to-serve soups, 
“V-8” juice and tomato juice, as well 
as the firm’s well-known line of pure 
fruit juices and juice drinks. Also 
featured will be “Pepperidge 
Farms” vendible snacks and 
cookies. Manager of vending and 
airline sales Ted Cunningham will 
lead the Campbell/Juice Bowl con¬ 
tingent at the show, and the com¬ 
pany plans to host a hospitality 
suite. 

CARNATION CO. will exhibit its 
soluble products for vending and 
coffee service in booth 572, includ¬ 
ing “Coffee-Mate” non-dairy 
creamer and Carnation Hot Cocoa 
Mix. On hand to showcase the line 
will be national sales manager 
Doug Feco, category manager Dun¬ 
can Shaw, division vice-president A1 
Wheeler, and special markets sales 
representatives George Baritt, Joe 
Galasso, and Lynn Price. Carnation 
plans to offer special show 
allowances on orders written dur¬ 
ing the convention. 

CASTLEBERRY’S FOOD CO. will 
show and sample its foods for vend¬ 
ing and manual service in booth 
744, including frozen barbecue ribs, 
chicken and pork, and 20 varieties 
of single-service canned entrees, in¬ 
cluding meat and soup items. Doing 
the honors for Castleberry’s will be 
president Hampton J. Walker, Joan 
Castleberry Walker, regional man¬ 
ager Fred Gordon, director of 
shows Kittie Taylor, and Mary 
Willis Smith. 

CHATTANOOGA BAKERY INC. will 
exhibit and sample its vendible bak¬ 
ed specialties in booth 362. On hand 
to showcase the line will be presi¬ 
dent Sam Campbell IV, executive 
vice-president John Kosik Jr., and 
sales managers A1 Adams and Don 
Leppert. 

CHEF AMERICA plans to display 
and sample its convenience foods 
for vending and manual service in 
booth 429. In the spotlight will be 
“Hot Pockets”, described as “the 


hot meal in a pocket” and featuring 
seven varieties of sandwiches and 
pizza specialties, and the new “Lean 
Pockets”, fully-enrobed microwave- 
able sandwiches formulated to pro¬ 
vide fewer than 300 calories per 
serving. The new “Lean” line in¬ 
cludes Beef & Broccoli, Chicken 
Parmesan, Chicken Supreme and 
Pizza Deluxe varieties. The lines 
are designed to be shipped and 
stored frozen, and to offer a 14-day 
refrigerated shelf-life after thaw¬ 
ing. On hand to field inquiries and 
debut the new line will be North¬ 
east region manager/national ac¬ 
counts Gary R. Feige and Midwest 
region manager Robert Cross. 

CITRUS WORLD, INC. is set to ex¬ 
hibit and sample its vendible juices 
and juice drinks in booth 228, 
featuring both 11.5-oz. and 6-oz. for¬ 
mats. Four new flavors are slated 
for rollout at the show. Staffing the 
booth to premiere the line exten¬ 
sions will be vending manager Tom 
Richardson, national sales manager 
Scott Norton, and regional mana¬ 
ger Tom Schroyer. 

CLARK GUM CO. plans to spotlight 
and sample its “Teaberry” and 
“Cinnamint” chewing-gums in 
booth 331. Gum vending experts 
Earl (Bud) Manhold, Earl Manhold 
Jr., Nancy Tabb, Sharon Schwank, 
Mike Maude, and Jan Manhold will 
attend the show. Special pricing 
will be offered on orders placed at 
the convention. 

COCA-COLA U.S.A. division of The 
Coca-Cola Co. is set to sample its 
popular soft drinks from booth 501. 
Coca-Cola U.S.A. vending and foun¬ 
tain sales specialists will play host, 
and will describe the firm’s pro¬ 
grams for vending operators. 

CONTINENTAL COFFEE, see 
QUAKER OATS FOODSERVICE 

CONUSA CORP. will show and sam¬ 
ple its vendible candy and gum in 
booth 229, featuring “Bonkers!” 
fruit chews and “Beechies” candy- 
coated tablet gum. Staffing the ex¬ 
hibit will be manager — special 
markets Michael H. MacDonald, 
vice-president — sales Gaylon War¬ 
rington, and special representative 
Anne Marie Fuller. 

DEAN FOODS CO. plans to exhibit 
its hot-beverage allied products in 
booth 517, including powdered non¬ 
dairy creamers and sugar in a wide 
range of packaging configurations. 
Staffing the Dean Foods booth will 
be vice-president Roger Ragland, 
national sales manager Dan Young, 
national marketing manager Jim 
O’Meara, assistant marketing man¬ 
ager Gregg Schultz, regional sales 
managers Tom Riemann and Jack 
Flanagan, national account sales 
manager Maureen Murphy, and na¬ 
tional sales manager — Canada 
Scott Malcolm. 

DEL MONTE FOODSERVICE will 
make its debut with a wide range of 


vendible products in booth 257. 
Among items premiering at the 
show will be a line of snacks, in¬ 
cluding “Sierra Trail Mix”, “Yogurt 
Raisins” and “Tropical Fruit Mix”; 
vendible snack/dessert cups includ¬ 
ing “Fruit Cups”, “Yogurt Cups” 
and “Pudding Cups”, and beverages 
including “Snap-E-Tom” tomato 
cocktail; “Fruit Blends”, and 
“Hawaiian Punch”. Presiding at the 


introductions will be national sales 
director Jerry Quigley, senior pro¬ 
duct manager Chuck Vogt, and na¬ 
tional accounts manager Bill 
Stewart. 

DESIGN FOODS plans to show its 
single-service specialty conve¬ 
nience foods for vending and man¬ 
ual service in booth 713. The lines 
(Continued on Page 60) 


SELECT A SELLER 
FROM HERR'S 



VARIETY 

Once you stock Herr's, there won't be 
any reason to stock another snack. 

Herr's offers a wide variety of snacks, 
including potato chips, corn chips, 
pretzels, popcorn, and cheese curls. 
Herr's has it all. 

PACKED WITH PROFITS 

Herr's snacks are competitively priced to 
maximize profits for you. And our fast 
product turns mean faster profits. With 
no better products available today in the 
industry, you can cash in with any 
selection from Herr's. 

Call Us Toll Free At: 

1 - 800 - 523-5030 


Herr Foods, Inc. 

Box 300 

Nottingham, PA 19362 


mm 
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SCHELTER: NCSA ANALYSIS PINPOINTS COMPANY PROBLEMS 


(Continued from Page 45} 
performance will be (at best) a shot 
in the dark. 

Schelter then presented the 
analysis of 1985 operations 
prepared by Industry Insights on 
the basis of the dummy question¬ 
naire. This lists performance cate¬ 
gories and provides figures for 
each; the figures reflect the par¬ 
ticular company, all companies, all 
OCS-only companies, companies 
with sales under $500,000, and 
“high-profit” OCS firms. In this 
case, the comparable figure is the 
under-$500,000-company average. 

The enumeration begins with 


four “key peformance ratios’ 4 : net 
profit (before tax) to total sales; net 
profit (before tax) to total assets; 
net profit (before tax) to net worth; 
and owners’ salaries and profits to 
net sales. This information, in par¬ 
ticular, becomes more accurate and 
more valuable as participation in 
the survey increases, Schelter em¬ 
phasized. “If you’re a multi-branch 
operation, it’s a good idea to send in 
a form for each branch, as well as 
for your whole company,” he sug¬ 
gested. “You can get very good data 
that way.” 

The list continues by identifying 
a number of productivity measures, 



TROUBLE-SHOOTERS: Vendrite principals Allan Dubs (left) and Sid Greenspan 
spend much of their time visiting existing clients to make sure the service is impec¬ 
cable, and to seek patron feedback for use in changing product mix and making 
improvements. Here, they check to see that all equipment is in perfect working 
order and correctly stocked in anticipation of opening day at the City University 
of New York's Baruch College (see additional photo on Page 1). 

VENDRITE VENDING 

(Continued from Page 52) 

the company principals told V/T In 
an age of increasing specialization, 
they believe that service companies 
will make greater and greater use 
of one anothers’ areas of expertise 
to provide programs precisely tail¬ 
ored to clients’ needs, rather than 
continually attempting to reinvent 
the wheel. 

Greenspan believes that the 
vending industry faces a growing 
need for timely and detailed “slot- 
by-slot” reporting of sales by pro¬ 
duct, and he is keeping a close 
watch on current efforts to auto¬ 
mate the data collection function. 
The future will increasingly favor 
the operator with the best informa¬ 
tion, he emphasized. 

Dubs considers that another 
prime requirement is proven, profit¬ 
able equipment and systems to serve 
smaller workplaces. These are grow¬ 
ing in numbers and in appeal, he 
pointed out, and he is observing the 
development of “mini-vending” pro¬ 
grams with great interest. The real 
difficulty, he suggested, will be in of¬ 
fering food to accounts considered 
marginal by today’s standards; this 
breakthrough will be immensely 
profitable to the one who develops it. 



MICROWAVE 
POPCORN 
FOR VENDING 


Pop’n SNAK Microwave Popcorn is 
ideal for vending in cafeterias, lounges, 
schools and offices. 

• Raised on 100% irrigated Popcorn 
Farms for consistent quality and 
fewer unpopped kernels 

• Packed 36 3.5-oz. bags per case 

• Natural or Butter Flavors 

• For all microwaves 


JASPER 

POPCORN COMPANY 


PO. Box 66 
Jasper, MO 64755 
(417) 394-2567 

Outside Missouri 800-537-7254 



including inventory, gross profit as 
a percentage of OCS sales, gross 
profit as a percentage of vending 
sales, and gross profit as a percen¬ 
tage of all sales. Inventory turn¬ 
over, number of days in inventory, 
and gross profit return on inven¬ 
tory are also depicted. 

What the figures for the hypo¬ 
thetical operation show is that the 
company has a high-gross profit 
(51.8 per cent on all sales, compared 
to an average 47.2 per cent for oth¬ 
er under-$500,000 firms). “This in¬ 
dicates that selling-prices should not 
be raised,” Schelter explained. “In 
fact, prices may be too high now.” 

The company also does well in in¬ 
ventory management, showing 14.1 
turns annually (26 days in inven¬ 
tory) compared to an average for 
firms under $500,000 of 9.9 turns 
(37 days). And gross profit return 
on inventory is high, $15.18 com¬ 
pared to an average $9.30 for simi¬ 
lar companies. 

EQUIPMENT PRODUCTIVITY 

Measures of productivity of 
equipment are enumerated next, in¬ 
cluding total sales per dollar in¬ 
vested in equipment, gross profit 
per dollar, percentage of owned 
brewers that are in service, total 
OCS sales dollars per brewer own¬ 
ed, and per brewer in service. 

Again, the hypothetical company 
does well on these measures; it 
earns $5.38 per dollar of equipment 
invested, compared to an average of 
$4.84 for companies of similar size, 
and $884 per brewer owned ($922 
per brewer in service) compared to 
$641 and $730. These figures in¬ 
dicate that selling-prices are pro¬ 
bably high, the speaker suggested. 

Schelter pointed out that the 
company does have more brewers 
than average — 533 (91 per cent in 
service) compared to 377 (90.5 per 
cent in service) for similar firms. 
This could characterize a company 
that has concentrated on placing 
smaller brewers in smaller locations. 

The next productivity category, 
days outstanding in receivables, 
begins to demonstrate the weak¬ 
ness that resulted in the annual 
loss. The company’s average collec¬ 
tion period is 41 days, compared to 25 
days for other firms of similar size. 

Under “Financial Debt Manage¬ 
ment”, other peculiarities come into 
view. The company’s liabilities total 
81 per cent of its assets, compared 
to 44.6 per cent for comparable 
firms. “This indicates that the 
business is highly leveraged, and 
probably has a high interest ex¬ 
pense,” the speaker suggested. 
“Without this data, a banker might 
suggest throwing some more 
money into the company.” 

The “Percentage Income State¬ 
ment”, based on the breakout of ex¬ 
penses on the questionnaire, is even 
more helpful in pinpointing the dif¬ 
ficulty. Salaries for route sales/de¬ 
livery employees represent 10.3 per 
cent of sales, compared to an aver¬ 
age of 12.5 per cent for compara¬ 
bly-sized firms. Salaries for owners, 


partners, and officers total only 5.7 
per cent, compared to an average 
7.8 per cent for similar firms. “This 
information shows that recommend¬ 
ing across-the-board staff cuts, or 
advising the owner to take less 
money out of the business, would be 
bad advice,” the speaker observed. 

However, all other salaries repre¬ 
sent 12.1 per cent of sales, compared 
to only 3.2 per cent for the average 
firm of similar size. “This is where 
the owner is in trouble,” Schelter 
reported. “The best advice to give 
would be, ‘Don’t fire a driver — look 
in your office.’ The question is, why 
is his in-house staff four times as ex¬ 
pensive as the average company’s? 
If he claims he needs all those peo¬ 
ple, then he has to do some things 
differently. If he can bring ‘other 
salaries’ into line with the industry 
average, he’ll show a profit.” 

The percentage income state¬ 
ment also shows that vehicle costs 
are rather high (28.1 per cent com¬ 
pared with 23.5 per cent), as are oc¬ 
cupancy expenses (6.8 per cent com¬ 
pared with 4.6 per cent) and general 
and administrative expenses (19.5 
per cent compared to 14.6 per cent). 

Finally, the analysis presents 
sales data. The hypothetical opera¬ 
tion showed a 10.3 per cent sales 
change between 1974 and 1985, com¬ 
pared to 13.9 per cent for the aver¬ 
age firm of comparable volume; 
average invoice amount was $88, 
compared to $54 for similar firms. 
“The rate of sales change is slow, 
and the average invoice is very 
large,” Schelter noted. “These fig¬ 
ures could suggest that high prices 
are retarding growth.” 

BASIS FOR COMPARISON 

Armed with this information, the 
manager can start to plan the 
changes needed to restore profita¬ 
bility. Without access to industry 
averages, Schelter emphasized, it is 
very difficult to examine one’s own 
company and determine whether 
its performance in specific areas is 
good, mediocre, or poor. 

“Participate in the survey,” the 
-speaker urged. “You may like the 
ratios that are used, or you may not; 
if you want others, ask for them. 
Tell NCSA what you think.” 

Industry Insights offers more ad¬ 
vanced services, which it would like 
to sell NCSA, Schelter concluded. 
“One proposal would be to assign 
each of us a permanent number, in 
order to provide a better year-by¬ 
year comparison. They could also 
furnish us with graphs.” 

Hayden concluded by emphasiz¬ 
ing the very modest requirement in 
time needed to complete the survey, 
compared with the value of the in¬ 
formation an operator gets from do¬ 
ing it. 

“You fill out one sheet, and you 
get back three sheets filled with 
data,” he said. “It’s entirely con¬ 
fidential; no one sees your com¬ 
pany’s igures but you. And the re¬ 
port can be good to show your 
banker, or prospective purchasers 
of your company.” 


56. . .VENDING TIMES, September, 1989 



ROST DETAILS NAMA TOOLS TO HELP CIGARETTE VENDORS 


(Continued from Page 4) 
chines for restriction. “Our Govern¬ 
ment Relations Committee, and all 
our executives, represent you on 
Capitol Hill and at the state and 
local levels,” Knupp observed. 

While operators can get the feel¬ 
ing that they are waging a lonely 
struggle for fair treatment, Knupp 
emphasized, “The Tobacco Institute 
reminds us that there’s all kinds of 
interest in the tobacco industry. If 


r 



CLYDE KNUPP 


we want representation, it’s avail¬ 
able; but we must take the bull by 
the horns and become active.” 

The AMOA president thanked 
The American Tobacco Co., Brown 
& Williamson Tobacco Corp., Loril- 
lard Corp., Philip Morris U.S.A., and 
R.J. Reynolds Tobacco Co. for their 
sponsorship of the breakfast. He in¬ 
troduced Anthony E. Parina, Parina 
Enterprises (San Jose, Calif.), who 
chairs AMOA’s Vending Committee, 
to moderate the session. 

”The cigarette vending industry 
has now been placed in the forefront 
of the battle against the anti¬ 
smoking forces,” the second-genera¬ 
tion operator pointed out. “This bat¬ 
tle is being waged at the national, 
state, and local levels. And I’m very 
happy to report that, this year, for 
the first time, we’ve begun to work 
together to solve our problems. 
NAMA, AMOA, TTI, and CVIC are 
cooperating to stem the tide of 
legislation against cigarettes and 
cigarette vending.” 

A strong start has been made in 
coordinating a response to unfair at¬ 
tacks and inequitable legislation, 
Parina stressed. “But more needs to 
be done, and we’ll do it if we keep 
working together with the support 
of our national organizations,” he 
said. 

Parina introduced NAMA presi¬ 
dent Jim Rost, who pointed out that 



JAMES ROST 


he grew up in the tobacco distrib¬ 
uting business. “I went through col¬ 
lege on ‘factory seconds’ and two- 
for-15-cent cigars,” he recalled. 

Rost, a veteran of the vending in¬ 
dustry since 1961, explained thkt 
the National Automatic Merchan¬ 
dising Association has a staff of 23 
full-time employees and maintains 
headquarters in Chicago, Ill. and 
regional offices in the Los Angeles, 
Calif, and Washington, D.C. areas. 
The staff includes five attorneys, 
who work with the association’s af¬ 
filiated State Councils and deal with 
legislative issues. A Board of Direc¬ 
tors, elected by the membership, 
sets policy and provides direction. 

“NAMA is committed to fighting 
restrictions on cigarette vending,” 
the association president emphasiz¬ 
ed. This commitment is of long stan¬ 
ding, dating back to the early 1960s, 
when the first attacks on cigarette 
vending were launched. 

“In 1962, NAMA developed 
‘Operation Alert’, a self-regulation 
program for cigarette vendors to 
restrict the access of minors to 
cigarette vending machines,” Rost 
noted. “Many of you are using this 
program, and it has been very help¬ 
ful in our state and local battles.” 
This has been updated several times 
since its introduction. 


ROST: VENDING DOES NOT 
ENCOURAGE TEEN SMOKING 


In April of last year, the speaker 
continued, NAMA’s Board was ask¬ 
ed for authorization of an extensive 
survey of teenage smoking, with the 
object of determining what role (if 
any) cigarette vending machines 
play. This was granted, and the 
study was conducted by an 
organization of unimpeachable in¬ 
tegrity (see V/T, August 1989). The 
results have been sent to NAMA 
members, and were distributed to 
participants at the CVIC breakfast. 

’’The survey confirms what we 
have stated, over and over again: 
cigarette vending machines are not 
a factor in teenage smoking ,” Rost 
reported. “It’s just not an issue.” 

Only one out of 11 teenagers who 
buy their cigarettes (and only 72 per 
cent of teenagers who smoke 
reported buying cigarettes) ever ob¬ 
tain them from vending machines; 
this works out to about six per cent 
of the total. Of teenagers who buy 
cigarettes, 43 per cent get them 
from convenience stores; 29 per 
cent, from gas stations; 11 per cent, 
from grocery stores; and 6 per cent, 
from drugstores. 

“To attack cigarette vending on 
the grounds that it encourages teen¬ 
age smoking — as the legislation 
proposed by Luken, Atkins, and 
Lautenberg does — is preposterous,” 
Rost reiterated. “It’s just a ‘for- 
show’ effort, and this independent 
survey proves it.” 

The great majority of teenage 
smokers who never buy cigarettes 
from vending machines told the re¬ 
searchers that they do not do so be¬ 
cause the machines are not located 
conveniently for them, and are pric¬ 
ed too high, he added. 

“This survey is available to help 


you defend cigarette vending,” the 
NAMA president said. “It should be 
valuable in state and local battles.” 
The research has already been used 
by NAMA director of government 
affairs director Richard W. Funk in 
testimony before the House of 
Representatives committee that is 
considering the Lukens proposal. 

The association is also continuing 
to work with The Tobacco Institute 
and the Amusement & Music Oper¬ 
ators Association, among other 


organizations, to mobilize operators 
when adverse legislation is intro¬ 
duced, Rost noted. “We mail ‘alerts’ 
to our members and urge them to 
get out and lobby at the local, ‘grass¬ 
roots’ level,” he reported. 

Persuading operators to do this 
— to get in touch with the elected 
officials from their own communi¬ 
ties — is the key to success, the 
speaker emphasized. “A Chicago 
lawyer visiting a New Jersey 
(Continued on Page 74) 


Something’s 
missing at the 

NAMA 

Convention, 

The traditional Friday night Operators 
Reception at the 1989 NAMA Convention 
and Exhibition will not be held this year. 

And that just won't do. 

Since the party has not been organized, 
where will all the operators mix it up? 

We've got the answer. 

National Vendors will sponsor the 
party. All our vending operator friends are 
welcome. Big or small, customer or non¬ 
customer, we look forward to the pleasure 
of your company. 

Your NAMA operator's color-coded 
badge is your invitation to join us for 
light hors d'oeuvres. The bar is open and 
the entertainment is live Chicagoland jazz. 

The place — State of Illinois Center, 
Chicago's newest major attraction 
conveniently located at 100 West 
Randolph Street. Please join us on 
Friday, October 13, 1989 from 6:30 to 
8:00 PM. 

[crane] national vendors 

Because you’re the reason we’re in business, 
our business is to care about you. 
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Cheese, Cajun Sausage, Pastrami & 
Cheese, and Turkey Cream Cheese 
& Chives. Doing the honors for 
Gudrens will be president Lynn 
Dixon, vice-president Brian Petter- 
son, executive sales manager Cindy 
Priest, and sales specialist Mike 
Dixon. 

HAAS BAKING CO. plans to display 
and sample a representative selec¬ 
tion of its vast line of frozen conve¬ 
nience pastries in booth 222. 
Among items featured will be 
Danish pastry, sweet rolls, dough¬ 
nuts, muffins, and cheesecake. A 
special promotion is planned for the 
show. 

H.J. HEINZ CO. will show a selec¬ 
tion of its convenience food and 
single-serve beverages for vending 
in booth 469. Heinz vending experts 
will be on hand to sample the line 
and field operator inquiries. 

HERITAGE WAFERS LTD. will 
showcase its line of creme wafer 
cookies and other snack items in 
booth 253. Staffing the exhibit will 
be specialty foods director Dave 
Greening and sales director Joe 
Domroes. 

HERSHEY CHOCOLATE U.S.A. is 
set to exhibit and sample its com¬ 
plete vendible candy line in booth 
524, including “Hershey’s”, “Reese’s”, 
“Y&S”, “Luden’s”, and “Queen 
Anne” products. Among featured 
items will be Milk Chocolate, Al¬ 
mond, “Krackel”, “Mr. Goodbar”, 
“Whatchamacallit”, “Kit Kat’’, 
“Reese’s”, Licorice, “5th Avenue”, 
“Mellomints” and “Rolo”. Doing the 
honors for Hershey will be mana¬ 
ger, vending & concessions Melinda 
Reese; brands manager, vending & 
concessions Steve Roberts; general 
manager, special markets Tony Ping- 
itore; assistant sales planning 
manager Jim George; Chicago dis¬ 
trict manager Joe Nagle; and Chi¬ 
cago region manager Tim Dunigan. 

HILLS BROS. COFFEE, INC. will 
show and sample its quality coffees 
for vending, manual, and office 
beverage service in booth 220, in¬ 
cluding the “Hills Bros.”, “MJB” and 
“Chase & Sanborn” lines. Playing 
host in the Hills Bros, booth will be 
vice-president Ken Broz, promo¬ 
tions manager Jack Martin, and 
Central zone manager Joe Melone. 

HILLSHIRE FARM and KAHN’S 
division of Sara Lee Corp. plans to 
display and sample its line of conve¬ 
nience foods for vending in booth 
709. The firm’s vending/foodservice 
sales and applications specialists 
will staff the exhibit. 

GEO. A. HORMEL & CO. is set to 
highlight its microwaveable and hot 
canned entrees for vending in booth 
562. Doing the honors for Hormel 
will be associate product manager 
Brent E. Payne. 


ILTACO FOOD PRODUCTS CO. will 
spotlight its single-service pre¬ 
wrapped convenience foods for 
vending in booth 337. Iltaco’s vend¬ 
ing sales experts will be on hand to 
show and sample the line. 

INTERSWEET, INC. will show and 
sample its novel vendible confection 
items in booth 415. At center stage 
will be “Nature’s Wafers” oat bran 
bars, “Wafkies” snacks, “Milk & 
Cookies’’ confections, and “In¬ 
tersweet Wafers”. Staffing the ex¬ 
hibit will be president John Meer- 
baum and vice-president David 
Sabin. Intersweet plans to offer a 
special promotion for orders placed 
at the convention. 

JACOBS SUCHARD will show and 
sample its high-quality vendible 
candies in booth 416. Attending the 
convention to showcase the line will 
be Mike Fisher, vice-president — 
candy & tobacco distribution; Bob 
Whittaker, national convenience 
store manager; and Tim Bryan, 
Central zone manager. A special 
promotion is planned for the show. 

JASPER POPCORN CO. plans to 
spotlight its “Pop’n SNAK” micro- 
wave popcorn in Natural and Butter 
flavors at booth 432. Jasper Pop¬ 
corn vending sales specialists will 
staff the exhibit. 

KEEBLER CO. will highlight 
popular Keebler products in booth 
459. Sharing top billing will be 
“Tribbles’’ mini-cookies, “Tato 
Skins”, and “Wheat & American 
Cracker Sandwiches”. Doing the 
honors for Keebler will be manager 
— C.T.V. Phillip Bremser, group 
marketing manager Mike Perrino, 
and product manager Keith Kauf- 
mann. Special show allowances will 
be offered on orders placed at the 
convention, and a free Chicago T- 
shirt will be awarded with any 
order placed at the show. 

KRONOS-CENTRAL PRODUCTS, 
INC. will spotlight its “Pitastuffs” 
convenience specialty foods in 
booth 466, including Ham & Swiss, 
Pepperoni Pizza, Thcos, and Gyro 
premade sandwiches. Playing host 
at the “Pitastuffs” fete will be Ron 
Guerard, Elaine Werges, John Sep¬ 
sis, Mary Bialas, Bill Poulos, Jerry 
Constantine, and Maria Kalyvas. 

LANCE, INC. is planning to display 
and sample its vendible snacks and 
confections in booth 428, including 
bagged snacks, cookies and 
crackers, candy, and other vend pro¬ 
ducts. Staffing the Lance exhibit 
will be general sales manager Bill 
Hogue, national account manager 
Mike Etheridge, district sales 
manager Jim Ruhling, and branch 
manager John Bombard. 

LEAF, INC. will feature its array of 
popular vendible confections in 
booth 656. In the limelight will be 
“Milk Duds”, “Pay Day”, “Whop¬ 
pers”, “Clark”, “Good & Plenty”, 
“Good ’n’ Fruity’’, “Heath’’, 


“Switzer”, “Chuckles” and “Jolly 
Rancher” candies. Attending the 
show to sample the line and field 
vendor inquiries will be senior vice- 
president — sales Charles Trado, 
vice-president — market develop¬ 
ment Ed Tortoreo, manager — 
vending & concessions Mike Jauch, 
and manager — sales services Ted 
Swierad. 

JAMES P. LINETTE, INC. plans to 
showcase its 1.5-oz. “Betcha Life” 
bar in booth 349. “Betcha Life” is a 
milk-chocolate confection filled 
with creamy peanut butter. Doing 
the honors for James P. Linette will 
be sales vice-president Bob Farley 
and director, vend sales Dick 
Ludwig. 

LITTLE CHARLIES ENTREES is 
set to present its specialty foods for 
vending and manual foodservice in 
booth 319. Featured will be 5-in. 
round single-serve individually- 
wrapped pizza, 11-in. round pizza 
for “sell-by-slice” programs, and 
3-oz. individually-wrapped egg 
rolls. Showcasing the line in the Lit¬ 
tle Charlies booth will be division 
manager Tom Hanson, national 
marketing manager Rodney Naylor, 
national sales manager John Ver- 
kennes, and territory manager 
Michael Gelorme. 

LITTLE LADY FOODS, INC. will 
show and sample its convenience 
pizzas in booth 733. Featured will 
be “Bravissimo!”, “Primero” and 
“Tenero” microwaveable French- 
bread pizzas and “Bravisimo!” 10- 
and 12-in. frozen pizzas. Staffing the 
display to describe profitable vend¬ 
ing and manual pizza programs, in¬ 
cluding “pizza by the slice” mer¬ 
chandising, will be executive vice- 
president, sales & marketing 
George Zerante, and vice-presi¬ 
dents, sales Dan Geocaris and Rich 
Madsen. 

M&M/MARS will display and sam¬ 
ple its most popular confection 
items for vending in booth 720, and 
will describe its programs for 
operators. Doing the honors will be 
national account manager Jeff 
Zierenberg, region sales manager 
Bob Kilijanski, and unit sales 
manager Chuck Welker. 

MARUCHAN, INC. plans to 
spotlight its Oriental noodles in 
booth 328. The line includes 8 
flavors of ramen noodle soup pack¬ 
ed in individual foil-lidded plastic 
cups for easy reconstitution with 
hot water. Showing the line will be 
food service sales manager Dean 
Maropoulos and sales administra¬ 
tion manager Steve Morton. 
Maruchan will conduct a special 
promotion at the show. 

MARYLAND CLUB FOODS, INC. 
will spotlight its hot beverage lines 
in booth 240, including regular and 
decaffeinated coffees, cocoa mix, 
and non-dairy creamer. Staffing the 
Maryland Club exhibit will be direc¬ 
tor, foodservice marketing Ken 


Keller; vice-president, national ac¬ 
counts Tom Cave; and region gener¬ 
al sales manager Jerry Powell. 

McKEE BAKING CO. will exhibit 
and sample its “Little Debbie” line 
of prewrapped snack cakes for 
vending in booth 330. On hand to 
showcase the line will be sales pro¬ 
motion manager Tony Pompelia, 
product manager Don Burton, and 
region manager Keith Kunkel. 

MOTT’S U.S.A. plans to show and 
sample its cold beverages for vend¬ 
ing in booth 221, including “Mott’s” 
fruit juices and “Canada Dry” and 
“Sunkist” drinks. Staffing the 
Mott’s exhibit to field operator in¬ 
quiries will be Mike Rixman, Rich 
Fair, Bob Ellison, Dominick Ciletti, 
Thomas D’Agostino, and Paul 
Trudeau. 

MR. NATURE plans to show and 
sample a variety of vendible mixed 
nuts and dried fruit in booth 308. 
Doing the honors in the Mr. Nature 
booth will be president Sam Tevet 
and national sales manager Sam 
Minter. 

NABISCO BRANDS, INC. Food Ser 
vice Division will showcase its wide 
variety of snacks and foods in booth 
563. On hand to present and sample 
the line will be manager — sales 
promotion & merchandising Dick 
Kessell, vice-president — sales 
John Pool, president — food service 
Bill Tobin, vice-president — mar¬ 
keting Jack Mitchell, group product 
manager Chuck Klemballa, region 
sales manager Bruce Endicott, 
director of sales — national ac¬ 
counts Hank Schlake, and national 
account managers Kathryn Sickling 
and Tim Sullivan. 

NESTLE FOODS CORP. will feature 
its vendible beverages and confec¬ 
tions in booth 401. On display will 
be Nestle candies and Nestle cof¬ 
fees, chocolate, whitener, cold 
drinks, and juices. Doing the honors 
for Nestle will be William J. Caskey, 
John J. Kelly, Jeffrey J. Grindrod, 
Jerry Wilkerson, Michael Villano, 
Ron Parmerlee, Bill Bartell, Richard 
Prezzano, Bill Chaplain, and Jack 
Gramm. 

NEW ENGLAND APPLE, see 
VERYFINE PRODUCTS 

NEW GLARUS FOODS, INC. is 
presenting its vendible meat snacks 
in booth 652. In the spotlight will be 
“Sugar River’’ 1-oz. Wisconsin- 
made Beef Sticks and Authentic 
Pepperoni Sticks. On hand to show 
and sample the line will be director 
of sales & marketing Michael P. 
McDonald and sales representative 
Richard H. Blay. New Glarus Foods 
will conduct a special promotion at 
the show. 

O’BRIEN & CO., INC. will display 
and sample its vendible snacks in 
booth 408, including vendible beef 
sticks, pepperoni-flavored beef 
sticks. O’Brien will introduce a new 
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“Beef Stick & Cheese Stick” at the 
show. Presiding at the introduction 
will be vice-president, sales & 
marketing John O’Brien, vice-presi¬ 
dent, operations Tom O’Brien, and 
national sales manager George 
DePoer. 

OCEAN SPRAY CRANBERRIES, 
INC. is set to showcase its vendible 
juices and juice drinks in booth 
757-758. Staffing the booth to 
describe Ocean Spray’s programs 
for vendors and coffee service 
operators will be national sales 
manager Robert Martinez, national 
sales manager — vending & conve¬ 
nience store Jim Birt, key accounts 
manager — vending Scott Parisio, 
and Ocean Spray sales and market¬ 
ing representatives from all over 
the United States. A variety of 
show specials and National Football 
League-themed premiums will be 
available to showgoers. 

OLD DOMINION PEANUT CORP. 
will show and sample its vendible 
snacks in booth 472, including pea¬ 
nut candy, peanut brittle, and Sun¬ 
flower Bars. On hand to present the 
line will be president T. Brown and 
regional sales manager John White. 

PEARSON CANDY CO. plans to 
spotlight its vendible candies in 
booth 370. On display will be Pear¬ 
son “Peanut Nut Roll”, “Chocolate 
Nut Roll”, and “Mint Pattie”. Staff¬ 
ing the exhibit to show and sample 
the line will be Larry L. Hassler, 
president and chief executive of¬ 
ficer; Debbie Eskens, sales & mar¬ 
keting assistant; Don Wolfgram, 
traffic & distribution manager; and 
regional sales managers Jean 
Sosowski and Frank Kerr. A special 
promotion is planned for the 
convention. 

PEPSI-COLA CO. is set to sample 
its popular soft drinks in booth 624. 
Attending the convention to discuss 
Pepsi-Cola’s vending products and 
programs will be vice-president, na¬ 
tional accounts Ed Backus; national 
account sales managers Ted Hissey, 
Rick Thomas, Trevor Tolleson and 
Tim Ewen; and consultant Bob 
Thomson. 

The PETERSON NUT CO. will show 
and sample its diverse line of nuts 
and nut snacks for vending in booth 
351. Doing the honors for Peterson 
Nut will be director of sales and 
marketing Nicholas R. Chapley. 

PIERRE FROZEN FOODS will 
showcase its specialty convenience 
foods for vending and manual ser¬ 
vice in booth 414. On hand to 
discuss and sample the line will be 
director/sales & marketing Robert 
Naylor, manager/sandwich division 
Jerry Miller, and regional sales 
manager Steve Locke. 

PLANTATION BAKING CO. is set to 
spotlight its growing line of quality 
baked snacks for vending in booth 
528. Among featured items will be 
Brownies, Cookies and Fruit-Filled 
Cookies, and Wafers. Presenting 


the line will be president Mai Kauf¬ 
man, vice-president/marketing & 
sales Les Colclasure, and regional 
sales manager Brooks McComas. 

PLANTERS LIFESAVERS CO. plans 
to exhibit and sample a full line of 
confections and snacks for vending 
in booth 544. At center stage will be 
Planters Lifesavers’ hard roll candy 
and mints, gum, candy bars, cookies, 


filled crackers, nuts, and salted 
snacks. Showing the line will be 
Robert Fulmer, vice-president, 
sales — special markets; David 
Weicht, national accounts manager; 
region sales managers Dennis 
Capraro, George Schobloher, Jim 
David, Phil Baker, and Mike 
McGinn; region account managers 
Mike Cuccia, Art Parker, and Andy 
Eggers; George Smith, vice¬ 


president, sales operations; Larry 
Baumgart, director — marketing; 
and Marion Bateman, sales pro¬ 
gram manager — special markets. 

POGENS FAMILY BAKERY, INC. 
‘ will show and sample its line of Old 
World-quality vendible cookies in 
booth 245. Presenting the Pogens 
cookie array will be national sales 
(Continued on Page 66) 


It’s unwise to pay too much, 
but it’s unwise to pay too little. 
When you pay too much 
you lose a little money, 
that is all. 

When you pay too little, 
you sometimes lose everything,... 


"... because the thing you bought was incapable of doing 
the thing you bought it to do. The common law of business 
balance prohibits paying a little and getting a lot ~ it can t 
be done. If you deal with the lowest bidder , its well to add 
something for the risk you run. And if you do that, you will 
have enough to pay for something better." 

John Ruskin 

(1819-1900) 

dD 

Wisdom is timeless. ROUTES AIL is one word of wisdom 
that will increase your bottom-line. After all, more profit is 
the goal of every business decision you make. RouteSail® 
Systems will provide you with the methods to pinpoint 
inefficiencies in your business, to improve the flow of your 
day to day operations, and to increase your profits. 

Attend one of the presentations of the new 1990 RouteSail® 
product line held in conjunction with the NAMA Exhibit in 
Chicago. 


Presentations will be held Friday, October 13 and Saturday, 
October 14, at 10:15 a.m.. Room L-14 at McCormick Place 
North. Or, call us to find a system sized specifically for your 
business. We’ll provide you with a successful solution to 
your management needs, unparalleled support, and the best 
value around. 

Examine RouteSail and prove to yourself that our systems 
can keep your business plan on the "wise" track. 

® 

RouteSail Systems 

428 South Perry Street 
Montgomery, AL 36104 
(205)262-5855 

ROUTESAIL® is a registered trademark of 
Validata Computer and Research Corporation, 
Montgomery, Alabama. 


VISIT OUR BOOTH AT NAMA, #534! 
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(Continued from Page 65) 
manager Kathy O’Brien, Southeast 
regional sales manager Mark Hunt, 
and Northeast regional sales 
manager Thea Thanas. 

PROGRESSIVE FOODS, INC. will 
highlight its “Cheryl Lyn” line of 
vendible snack items in booth 407. 
On display will be 3-oz. Pecan and 
Coconut Pies, 3-oz. Apple, Peach, 
and Cherry Turnovers, as well as 
Brownies, Blueberry Muffins, and 
Pound Cakes. Among featured 
items will be “Dip Sticks”, dough¬ 
nut-type cakes in Sugar Glaze, 
Chocolate Glaze, Lemon Glaze, and 
Cinnamon Glaze styles. “Cheryl 
Lyn” snacks are individually wrap¬ 
ped and designed for vending. Staff¬ 
ing the Progressive Foods booth 
will be sales manager Randy L. 
Keathley and regional sales 
manager Charles H. Sligh. 

PROVESTA CORP. is set to present 
its “Meal-On-The-Go” Food Bars in 
booth 348. Designed for today’s 
health-conscious, on-the-go lifestyle, 
“Meal-On-The-Go” bars are made 
with “good-for-you” ingredients, 
low in sodium, and cholesterol-free, 
according to Provesta. Doing the 
honors in the Provesta exhibit will 
be marketing vice-president Dave 
Dreisker, customer service repre¬ 
sentatives Judy Johnson and 
Rosemary Derstler, and marketing 
director — consumer products 
Earnest McNickle. 

PURE’S/DOUBEK COOKIE CO., 
INC. will show and sample its vendi¬ 
ble cookies in booth 468. The com¬ 
pany’s vending specialists will staff 
the exhibit. 


QUAKER OATS Foodservice Divi¬ 
sion will show products aimed at 
four vending segments in booth 559. 
On display will be “Gatorade” thirst 
quencher, coffees and related hot- 
beverage items under the “Con¬ 
tinental Coffee” label, “Quaker 
Chewy Granola Bars”, and the com¬ 
pany’s Instant Oatmeal and Ready- 
To-Eat Cereal. Company represen¬ 
tatives will also describe other 
Quaker Foodservice convenience 
items with vending and manual 
feeding applications. Doing the hon¬ 
ors will be Walt Van Benthuysen 
(Richardson/Ardmore); Bob Schnei¬ 
der, Dan Harrison, and Dale Trem¬ 
blay (Quaker Sales); Leslie Steller 
and Marguerite Davis, Gatorade; 
and Jim Bankard, Stan Kaplan, Joe 
Sammarco and Jerry Mangano 
(Continental Coffee). 

REAL FOODS of LEE, INC. plans to 
display its vendible snack foods in 
booth 450. In the spotlight will be 
Real Foods vend popcorn, tortillas, 
and potato chips, formulated with 
all-natural products and containing 
no preservatives or other additives. 
On hand to show and sample the 
line will be chief executive officer 
Samuel J. Wornom III, president 
Charles F. Marvin, and vice-presi¬ 
dent Jane E. Rosser. Operators 
placing orders at the show will 
qualify for one case free with ten 
cases ordered. 

REAL FRESH, INC. will exhibit its 
shelf-stable ultrapasteurized and 
aseptically-packaged specialized 
snacks, desserts and beverages in 
booth 409. The firm’s vending 
specialists will attend the show to 
describe and sample the line. 


REYNALDO S MEXICAN FOOD CO. 
will highlight its frozen pre¬ 
wrapped single-service convenience 
vending products in booth 251. 
Reynaldo’s vending sales experts 
will be on hand to field inquiries 
and sample the line. 

ROYAL CROWN COLA CO. plans to 
sample its popular regular and diet 
soft drinks from booth 732. RC 
vending beverage experts will staff 
the exhibit. 

RUDY’S FARMS, see SARA LEE/ 
SAUSAGE DIVISION 

RUIZ FOOD PRODUCTS INC. will 
show and sample its lines of authen¬ 
tic, premium-quality Mexican spe¬ 
cialty foods for vending and manual 
feeding operations in booth 773. Do¬ 
ing the honors for Ruiz will be vice- 
president of sales and marketing 
Jay Wodarck, marketing manager 
— Foodservice Division Kimberly 
Beck, and district sales manager — 
Foodservice Division Suzanne Gor¬ 
man. Ruiz plans to conduct a special 
promotion at the show. 

SANDOZ NUTRITION is set to show 
its youth-oriented vendible snacks 
in booth 264. Sandoz vending sales 
specialists will staff the exhibit. 

SARA LEE SAUSAGE DIVISION 
will show and sample its conve¬ 
nience sausage products, including 
biscuit sandwiches, in booth 705. 
Attending the show to display the 
line will be sales managers Percy 
Young, David Rapp, and Ramiro 
Muralles. 

SAVANNAH FOODS & INDUS¬ 
TRIES, INC. is planning to show its 
foodservice “Dixie Crystals” sugar 
in a wide variety of package for¬ 
mats in booth 672. Staffing the 
Savannah booth will be vice-presi¬ 
dent, foodservice Jim Kelley; vice- 
president, sales Bob Madison; na¬ 
tional accounts sales manager 
Frank Durkin; and regional sales 
managers Joe Russell and Ben 
Oxnard III. 

SHASTA BEVERAGES will exhibit 
and sample its vendible beverages 
in Booth 339. Doing the honors will 
be region managers Carroll Nelson 
(Mid-West), Shane Jarvis (West 
Central), Bill Kennedy (Eastern), 
and Charlie Maler (Southern). 

SHERWOOD BRANDS, INC. plans 
to show and sample its vendible 
confections in booth 463, including 
“Ruger Wafers”, “Elana” chocolates, 
and “Fruit Burst” candy. Attending 
the show to present the line will be 
vice-president Amir Frydman and 
national sales manager Fred 
Barnett. A special promotion is 
planned for the convention. 

SNYDERS of HANOVER INC. is set 
to exhibit and sample its vendible 
snacks in booth 742. Available for 
operator delectation will be Potato 
Chips, Tortilla Chips, Pretzels, Pop¬ 
corn, Cheese Twists and Fries, and 


Corn Chips. Staffing the Snyders of 
Hanover booth will be director of 
sales Rodney Schnurr and regional 
sales managers Mitch Stoner and 
George Bittner. 

SOUTHERN KITCHENS, INC. will 
be exhibiting its line of frozen “fast 
food” items in booth 215. The 
Southland line is especially design¬ 
ed for vending, and includes sand¬ 
wiches, burritos, and grilled sand¬ 
wiches. Representing the company 
will be president Phillip Crowley 
and national sales manager Greg 
Grand. 

SOUTHLAND FOOD SERVICE will 
showcase its extensive variety of 
convenience foods and snacks in 
booth 662. On display will be a selec¬ 
tion of Southland’s convenience 
sandwiches, pizza, burritos, and 
cakes. Staffing the Southland ex¬ 
hibit will be national sales manager 
Steve Ratliff, national training 
manager Frank Barham, marketing 
manager Lorraine Kudla, national 
customer service manager Nancy 
Hebert, director of sales Dave 
Nicklau, and region sales managers 
Ed Larsen (Southeast), Bruce 
Stewart (Southwest), Will Childe 
(Northeast), Jerry Richards 
(Midwest), and Jim Pritchard (West 
Coast). Southland plans to host a 
hospitality suite at the Hyatt Hotel 
on Friday, October 13th. 

SPARRER SAUSAGE CO., INC. 
plans to unveil a variety of meat 
items for vending and foodservice 
in booth 457, including non¬ 
refrigerated meat snacks and 
refrigerated bulk-slicing luncheon 
meats. Representing Sparrer will 
be Duane Dudek, Michael Ham- 
mersley, and Mark Miller. The com¬ 
pany will offer an introductory pro¬ 
motion for new customers at the 
show. 

STAGI & SCRIVEN FARMS INC. is 
set to display and sample a wide 
variety of natural snacks in booth 
668. Featured will be “Jumbo 
California” Seed Snacks (Sunflower 
Seeds, Sunflower Kernels, and Pum¬ 
pkin Seeds), as well as “Sun-Maid” 
Raisins and “Raisin Crunch” and 
“Arroyo Seco” gourmet-quality 
fruits, nuts, and mixes. Doing the 
honors for Stagi & Scriven will be 
president Doyle Prueitt, national 
sales manager Bob Mullen, and 
regional sales managers Stan 
Callon (Eastern) and Tom Barron 
(South Central). The firm plans to 
conduct a special promotion at the 
convention. 

STANDARD CANDY CO. will show 
and sample its “Goo Goo Babies” 
vendible confections in booth 739. 
Presenting the line will be vice- 
president David T. Pitt and regional 
manager Jeff Stites. Standard Can¬ 
dy will sponsor a special promotion 
at the show. 

STORCK U.S.A., L.P. plans to dis¬ 
play and sample its candies for 
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DATALOGGER! 
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• Significantly Reduces 
Key Punch Time. 
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WHAT DO DATALOGGER USERS SAY? 


“The Datalogger System provides tighter controls than any 
other available system while also reducing paperwork • 
now that’s innovation!” 

Thomas E. Houseknecht, President, Loose Ends Vending 
Batavia, New York 

“ Before getting the Datalogger System we were always two 
weeks behlnd-now we’re current. Ourdrlvers really llkethe 
professional image and ease of operation.” 

John Burns Accountant, LC. Vending San Antonio, Texas 
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ACI Acquires Service America Renovation Center 
In Charlotte, N.C.; Hails Major Expansion Move 

CHARLOTTE, N.C. — Automatic share of ACI’s business is generated 
Choice, Inc., a leading distributor of in the Northeast, but the benefits to 
reconditioned and “as-is” vending be derived from the new Charlotte 
equipment, has acquired Service production center will be shared by 


GREAT TRADITION: Celebrating the 
opening of Automatic Choice's new re¬ 
novation facilities in Charlotte, NC are 
Bob and Joe Loparco (above, from left) 
and (from left, below) operations mana¬ 
ger Jim Rebol, service manager Grover 
Kent, parts manager Buddy Helms, and 
general manager Hal Bittleman. ACI ac¬ 
quired the plant from Service America, 


America Corp.’s Renovation Center 
here. The 40,000-square-foot facility 
was originally designed by The 
Macke Co., and began operation in 
1975. 

Automatic Choice, headquartered 
in Waterbury, Conn., had been plan¬ 
ning to move its primary production 


the company’s customers through¬ 
out the United States. 

Automatic Choice can be con¬ 
tacted by calling the Connecticut 
administrative office at (800) 
345-7540 or the new Charlotte reno¬ 
vation center at (800) 345-7548. 


and retained the experienced vending 
machine refurbishing staff. The 40,000- 
sq.-ft. plant, established by The Macke 
Co. in 1975, will allow ACI to increase 
throughput and enhance service to cli¬ 
ents in the Southeast and nationwide. 
The firm will maintain its headquarters 
and present facilities in Connecticut. 



facility to the Southeast, reports 
ACI’s Joe Loparco. “The opportuni¬ 
ty to do so in such a spectacular 
fashion far exceeded our wildest ex¬ 
pectations,’’ he told V/T. 

His partner, Bob Loparco, ex¬ 
plained that ACI’s management 
team had first considered the pros¬ 
pect of acquiring the state-of-the-art 
Renovation Center last May. “We 
were struck by two major factors,’’ 
he recalls. “One, the quality of the 
system; and, two, the character of 
the people responsible for imple¬ 
menting it. 

“We knew that the first would be 
of little use without the second,’’ he 
continued. “And so we feel that our 
greatest accomplishment is the 
overwhelming support we’ve re¬ 
ceived from the group of former 
Service America employees who 
have joined us. Without their com¬ 
mitment, we never would have pro¬ 
ceeded beyond the talking stage.’’ 

GEOGRAPHIC EXPANSION 

ACI plans to keep its administra¬ 
tive offices in Waterbury, under the 
direction of Joe Loparco, and 
distribution (as well as certain reno¬ 
vation services) will continue to be 
handled by the firm’s 15,000-square- 
foot establishment there. Bob Lo¬ 
parco has relocated to Charlotte to 
oversee production at the new plant, 
with the able assistance of general 
manager Hal Bittleman and opera¬ 
tions manager Jim Rebol. 

“Since Service America has long 
been one of our principal suppliers, 
we were very fortunate to have 
established a trusted relationship 
with Hal and Jim,’’ Bob Loparco 
noted. “We’ve worked with them, 
we’ve admired their professionalism 
— and we’re proud to have them 
with us. They were certainly instru¬ 
mental in putting the rest of the 
staff together, and the resultant 
continuity enabled us to be produc¬ 
tive from Day One.’’ 

Joe Loparco added that the lion’s 



INFRASTRUCTURE: Large, well-or¬ 
ganized parts department is part of the 
vending equipment renovation center 
acquired by Automatic Choice, I nc. from 
Service America. The40,000-sq.-ft. facil¬ 
ity, in Charlotte, NC, will continue to 
operate with its existing staff, under the 
general direction of ACI's Bob Loparco. 


The Performance-Engineered Power Hand Truck 



Power Tailgate 


Stair Climber 


4 Wheel Dolly 


ULTRA LIFT supplies the power — so you don't have to. One person 
can move most vending machines, even up or down stairs. Two persons 
can move any machine. If vendors are your loads, ULTRA LIFT is 
the best move you'll ever make! 


DEPENDABILITY 

Expert engineering and workmanship ensure 
that Ultra Lift will meet tough on-the-job 
requirements, year after year. Aircraft alum¬ 
inum structure provides strength with sub¬ 
stantial weight reduction. 

REDUCED LABOR COST 

Saving one person pays for the Ultra Lift in one 
month. Save two?? 

PROFITS 

Reduces labor costs, injuries, and damaged 
equipment. Increases profits. 


VERSATILITY 

Lightweight and maneuverable. Handles 
loads to 1500 pounds on or off trucks, up or 
down stairs, into or out of buildings, over 
curbs and thresholds and under low doorways. 

ENDS DAMAGED EQUIPMENT 

Ultra Lift power provides control of the load for 
precision handling and placement. 

OPERATOR SAFETY 

The operator is always in control, always 
above the load. Ultra Lift reduces fatigue and 
injuries. 


NAMA ‘89 
BOOTH #741 


For literature, demonstration or video tapes, write or call: 

ULTRA LIFT CORPORATION 

17 Tillman Avenue, San Jose, CA 95126 
(408) 287-9400 FAX (408) 297-1199 
U.S. PATENT 4,570,953 


InterBev ‘89 
BOOTH #3248 
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(Continued from Page 66) 
vending in booth 311. In the spot- 
ight will be “Toffifay”, “Werther’s 
Original”, and “Bun” Bars. Doing 
the honors for Storck will be presi¬ 
dent and chief executive officer 
Richard R. Harshman, marketing 
manger/domestic items Bruce 
Tincknell, marketing manager/im¬ 
ported items Leslie Sass, and sales 
managers Oliver Connolly (East) 
and John Harris (South). A special 
promotion will be available to oper¬ 
ators attending the convention. 

STROH FOODS, INC. plans to ex¬ 
hibit its specialty products for 
vending in booth 438. Representing 
the company will be regional mana¬ 
gers Tim Laird, Tom Leach, and 
Mike Todish. 

SUNMARK, INC. Special Markets is 
set to show and sample its broad 
assortment of vendible snacks and 
confections in booth 219. In the 
spotlight will be “David” Sunflower 
Seeds, Sunflower Kernels, and 
Pumpkin Seeds; “Sunsnax” Peanut 
Roll and Peanut Butter Log; and 
bite-size “Tangy Taffy”, “Zaps”, 
“SweeTarts”, “Spree”, “Gobstop- 
pers”, “Nerds”, and “Fruit Runts”. 
Doing the honors for Sunmark Spe¬ 
cial Markets will be vice-president, 
sales and marketing Jim Street; 
sales manager Harvey Keller; and 


IDAHO FALLS, Iowa —New from 
Ricks-Brooks Inc. is the “Series 
100-B” battery-powered coin drop 
and collection tracking system, 
designed for coin-operated equip¬ 
ment without access to external 
power sources. 

According to the manufacturer, 
the unit was developed to meet the 
need for a customer-friendly elec¬ 
tronic pricing/credit system that can 
be installed in mechanical vending 
equipment, and that will provide 
the transaction accounting features 
expected of a modern coinage sys¬ 
tem. It is expected to find strongest 
initial use in snack machines target¬ 
ed at compact, high-traffic areas. 

The device is programmed by 
using DIP switches to set vend 
prices and select the coins to be ac¬ 
cepted. The coin drop does not use 
magnets nor mechanical “sizing” for 
validation, nor does it require photo¬ 
cells. It can be programmed to ac- 



RBI "100-B" COIN-DROP SYSTEM 
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sales administrator Linda 
O’Donnell. 

SUNSHINE BISCUITS INC. will ex 
hibit its vendible snacks in booth 
763, including cookies and salted 
items. Staffing the booth will be 
vice-president Joseph Taranto, na¬ 
tional sales manager Roger 
Chambers, and director of market¬ 
ing Joseph C. Senft. A special pro¬ 
motion is planned for the show. 

SUPERIOR COFFEE & FOODS CO. 
will show and sample a diverse ar¬ 
ray of hot-beverage items in booth 
701. Featured will be Superior’s 
whole-bean, ground roast, and 
freeze-dried coffees, “Kayo” brand 
regular and “lite” hot chocolate, 
non-dairy creamer, soups, and in¬ 
stant tea for vending, as well as full 
line of products for the office coffee 
service market. On hand to show¬ 
case the line will be vice-president 
of marketing John Hughes, director 
of route sales (West) Elliot Katz, 
OCS/Vend/C-Store Division Mana¬ 
ger Jack Klein, general manager 
(Chicago/Indiana Region) Shelly 
Kolber, director of sales (North) 
Stan Kurth, and marketing man¬ 
ager — OCS/Vend Mike North. Also 
creative & marketing services 
manager Eileen Podkulski, vice- 
president of route sales Tom 
Rehmus, director of distributor 


cept U.S. and/or Canadian nickels, 
dimes, quarters, and dollar coins (in¬ 
cluding the eleven-sided Canadian 
“Loon” dollar). Tokens and foreign 
coins can also be accommodated, as 
the operator may require. 

A large liquid crystal display 
shows the vend price to the custo¬ 
mer, and a variety of features make 
life easier for the operator as well. It 
cannot be jammed by slugs or in¬ 
valid coins, and it incorporates a 
transaction memory that records all 
the coins that are accepted and 
dropped into the vault, as well as all 
vends. A portable data reader is 
available, which may be used by 
route drivers or supervisory per¬ 
sonnel to collect the information 
from units in the field for upload to 
an office computer. The data in¬ 
cludes location code, machine num¬ 
ber, time, date, collector code, and 
amount of coins handled; product in¬ 
ventory and maintenance functions 
can also be included. 

The “Series 100-B” can increase 
operator revenues by insuring ac¬ 
curate collections, notes Barry 
Brooks of RBI. Beyond mechanical 
snack machines, the device has ap¬ 
plications for cigarette venders, 
coin-operated pool tables, and even 
newspaper vending machines. RBI 
can program the system to activate 
any vending machine function, 
Brooks adds, and the company is 
prepared to supply suitably-pro¬ 
grammed data-readers, software, 
and service to end-user operators. 

Information may be had from RBI 
at RO. Box 3300, Idaho Falls, Idaho 
83403, tel. (208) 522-2300. 


sales Dennis Riley, OCS/vend 
manager (North) Leon Schneider, 
account executive — OCS/vend 
Dick Steiner, OCS/vend manager 
(South) Clyde Stickels, and general 
manager (East Central Region) 
Buddy Wagoner. Superior will offer 
a free “Kayo” sweatshirt or attrac¬ 
tive stuffed animal with each 
30-case at-show order. 

TASTY FINE FOODS will introduce 
its novel snack line to the vending 
trade in booth 271. On display will 
be “Monster Munchkins”, “Pizza 
Wheels”, “Bacon Crunchies” and 
“Cheese Puffs”. Representing the 
company will be president John 
Gamuranes, vice-president of sales 
& marketing Steve Perry, and re¬ 
gional manager Jerry Shepardson. 

TENNESSEE PRIDE SAUSAGE CO. 
will show and sample its conve¬ 
nience foods for vending and man¬ 
ual service in booth 329. In the spot¬ 
light will be microwaveable sand¬ 
wiches and fully-cooked sausage 
links and patties. On hand to pre¬ 
sent the line will be national ac¬ 
counts sales manager Tom 
Brackett. 

THREE STAR PRODUCTS will 
show and sample its line of natural 
snacks for vending in booth 753. 
The company’s vending sales speci¬ 
alists will staff the exhibit. 

TRAILS BEST MEAT SNACK 
/Huisken Meats plans to roll out its 
vendible delicacies in booth 373. At 
center stage will be “Trail’s Best” of 
“Ham-N-Cheese” and “Beef-N- 
Cheese” combination snack packs 
for vending. Showcasing the line 
will be sales manager Kent D. 
Huisken, region managers Larry N. 
Roth, Marilyn Schutz, R. John Line 
and Jerry Turner, and marketing 
assistant Mike Aman. Show-special 
discount pricing will be offered to 
vendors at the convention. 

TRIPP BAKERS, INC. is set to show 
and sample its vendible baked 
goods in booth 270. In the limelight 
will be Tripp Bakers’ Pound Cake 
Slices, individually-wrapped Coffee 
Cakes, and Muffins. Doing the 
honors will be sales manager Max 
Hensley and vending specialist 
Harvey Greenwood. Tripp plans to 
conduct a special promotion at the 
convention. 

TROPICANA PRODUCTS INC. will 
display and sample its well-known 
cold beverages in booth 244. 
Featured will be Tropicana fruit 
juices and juice beverages, in glass 
packaging, as well as pure premium 
orange juice in 6- and 10-oz. cartons. 
Representing Tropicana will be 
director of general sales Bud Ryan, 
national sales manager — foodser- 
vice Pete Smith, national accounts 
manager Chip Pattison, and re¬ 
gional managers Larry Levine 
(Northeast) and Carol Totaro 
(Midwest). 

UNIVERSAL INDUSTRIES will 
premiere its “Mac-Apple” 


beverages in booth 664, and will 
feature “Sqwincher” electrolyte 
drink. The “Mac-Apple” line of fruit 
juice drinks, and “Sqwincher”, are 
available in fountain-syrup form for 
post-mix cup vending; “Sqwincher” 
is also offered in 12-oz. cans and 
8.4-oz. aseptic packages. Spotlight¬ 
ing the line will be national sales 
coordinator Monte Martin and divi¬ 
sion sales manager Brian Crowe. 

USHER CANDY CO. will show and 
sample its vendible candies in booth 
670. The company’s vending sales 
specialists will be on hand to repre¬ 
sent the line. 

VENPRO, INC. will feature its 
popular vendible snack items in 
booth 233, and will describe its in¬ 
novative incentive programs for 
operator customers. Doing the 
honors for Venpro will be president 
Peter C. West, director of export 
Barry Goldgrasser, and executive 
vice-president — sales and market¬ 
ing Amron Wick. 

VERYFINE PRODUCTS, INC. Vend 
ing Division will exhibit its vendi¬ 
ble juices and juice drinks in booth 
612, and will describe its programs 
for operators. On display will be 
“Veryfine” juices and juice drinks in 
10-oz. and 16-oz. “Plasti-Shield” bot¬ 
tles and 11.5-oz. aluminum cans. 
Attending the show to sample the 
product will be vice-president sales, 
vending Dennis Dakin; national 
field sales manager Lee Rosen- 
zweig; national account manager 
Tim Battaglia; and zone manager 
(Southern) Dennis Thornton. 

WAGNER EXCELLO FOOD PRO¬ 
DUCTS, INC. will show and sample 
its post-mix vending juice drinks in 
booth 350. Representing the com¬ 
pany to describe the role of juice- 
based products in cold cup vending 
will be division sales manager Sue 
Chapman and president Jim 
Garden. 

WEAVER POPCORN CO., INC. will 
display and sample its microwave 
popcorn for vending in booth 568. 
Representing Weaver at the con¬ 
vention will be sales manager Hal 
Taylor and regional managers Mike 
Packer and Drew Klepper. A special 
promotion is planned for the show. 

WM. WRIGLEY JR. CO. is set to ex 
hibit and sample its famous chew¬ 
ing gums in vend packaging in 
booth 344. Attending the conven¬ 
tion to field operator questions will 
be national accounts manager John 
Kroyer, area sales manager Paul 
Iannarone, and regional sales man¬ 
ager James Koltuniak. 

ZARTIC INC. will spotlight its con¬ 
venience foods in booth 263. On 
display will be Zartic’s portion- 
control meats (beef, poultry, pork, 
and veal) as well as beef specialties, 
pre-wrapped sandwiches, steaks, 
and French toast. Doing the honors 
for Zartic will be president James 
E. Mauer and national sales man¬ 
ager Bryant Riesenberg. 


RBI Premieres Battery-Operated Coin Mechanism 
With Electronic Data Collection Capabilities 



Automatic Choice, Inc. 

Proudly Announces 
The Acquisition 
of 

Service America Corporation’s 

Vending Machine Renovation Center 

in 

Charlotte, North Carolina 


Automatic Choice Inc. is a nationally recognized leader in the 
distribution of reconditioned and as-is vending machines. 


The 40,000 square foot renovation facility will be managed by 
Bob Loparco. The company’s administrative offices and North¬ 
east distribution center will remain in Waterbury, CT under 
the direction of Joe Loparco. 



567-1 South Leonard Street 
Waterbury, CT 06706 

800 - 345-7540 



3000 Planters Place 
Charlotte, NC 28216 

800 - 345-7548 










NEW DIMENSION: Now available from 
Micro Manufacturing are these bill chan¬ 
gers, the "MBC 400SL" (left) and "MBC 
2000". Equipped with Mars Electronics 
$1 validator and $400 bill stacker, they 
are supplied with factory-key-controlled 
Medeco locks, robust 3-point locking 
mechanisms, and cabinets with double- 
rolled, folded edges to prevent forced 
entry. Payout is effected by an award¬ 
winning Coin Controls coin hopper, and 
the units are controlled by field-proven 
electronic circuits featuring comprehen¬ 
sive self-diagnostics. Options include 
changer stands and a Rowe International 
dollar bill validator. Micro changers are 
covered by a 1-year limited warranty. 


Asahi Seiko USA Debuts Diverse Coinage Systems 


LAS VEGAS, Nev. — On display 
at the 1989 National Automatic Mer-' 
chandising Association trade show 
in Chicago will be a wide variety of 
coin-handling equipment from 
Asahi Seiko USA. The line was 
previewed at the recent Amuse¬ 
ment and Music Operators Associa¬ 
tion exposition. 

The line includes “coin selectors”, 
single- and dual-coin mechanical and 
single- and multiple-coin electronic 
coin validators/slug rejectors in a 
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The American Tobacco Company periodically offers promotional, advertising, merchandising and display programs on proportionately equal terms to all 
retailers, including operators of vending machines, regardless of size. For further details contact: Sales Administration, The American Tobacco Company, Six 
Stamford Forum, PO. Box 10380, Stamford, Connecticut 06904-2380. 


range of styles to meet a broad spec¬ 
trum of vending and related applica¬ 
tions. Matching coin doors, primari¬ 
ly designed for use on games, are 
available for these. 

Asahi Seiko also produces an ar¬ 
ray of bulk-coin hoppers, payout 
mechanisms, and escrow units, as 
well as a proximity sensor designed 
to count coins being paid out. 

Among novel devices in the Asahi 
Seiko line are a currency dispenser, 
which can pay out a specified num¬ 
ber of banknotes in response to ex¬ 
ternal signals; it can hold up to 1,000 
dollar bills. The company also 
markets a card dispenser and a 
system for metering and dispensing 
postage stamps. 

An electronic “coin board” con¬ 
troller, designed to work with most 
Asahi-Seiko front-style mechs, and a 
comprehensive assortment of 
mounting hardware, parts, and ac¬ 
cessories complete the line. 

Information on Asahi Seiko pro¬ 
ducts for the coin industries may be 
had from the company at 4029 South 
Industrial Road, Las Vegas, Nev. 
89103, tel. (702) 794-2920. 



U.S. ROLLOUT: Hosting debut of Asahi 
Seiko coin and currency handling equip¬ 
ment are (from left) John Kamano, Chris 
Abe, and Rick Mines. Introduction took 
place at recent Amusement & Music Op¬ 
erators Association 1989 Exposition. 



THEN AND NOW: Paul Herbord (left, 
above) attended his first vending conven¬ 
tion in 1964, at the age of 5 months, and 
has been going ever since. The son of 
William (Bill) Herbord, who now heads 
Paragon Distributing (Mountlake Ter¬ 
race, WA), Paul worked for Royal Ser¬ 
vice (Seattle) while a student at Seattle 
University, and joined Paragon in his 
junior year. He is now a full-fledged 
member of the Paragon team, and is 
looking forward to the 1989 NAMA 
convention, 25 years after his first. 
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■ SAFEGUARD self-locking boxes 
guarantee that all money collected 
reaches your counting room. 


■ SAFEGUARD has a coin box for every 
type of vending machine, available for 
immedate delivery. 


■ SAFEGUARD exclusive all metal con¬ 
struction does not wear out, can not be 
slit and will not cause a costly jam up. 


SAFEGUARD assures that every coin 
dropped in the machine reaches the 
counting room. 



SAFEGUARD coin boxes are equipped with our exclusive bracket that provides 
the option of using a patented break-away seal for double protection... 


GREENWALD INDUSTRIES. 

For over 35 years building quality coin meter 
systems for Laundry, Vending, Billiards, 
Amusements, and other Coin-Op applications. 



VERTICAL 5 

Pricing to $1.25 
Nickels - Dimes - Quarters 


O. 5'. 10'. 15'. 20', 25'. 30'. 35'. 40', 50', 
55', 60', 65'. 70', 75'. 80'. 85', 90'. 95', 
$1.00, $1.05, $1.10, $1.25. 


VERTICAL 8 

Pricing to $2.00 
Dimes - Quarters 


New RIM .900" TOKEN 

For use in the Vertical 8 coin chute, 
excludes all other standard tokens. 


0, 10', 20', 25', 35', 45', 50', 60', 70' 
75', 85', 95', $1.00, $1.10, $1.20, $1.25 
$1.35, $1.45, $1.50, $1.60, $1.70, $1.75 
$1.85, $2.00. 


OTHER IV AI COIN METER PRODUCTS 



DUAL CORONET 

QUARTER - QUARTER 
ACCEPTOR 


Single quarter acceptor also 
available. Optical or mechanical 
coin switches. 



FULL LINE OF j CORONET 

COMPLETE METERS QUARTER ACCEPTOR 

Also, slide and knob models. Fits standard opening. 



GREENWALD INDUSTRIES INC 


1340 METROPOLITAN AVENUE BROOKLYN, NEW YORK 11237 1194 


Telephone: (718) 821-9000 
Toll Free: 1-800-221-0982 
Fax No. 718-417-7412 



























by VICTOR LAVAY 

Executive Publisher 


Revenues of Loews Corp. for 1988 increased to $10.9 billion from $9.3 
billion the previous year. Net income amounted to $908.5 million, or 
$11.94 per share, compared to earnings of $696.2 million, or $8.92 per 
share, in 1987. 

Loews’ divisions include cigarettes (Lorillard), insurance (CNA Finan¬ 
cial Corp.), hotels (Loews Hotels Holding Corp.), watches (Bulova Corp.) 
and oil tankers (Majestic Shipping Corp.). Loews also has an approximate¬ 
ly 25% interest in CBS. 

Lorillard posted record profit in 1988 and maintained its market share 
in the cigarette industry. While total industry sales declined by 2.1% 
from 1987, Lorillard unit volume declined slightly less. However, Loril¬ 
lard remained the only manufacturer not involved in the production of 
low margin reduced-price products. As a result, Lorillard’s share of mar¬ 
ket in relation to full-price cigarette brands rose to 9.3%. 

Its Newport brand continued an impressive growth, and became the 
fifth largest selling brand in the country. In the spring of 1988, Newport 
Stripes Menthol 100’s Box and Newport Stirpes Non-Menthol 100’s Box 
were introduced into approximately 50% of the United States, extending 
this cigarette franchise to 12 different packings. According to a spokes¬ 
man, “Consumer acceptance to date has been very favorable.” 

The Kent franchise maintained its 2.4% share of the market in 1988. It 
benefitted from an advertising campaign that utilized striking visual art. 

A new advertising campaign was also launched for True , and sales re¬ 
mained relatively stable. “Consumer acceptance of the new silver packag¬ 
ing has been very positive,” the spokesman noted. 

“Lorillard’s new product development team remains active in explor¬ 
ing new product opportunities and in improving current products to capi¬ 
talize on consumer preferences,” he reported. 

In April, 1988, Lorillard announced the sale of its chewing tobacco and 
little cigar brands to the National Tobacco Co., L.R for approximately 
$67.7 million. Included in the sale were manufacturing facilities in Louis¬ 
ville, Kv., and storage facilities in Wisconsin. 

The cigarette manufacturing processing facilities in Greensboro, N.C. 
and Danville, Va. continued to be modernized for efficient production of 
top quality products. 

“The tobacco industry will face continuing legislative and regulatory 
challenges with the new Congress, as well as continued pressure from 
anti-tobacco groups,” the spokesman predicted. 

Lorillard officials remain actively involved in efforts to maintain bal¬ 
ance and reason in the debates concerning tobacco. “We continue to en¬ 
courage our employees, shareholders and customers to express their 
views on tobacco-related matters to elected and appointed officials. Such 
expressions are an effective means of communicating important interests 
concerning our comapny, and will help us avoid unwarranted restrictive 
legislation,” he stated. 

Property and casualty life insurance divisions, operating as separate 
entities, are wholly-owned subsidiaries of CNA Financial Corp. Assets of 
CNA totaled $22.9 billion at the end of 1988, compared to $6.7 billion at 
the end of 1987. Net income was up 39%, revenues rose 15%, investment 
income was up 14%, and book value per common share was up 18%. All 
of these were historic highs for CNA. 

CNA is the number one insurer in commercial affiliation marketing 
and in architects and engineers professional liability, second in federal 
health insurance programs, and third in medical malpractice. 
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Marriott Profit, Growth In Foods Management 
Reflect New Accounts And High Account Retention 


WASHINGTON - Sales of Mar¬ 
riott Corp. for its second quarter 
ended June 16 rose by 11% to $1.88 
billion from $1.7 billion in the 1988 
period. Net income was $67 million, 
equal to 59 cents per share, a gain of 
5% over $64 million, equal to 53 
cents per share, earned a year ago. 

Chairman J.W. Marriott, Jr. noted 
that the increased income reflected 
growth in all three major lines of 
business — lodging, contract ser¬ 
vices, and restaurants. 

Contract services registered an 
8% increase in operating income 
and an 11% sales gain for the quar¬ 
ter. Results reflected significant 
profit growth for food and service 
management as well as interna¬ 


tional airline catering operations, 
and lower domestic airline catering 
and airport operations. 

Profit growth for food and ser¬ 
vices management operations re¬ 
flected high account retention, 
growth in new accounts (especially 
for health care and business food 
services), and expansion of services 
to existing clients. The addition of 
United Heathserv, Inc. nearly qua¬ 
druples the size of Marriott’s fa¬ 
cilities management business, while 
the purchase of a Quebec-based ser¬ 
vice company provided expansion 
opportunities in Canada. 

Restaurants posted 12% growth 
in operating income, while sales 
rose 7% during the second quarter. 


Coca Cola Net Earnings Rise 14% for 2nd Quarter; 
Chilled Orange Juice Sales Register 42% Increase 


ATLANTA — For its second 
quarter ended June 30, sales of The 
Coca-Cola Co. rose by 5% to $2.42 
billion from $2.31 billion in the year- 
ago period. Earnings increased 14% 
to $345 million, or 98 cents a share, 
from $303 million, or 82 cents a 
share, in the corresponding quarter. 

Domestic shipments of syrup and 
concentrate rose 3%, which was 
about the rate of soft drink indus¬ 
try growth for the quarter. How¬ 
ever, overseas shipments rose about 


15% as international business 
expanded. 

Chilled orange juice volume 
jumped 42% in the quarter. This 
was attributed to Minute Maid 
Premium Choice brand, which was 
introduced last summer. 

For the first six months of the 
year, Coca-Cola revenues rose 5.5% 
to $4.41 billion from $4.18 billion in 
the 1988 period. Net increased 18% 
to $605.3 million, or $1.70 a share, 
from $513.6 million, or $1.39 a share, 
in the similar period last year. 


Sysco Corp. Sales Climb 56.3% For Fiscal 1989; 
Anticipates Food Product Inflation Will Moderate 


HOUSTON — Sales of Sysco 
Corp. for its fiscal year ended July 
1, 1989 (52 weeks) totaled $6.85 
billion, 56.3% more than the $4.38 
billion level reached in fiscal 1988 
(53 weeks). Net earnings rose 24.1% 
to $107.9 million, equal to $2.39 per 
share, vs. $86.9 million, equal to 
$1.94 per share, achieved a year 
earlier. 

“Broad-based sales momentum 
within the company’s principal mar¬ 
ket segment, traditional foodser- 

Rl Holdings Appoints 
Bruce Cowles Chairman 

WHIPPANY, N.J. - Bruce K. 
Cowles, President and Chief Execu¬ 
tive Officer of Rowe International, 
has assumed the additional respon¬ 
sibility of Chairman of the Board of 
RI Holdings. 

RI Holdings is a corporation or¬ 
ganized by an investor group, led by 
Merrill Lynch Capital Partners, 
Inc., which purchased Rowe Inter¬ 
national (V/T, July). 

“We at Rowe are extemely pleas¬ 
ed with this transaction and its 
structure,” Cowles noted. “The op¬ 
portunity to further build on Rowe’s 
leadership positions in vending, 
music, bill acceptors and bill 
changers is certainly present, and 
one on which we intend to capita¬ 
lize,” he said. 


vice, continued strong across the 
country,” Chairman John F. Wood- 
house reported. “Operating pretax 
margins exceeded those of the prior 
year each quarter as benefits were 
realized from both our ongoing em¬ 
phasis on gaining operating effi¬ 
ciencies and major capital invest¬ 
ments of the last few years.” 

Woodhouse commented further 
that, primarily as a result of 
drought-induced food shortages in 
1988, Sysco’s food price inflation in¬ 
dex trended upward for most of the 
year, registering 5.5% for the final 
quarter and the full year. However, 
due to recent favorable weather and 
increased crop plantings, food sup¬ 
plies are returning to more normal 
conditions and Sysco anticipates 
that its food product inflation will 
moderate as the current fiscal year 
progresses. 

Philip Morris Sets 
4-For-l Stock Split 

NEW YORK - The Board of Di¬ 
rectors of Philip Morris Cos. has ap¬ 
proved a 4-for-l stock split of com¬ 
mon stock and increased the quar¬ 
terly dividend 22.2%. 

To effect the split, 3 additional 
shares of stock will be distributed 
on October 10 to shareholders of 
record on September 15. 
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AMOA, TOBACCO INSTITUTE EXECS URGE GRASSROOTS PUSH 


(Continued from Page 63) ”We have to emphasize that, 

legislator is about as welcome as a when one individual’s rights are 
tarantula,” he quipped. “Only you taken away, everyone’s rights are 
can do the job. We can give you the threatened,” Bohrer stressed. “We 
necessary materials, and we can have to get the message across that, 
urge you to become active; but you if they can injure us, they can injure 
have to do it.” anyone.” 

Meanwhile, it’s important for the The problem in the nation’s cap- 
industry to support a new dollar ital is that “Big Brother” is trying to 
coin, which would make life easier protect everyone from everything, 
for cigarette vendors and many from the cradle to the grave, the 
other operators as well. “I’ve been Wisconsin veteran noted. “They’ve 
‘on the soapbox’ advocating a cir- found out that this is too expensive 
culating dollar coin since I became to do completely, and they haven’t 
president of NAMA,” he observed, looked at the amount of taxes paid 

Rost concluded by commending by the tobacco industry to help all 
CVIC managing director Weintraub those poor people.” 
for organizing the breakfast Cigarette vendors are not the 
seminar and promoting communica- only ones to run afoul of this desire 
tion among the associations con- to protect free people from them- 
cerned about tobacco vending. “You selves; operators of gaming ma- 
know you have NAMA’s support,” he chines have a similar problem, 
pledged. Bohrer added, and the food industry 


BOHRER: SMALL-TOWN 
POLITICS IS POWERFUL 

Moderator Parina then intro¬ 
duced Walter Bohrer, Hastings Dis¬ 
tributing (Milwaukee, Wise.), a past- 
president of AMOA who presently 
chairs its Government Relations 
Committee. Bohrer has also served 
as legislative liaison of the Wiscon¬ 
sin Amusement & Music Operators, 
and is a WAMO past-president. 

“It’s good to see this many people 
gathered together to address an im¬ 
portant issue,” Bohrer told the par¬ 
ticipants. He noted that inflam¬ 
matory rhetoric by high officials, 
most notably Surgeon-General 
Koop, has distorted the entire issue 
of smoking at the public-policy level. 
What legitimate tobacco retailers, 
including vendors, have going for 
them is “small-town politics.” 

As an example, the veteran gov¬ 
ernment-affairs expert noted, the 
Surgeon-General had at one time 
proposed that milk and other dairy 
products carry warning labels be¬ 
cause of their saturated-fat content. 
This proposal was not well-received 
by the citizens of Wisconsin, where 
dairying is a major industry; “we 
got 70,000 signatures on a petition 
in record time,” Bohrer recalled. 

PREFERENCE FOR LIBERTY 

The tobacco industry may have 
been remiss in not harnessing the 
power of this sort of unvociferous 
local hostility to government meddl¬ 
ing, Bohrer suggested; and it is 
harder to coordinate in cities than it 
is in small towns. “But you can see 
the potential strength if you’re in a 
diner in Iowa when a local farmer 
finds out that the government is try¬ 
ing to take his snuff away from him,” 
the speaker noted. “This farmer’s 
grandfather came to the United 
States because there was no 
freedom in the old country.” 

People often speak as though im¬ 
migrants came here seeking better 
opportunities, the AMOA past- 
president noted; but the oppor¬ 
tunities were a fringe benefit. 
Liberty was what they wanted, and 
there is a strong predisposition in 
favor of liberty on the part of the 
American public. 
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WALTER BOHRER 

has been struggling with it for 
years. 

One thing operators should watch 
out for is an attempt by elected of¬ 
ficials to convert the tobacco issue 
from a legislative issue to a regula¬ 
tory one, “A favorite ploy of the 
politicians is to take a sensitive item 
and put it in the hands of a bureauc¬ 
racy that’s not answerable to any¬ 
one,” he warned. 

Operators should take a wide 
view of the legislative scene, and 
recognize their power to work for 
change in a variety of areas, Bohrer 
concluded. Among issues deserving 
attention are the restoration of a 
reduced tax rate for capital gains 
(crucial to those who have built a 
successful small business), and op¬ 
position to any attempt to levy a tax 
on the appreciation of assets at the 
time of death. The speaker warned 
that liberal politicians from the 
East are trying to draft such a 
measure right now, and that it 
would be a death-blow to family- 
owned businesses. “Watch out for 
this,” he urged. 

Finally, operators should work for 
the minting and circulation of a new 
dollar coin (“we deserve a break,” 
the speaker noted. One reason Con¬ 
gress has not moved more rapidly 
on this issue is that it does not know 
the Bush Administration’s position. 
The advocates of a new dollar coin 
have been effective in presenting 
the arguments, but they have little 
motivation to seek a resolution that 
would compel them to move on to 
other issues. “Let’s take a look at 
this,” he suggested. 

The Amusement & Music Opera¬ 


tors Association sponsors an annual 
trip to Washington, D.C., during 
which a variety of events are held, 
and operators have the opportunity 
to meet their legislators face-to- 
face. “We’re well-received by our 
elected officials, and we welcome all 
of you to participate with us. Come 
and help us get our story across,” he 
invited. 

Moderator Parina then introduc¬ 
ed Kurt Malmgren, senior vice- 
president of The Tobacco Institute, 
who explained that TTI is a large 
organization deploying some 40 
legislative experts to deal with 
state activities, and making use of 
the services of more than 100 lobby¬ 
ing firms. 


MALMGREN: LOBBYING 
ISNOT ENOUGH 


“We spend a lot of money,’’ 
Malmgren emphasized. “But, at the 
moment, things are not going ter¬ 
ribly well. In 1989, to date, there 
have been about a thousand pieces 
of legislation introduced; they deal 
with tobacco taxes, cigarette vend¬ 
ing, product liability, and all kinds of 
crazy things. For example, someone 
wants to mandate a ‘self-extinguish¬ 
ing’ cigarette that’s guaranteed to 
go out as soon as it hits the ground.” 

Vending restrictions and excise- 
tax increases are the two main 
areas of concern, Malmgren report¬ 
ed. “Our opponents have decided 
that the best way to halt smoking is 
to make it difficult to to get cigar¬ 
ettes, by restricting access and in¬ 
creasing the cost.’’ Vending ma¬ 
chines are perceived as an exposed 
flank of the retailing segment, and 
there seems to be a consensus that 
they are a good initial target. 

’’Proposed restrictions on vend¬ 
ing equipment are growing dramat¬ 
ically,” the Tobacco Institute execu¬ 
tive warned. “Keep in mind that a 
legislator, confronted by a high- 
powered lobbyist talking against 
vending machines, does not know 
anything about vending machines; 
nor does he care. What he cares 
about is the people back home. 
That’s why it matters when you pick 
up the phone. 

GETTING THEIR ATTENTION 

”We have studies, and lobbyists, 
and lawyers,” Malmgren emphasiz¬ 
ed. “But the only thing that matters 
is the pressure exerted by local con¬ 
stituencies. Remember, your elected 
officials work for you; it’s up to you 
to tell them: ‘if you try to put me out 
of business, then I’ll try to put you 
out of business the next time you 
run’.” 

The speaker recalled that he has 
been active in legislative counsell¬ 
ing for more than 20 years, and has 
been with The Tobacco Institute for 
about nine months. “In all my ex¬ 
perience, I’ve never seen anything 
like this anti-smoking campaign,” he 
emphasized. “I’m astounded at the 
amount of money that’s being spent 
to fight anti-smoking initiatives, and 
at the small amount of grass-roots 
support.” 

Malmgren summarized recent 


legislative proposals dealing with 
cigarette vending at the state level, 
noting that measures passed in 
Utah and Maine restrict the types 
of locations in which cigarette 
venders can be placed. No part of 
the country is immune from this 
sort of thing, or worse, he warned; 


— * 



KURT MALMGREN 


states with “conservative” leanings, 
like Texas, Arkansas, and Georgia, 
are as likely to succumb as “liberal” 
areas like Massachusetts and Cali¬ 
fornia. No one is safe, he stressed. 

The Tobacco Institute is not only 
fighting defensively, Malmgren con¬ 
cluded. “We want to get legislation 
passed that will make a difference 
for us,” he reported. “We’re looking 
at 70 to 80 pieces of legislation 
around the country, and evaluating 
their prospects. 

”It’s time to fight back,” ho sum¬ 
med up. “We’re going to get in touch 
with our friends in the state capi 
tals, and I urge you all to do the 
same.” 


WEINTRAUB: VENDORS NEED 
COMMITMENT TO ACTION 


Wrapping up the program was 
CVIC managing director Morris 
(Tiny) Weintraub, who recalled that 
he has been involved in cigarette 
vending for more than 40 years, 
starting as a bench mechanic and 
then running a cigarette route on 
Long Island. “I’ve attended a great 
many meetings, and I’ve managed 
associations; but I’ve never seen a 
group this large at a cigarette vend¬ 
ing event,” he said. “I commend 
AMOA and Tony Parina for the job 
they’ve done.” 

The presence of key executives of 
NAMA, AMOA, and TTI on the 
(Continued on Page 132) 
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THE BALL IS WILD! 


Today's Pins $ing, $hout In $tyle 


CHICAGO—Pinball’s allure was 
summed up some years ago when the 
late Harry Williams described what 
made players keep coming back for 
more. 

According to pin folklore—and 
there’s a great deal of that—Williams 
gave a minor dissertation on the topic, 
as he was wont to do, then summed it 
all up in four words. 

“The ball is wild,” Williams con¬ 
cluded. 

What best described the game in 
the 1950s still provides the most apt 
description as 1990—dubbed “The 
Year of the Pin”—is about to begin. 

The last decade has been a distinct 
era in silver ball history that has seen 
the components of game play evolve 
from an electromechanical cabinet 
full of solenoids, relays, wires, dip- 
switches, and 100-watt light bulbs to a 
full-blown, high-tech, power flipping, 
LED displaying, multi-balling, talking, 
shaking, screaming, laughing, singing 
fantasy world of fun and escape. 

Indeed, the ball is still wild, wilder 
than ever before. But one thing has 
stayed the same. The dedicated play¬ 
ers, the pinball wizards, keep on com¬ 
ing back, intent on being the first in 
their neighborhood, town, hamlet or 
city to beat bellicose black knights, 
arrogant aliens, creepy cadavers, 
ornery athletes, recalcitrant celebri¬ 
ties or big-breasted beauties on the 
backglass. 


Listen to the synthesized voices of 
the rich and famous taunt you as the 
ball drains. Listen to the choir of 
angels singing your glorious saves 
executed with the very tip of the rub¬ 
ber-stemmed flipper. Listen to the 
pounding beat of heavy-metal ghoul 
music that seems to have been con¬ 
jured from the center of the earth or 
some uncharted nether region. 

Moreover, operators, listen to the 
sound of the full cashboxes inside 
these games.The ball may be wild, but 
the daily take is damn stable. 

BULL MARKET 

To the non-believers who posit that 
pinball is a thing of the past, a bulky 
contraption that takes up the space of 
two upright video games and makes 
half the money, one thing is certain: 
They were not at AMOA Expo ’89. 

Droves of distributors and opera¬ 
tors queued around the four manufac¬ 
turers’ new games: Bally’s “Elvira and 
the Party Monsters,” Gottlieb’s “Bone 
Busters,” Williams’ “Police Force,” 
and Data East’s “Monday Night Foot¬ 
ball.” “Elvira” won the AMOAs award 
for “Best New Game,” and the scuttle¬ 
butt on the show floor was that all 
four machines could have taken the 
blue ribbon prize as well. 

The bull market for pins didn’t stop 
at the show, though. Operators who 
didn’t have a chance to attend the 
Expo loved what they saw at various 
(continued from page 100) 
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Country crooner Conway Twitty performed to a full house at the Sahara Ballroom 
during AMQA Awards Banquet and Stage Show at Expo '89. A Rock-Ola CD 
Laser 2000 (front) was on hand to celebrate the 100th anniversary of thejukebox. 



ONE OF NEW YORK CITY'S FINEST couldn't help but stake out the new Wil¬ 
liams pin, "Police Force," at Steve Epstein's Broadway Arcade in the Big Apple's 
theater district. Story on Page 104. 


AMOA Beats The Odds As Expo '89 
Pays Off For Amusement Industry 


LAS VEGAS—Anyone who had 
doubts about the AMOA’s choice of 
time and location for this year’s 
AMOA’s Expo can breath a sigh of 
relief as show figures and business 
reached a glimmering zenith to rival 
the neon lights of America’s glitzy 
wonder town. 

Not only were additional booths 
needed to accommodate the nearly 
700 exhibitors, but registration figures 
indicate that over 7,000 people repre¬ 
senting a generous cross-section of 
amusement operators, distribu¬ 
tors and related business people from 
all four corners of the world filed 
into the glamorous Las Vegas Hilton 
for a whirlwind three-day coin-op 
extravaganza. 

These big numbers are even more 
impressive considering that this was 
the first AMOA show held west of the 
Mississippi, after being rescheduled 
from the original site in Atlanta, and 
that it was held two months earlier 
than previous expos that have tradi¬ 
tionally taken place in November. 

Despite what some would call 
obstacles, the coin-op amusement 
industry displayed its typical flash 
and confidence while celebrating a 
revitalized marketplace for video 
games, pinball, interactive sports 
games and CD jukeboxes, as well as 
electronic darts, air hockey, pool 
tables, shuffle alleys and accessories 
such as security devices, plush, com¬ 
puter software programs and cur¬ 
rency handling equipment. 

In addition to the action on the 
show floor, the AMOA show featured 
the passing of the presidential torch to 
Jack Kerner of Melo-Tone Vending 
(Somerville, Mass.), the appointment 
of new directors and committee mem¬ 
bers (as well as the retirement of Dock 


Ringo from the Executive Commit¬ 
tee), a host of educational seminars, 
state association meet-ings, a motiva¬ 
tional address by Mike Vance and, of 
course, the unparalleled nightlife for 
which Las Vegas is world famous. 

A list of new show-stopping games 
would appropriately begin with 
Bally’s “Elvira and the Party Mon- 
(Continued on Page 115) 



RUNNING THE SHOW: Atari's new 
"S.T.U.N. Runner" driver was a hit at 
AMOA Expo'89. Seestoryon Page96. 















New AMOA President Kerner Contemplates Collective Coin-Operated Clout 


SOMERVILLE, MA.—Jack D. Ker¬ 
ner steps into the presidency of the 
Amusement and Music Operators 
Association (AMOA) with more than 
35 years of coin-op experience be¬ 
hind him and a slew of new challenges 
ahead. 

A street-smart operator, Kerner’s 
Melo-Tone Vending (Somerville, 
Mass.) is one of the largest organiza¬ 
tions in New England, offering a full¬ 
line of amusements, jukes, cigarette 
machines, and payphones. As an 
industry veteran, whose hands-on 
business experience spans the spec¬ 
trum of coin-op, Kerner comes to the 
president’s position uniquely qualified 
to understand and deal with the prob¬ 
lems facing operators in nearly every 
segment of the industry. 

Kerner began his coin-op career 
after returning from the Korean War. 
A pre-med student in college, he came 
home unsure of a medical career and 
looking for business opportunities. 
After some researching, he saw 
coffee, soda, and candy as growth 
industries. 

“I began with $5,000 and five coffee 
machines,” said Kerner. “I made a lot 


of mistakes, but I only made them 
once.” 

As a small vending operator, Ker¬ 
ner’s Capital Vending grew steadily to 
include a variety of industrial feeding 
accounts as well as an assortment of 
amusement venues. Then, 20 years 
ago, he merged his company with the 
older, more established Melo-Tone. 
Eventually, the vending side of the 
new company was sold, and Kerner 
became a dedicated music, game, and 
cigarette operator. 

It was under his stewardship that 
the company flourished to include 
three branch offices spread through 
the New England market. “I never 
wanted to run the largest operation. 
Just the most profitable one,” Kerner 
said. 

FACING THE FUTURE 

“Legislation is one of the key issues 
facing the industry today,” explained 
Kerner. “Our industry is a sleeping 
giant and one day we’re going to wake 
up and realize we have a big roar. We 
deal with the public and with the may¬ 
ors and governors. They all go out and 



■ New improved "Ultimate" 
PUSHBUTTONS with Microswitch 

■ Illuminated Pushbuttons 

■ New, heavy-duty "SUPER" Joystick 
Plus our standard and custom: 

■ Joystick Controls 

■ Coin/Currency Controls 

■ Power Controls 


■ ID Tags with imprints 

■ Pushbutton Wrench for easy 
installation 

■ Universal Pushbutton hole plug 

■ Driving Controls 

■ Trackball Controls 

■ Pushbutton Controls 


HAPP promises first quality, competitive-pricing with fast delivery. 


Happ Controls, inc. 

Manufacturers of Electronic Controls 
106 Garlisch • Elk Grove, IL 60007 
Phone (312) 593-6130 

FAX: (312) 593-6137 • TELEX: 297249 CONTROLS UR 


drop a coin in a jukebox or buy a pack 
of cigarettes. These are the people 
we’re dealing with.” 

While quick to praise existing asso¬ 
ciation efforts at lobbying, Kerner also 
sees a challenge in nurturing the good 
work that has already been started. 
“We have to go to Washington and tell 
our story to our congressmen and sen¬ 
ators,” he said. “The coin-op amuse¬ 
ment business is larger than the movie 
industry. And AMOA’s Washington 
Conference should have thousands of 
people going, not just three hundred.” 

Not surprisingly, the AMOAs new 
president is also one of the associa¬ 
tion’s staunchest supporters. Kerner is 
quick to point out that by joining the 
AMOA as well as their their state 
associations operators have the best 
chance to make their voice heard. 
“State associations are important,” 
explained Kerner. “The AMOA has 
done an awful lotto bring together the 
state associations and the ties are get¬ 
ting stronger.” 

Kerner stated that one of his pri¬ 
mary goals will be educating the 
industry to the benefits of joining the 
AMOA as well as their local state asso¬ 
ciations. As past president of his state 
association, he is well aware of the 
help that both the local and national 
groups can provide large and small 
operators alike. 

“We’re an international organiza¬ 
tion,” said Kerner. “We have a lot to 
offer and I think an operator really 
misses out by not joining. The AMOA 
perhaps even has more to offer the lit¬ 
tle guy than the big guy, such as the 
health and accident insurance pro¬ 
gram, in addition to legal advice about 
how other operators have dealt with 
the same problems in other parts of 
the country.” 

Kerner also points to such AMOA 
programs as educational and techni¬ 
cal seminars, which include the yearly 
Notre Dame the AMOA,” Kerner said. 
“I come back from conventions with 
new knowledge that I’ve learned from 
operators across the country.” 

Another of his primary goals is to 
foster a new feeling of cooperation 
between operators, manufacturers, 
and distributors. “There could be 
a much, much closer relationship 
between ourselves, the AMOA, and 
the A AM A, and NAM A,” he said. 



AMOA's new president. Jack D. Kerner, 
looks to the future with optimism and 
a list of what he hopes to accomplish. 


Kerner also hopes to carry on the 
aggressive public relations campaign 
started byhis predecessors “Histori¬ 
cally our business has a negative 
image,” Kerner said. “This image has 
to be improved. We have to show the 
public that we’re professional business 
people.” 

To this end, Kerner intends to con¬ 
tinue the public relations and chari¬ 
table efforts begun during Clyde 
Knupp’s tenure as president. These 
include such programs as donating 
video games for use in Ronald McDon¬ 
ald Houses, game rooms for America’s 
Olympic athletes to enjoy before the 
competitions, and the AMOAs child 
abuse poster program. 

“We’ll continue to promote the in¬ 
dustry’s public education program 
through the continued good works,” 
he said. “We contribute heavily and get 
very little media out of it. The public 
should be made more aware of our 
good works. We in the industry are 
aware of them through the trade 
press, now they must be filtered down 
to the local papers and magazines.” 

Looking toward the year ahead of 
him, the new AMOA chief said that he 
views his role in part as that of “good 
will ambassador,” spreading the word 
to coin-op professionals and the gen¬ 
eral public alike. “I expect to do a lot of 
traveling, which all the presidents do,” 
Kerner said. ‘To speak not only with 
operators but to make the American 
public aware that we are professionals 
providing a valuable service.” 



AMOA president-elect Jack D. Kerner (right) talks pin repair with veteran tech 
wizard Arthur Mahoney at Melo-Tone Vending's Somerville, Mass, headquarters. 
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Boom-Siss-Boom 


Movie Ghoul Elvira Makes For Monster Of A Pin 


LAS VEGAS—She came strolling 
into the Las Vegas Hilton suite with all 
the flash and finesse of her namesake, 
which just happens to be the latest pin 
offering from Bally Midway Games. It 
was Elvira, Mistress of the Dark, in 
the flesh—the familiar black coiffure, 
the slinky ebony gown, the ruby red 
dagger belt on her waist, the big— 
er—eyes. 

With that kind of theme, Bally 
executives thought, a pin would be a 
sure hit. They were right on the mark. 
“Elvira and the Party Monsters” 
notched the company AMOAs “Best 
New Game Award” at Expo ’89, living 
up to every bit of the pre-Expo hype 
and suspenseful teases Bally con¬ 
jured for this pin. The game quickly 
cast a spell upon most operators and 
distributors, who queued up four deep 
waiting to give the game a pop on the 
showroom floor. 

“Hey, her cleavage is bigger than 
mine,” the sultry Mistress purred after 


CHICAGO—Two bar-room rats on 
the backglass of “Shuffle Inn” wel¬ 
come 10-pin players to the latest shuf¬ 
fle alley from Williams Electronics. 

“Shuffle Inn” sets new standards 
for shuffle alleys with its enhanced 
sound and speech effects package, 
improved technological advances, 
exciting game scoring options, quality 
craftmanship and state-of-the-art 
engineering. 

In addition to established player 
favorites such as Regulation, Flash, 
Strike 90 and Tic Tac Strike, “Shuffle 
Inn” offers its guests the innovative 
new option of Big Strike, where 500 
point bonuses are scored when 
bowlers rack up three consecutive 


taking a gander at the stylish pin 
parked in the corner of the Bally suite. 
Steve Kordek, who oversaw the design 
of the game (his first project for Bally) 
cracked a big smile as the cameras 
flashed and the guests began to fawn 
around the dark beauty. Kordek and 
the rest of the design team, regaled in 
full vampire attire, made for a rather 
complementary contingent, consider¬ 
ing the game’s theme. 

I’ve been playing pinball for a mil¬ 
lion years,” Elvira cracked as she 
slinked her svelte physique around the 
cabinet’s dayglow wood. That’s just 
what the game’s designers wanted to 
hear. 

“Greg (Freres) and I were kicking 
around the idea of a “party monster” 
machine — and then along came 
Elvira,” said Dennis Nordman before 
the shapely ghoul’s appearance. 

“This game came to me pretty fast,” 
Nordman continued. “I just tried to get 


strikes. If players throw strikes in all 
the odd numbered frames they can 
light up the Big Strike for a 3,000 point 
bonus at the end of the game. 

The Williams’ shuffle tradition of 
over 40 years of excellence carries on 
with “Shuffle Inn,” featuring a sturdy 
laminated surface for long lasting 
durability, advanced diagnostics, 
comprehensive bookkeeping func¬ 
tions and easily identifiable connec¬ 
tors and printed circuit boards for 
convenient operator service. 

For more information on “Shuffle 
Inn” contact Williams Electronics 
Games, Inc., 3401 N. California 
Avenue, Chicago, Ill. 60618; (312) 
267-2240. 


more motion in the game, and I 
wanted nice shots with both the right 
and left flippers.” 

To be sure, the action is fast, the art 
is catchy, and the innovations are fun. 
With this offering, Bally proved that 
the skilled team stewarded by Kordek 
can come up with winners; and at an 
Expo where all the major silver ball 
manufacturers presented memorable 
games, that’s no small feat. 

Player-friendly features include the 
all new “skull cave” into which balls 
can be locked. Shooting three balls 
into the cave energizes a “crypt 
kicker,” which veils the playfield in 
darkness. A phantom organist (the 
game is full of horrorshow sounds) 
performs a baroque solo, which is fol¬ 
lowed by a flashy light show and the 
ejection of the three balls into the 
“jumper bumper” zone. The bonus dur¬ 
ing this feature is virtually unlimited, 
starting at one million and climbing as 
both ramps are shot consecutively. 

The “jumper bumpers” are a new 
feature Bally created for the game. 
The caps to the bumpers jump up 
and down, powered by a souped-up 
solenoid. 

Further embellishing the action are 
“flip-up targets” and the all new 
“Boogie Men,” two little ghoulies that 
hoot and howl and jump and jive with 
the multi-ball music and light show. 
Elvira and her friend “Drac” shout 
encouraging words to players via a 
voice synthesizer. 

The ramp action—there’s two of 
them—is sleek and slick. Making the 
right ramp opens the “potion pantry” 
and scores big points. An extra ball is 
rewarded after consecutive ramp 
shots. Left ramp shots, which drop the 
ball in the right flipper’s shoot after 
careening through a gravity-defying 


Williams Invites Folks To Shuffle Inn 7 
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HOLLYWOOD, MEET HOLLYWOOD: 
Seemed like Elvira and C. A. Robinson 
veep Hank Tronick agreed they loved 
this industry after finding each other at 
Bally's special Expo preview in the 
company's Las Vegas Hilton suite. 


downhill-uphill ramp, build values to 
one million with consecutive shots. 

Bally is shipping “Elvira and the 
Party Monsters” on 50-cent play, with 
two plays set for 75 cents and three 
games for a dollar. 

For those operators who think 
Elvira’s exposed cleavage needs a lit¬ 
tle toning down, a special decal and 
custom sound-select option instruc¬ 
tions are included in every game by 
request. 

C.A. Robinson’s Henry Tronick 
stopped by the suite to check out the 
action for himself. After surveying the 
sights and the sounds in the room, he 
made a prediction about the “Elvira” 
game. 

“Double the quarters!” he said to 
Steve Blattspieler, Bally’s head of 
marketing. 

Blattspieler was even more confi¬ 
dent. 

“Triple the quarters,” he shot back, 
beaming a golden smile. 

Tecmo Sets Goals For 
'World Cup '90' Video 


CARSON, Calif.—Capitalizing on 
the growing popularity of soccer 
among America’s youth is the goal of 
Tecmo, Ltd., which has just released 
“Temco World Cup ’90.” 

Available only in kit form, “World 
Cup” is also shooting for the interna¬ 
tional exposure of the real World Cup 
soccer tournament that will be held in 
Italy next year. 

The “World Cup” kit has one- and 
two-player options, and utilizes one 
joystick and two buttons for each 
player. One player competes against 
the computer, with the championship 
achieved by defeating seven teams. 
When two players face off the time is 
set by the number of coins inserted. 
Continuation play is available in both 
cases, avoiding white-knuckle tie 
games. 

Tecmo has provided all of the excit¬ 
ing moves soccer fans are familiar 
with, such as sliding blocks, jumping 
blocks, diving head-shooting and 
over-head kicks for challenging player 
action. 

By controlling the flashing player, 
“World Cup” is not confusing and is 
not as complicated as four-player 
games, according to Tecmo’s Mike 
Robinson. 
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W ho says Crime 
doesn’t pay? With 
the help of this 
heavily armored officer of 
the ESWAT"" team, players 
will be lining up to do 
battle with street punks, 
thugs, terrorists, and 
international crime czars. 

And the more they fight, the 
more you earn. 

ESWAT is an intriguing 
adventure that follows a rookie 
beat cop up through the ranks 
until he becomes the most 
powerful, heavily armed force 
ever unleashed against big time 
crime. 

The ESWAT kit comes 
complete with circuit board, 


wiring harness (JAMMA 
compatible), full cabinet 
graphics, twin control sets 
with motion control joy 
sticks, fire, jump, and 
special weapons buttons, 
in-cabinet control panel 
with volume control, 
service switch, and test 
switch, and high - 
resolution graphics. The 
game's three rounds and 
15 stages allow 
player buy-in through 
the 14th stage. 

For more information call 
your authorized SEGA distributor. 
SEGA Enterprises, Inc., (USA), 

2149 Paragon Drive, P.O. Box 610550, 
San Jose, CA 95161-0550. 

(408) 435-0201. 
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Backglass Art-The Sizzle Behind 
The Steak, The World Beyond 


CHICAGO—Of all the contributors 
involved in the creation of a pin game, 
the backglass artists probably play the 
most pivotal role in attracting impulse 
players. While solid themes are what 
keeps players coming back, the art 
backing up the theme has a lot to do in 
attracting the player to take a flip for 
the first time. 

Imagine pinball without its art, 
themeless and barren of color. Imag¬ 
ine if there was no fantasy involved in 
the play. Imagine if there was no 
Python Anghelo. 

If you’ve ever looked closely at a 
backglass, you’ll recognize that 
“Python” is scrawled discreetly in the 
corner of many of Williams’ biggest 
hits. Among others, Anghelo has 
drawn “Taxi,” “Cyclone,” “Pinbot,” 
“Big Guns,” “Police Force,” and 
“Jokerz.” 


If you think his inspiration for the 
backglasses are inspired from some 
otherworldly source, you’re not too far 
off the mark. After all, Anghelo 
describes “Comet” as depicting “the 
orgasm, the upside-down world,” 
“Pinbot” as having a “Madonna 
apparition face,” and “Police Force” as 
a “fable.” 

Let him explain. 

“It’s not really art,” said Anghelo. 
“When I created ‘Pinbot’ and ‘Cyclone,’ 
I felt fantasy. I owe all my success to 
that philosophy in the last four years. 
These are not electronic games. They 
are not engineering devices. All that is 
a prop. The wires are only the tools, 
only the props for the fantasy I am 
selling.” 

Anghelo, 36, was born in Romania 
and immigrated to the United States 
to attend the Illinois Institute of Tech¬ 
nology, where he studied spatial 


geometry after pursuing anatomy and 
physiology studies in West Germany 
and Israel. 

“That’s why I love the silver ball,” 
Anghelo said. “It’s halfway between 
the atom and the sun, which is a fear 
that controls us. We are prisoners of 
another sphere, the earth. This is why 
we’re fascinated with pinball. It’s the 
only sphere we control. That’s what 
the ‘Pinbot’ is doing. He’s juggling the 
planet. It’s his insecurity. We are ruled 
by the moon; and the tides and the sun 
rule our measurements. But ultimate 
rebellion is pinball. The pinball is our 
subconscious sphere, half the dis¬ 
tance in size between an atom and the 
sun.” 

On a more temporal plane, back- 
glass artist Kevin O’Connor never 
played pinball before he answered a 
nondescript ad Data East placed in a 


Sunday paper. 

“At that point, I really didn’t know 
what it was, and prior to that, I was not 
a pinball player,” O’Connor said. 

O’Connor had done mostly commer¬ 
cial art—food and beverage adver¬ 
tisements, a little airbrush—but 
never encountered anything quite like 
the challenge of working up a pin 
backglass. 

“To say it’s easy would be to over¬ 
state it,” O’Connor said. “It’s never 
easy, it takes a lot in the pencil stage, 
that’s where I try to finalize a lot of the 
elements.” 

O’Connor soon found he enjoyed 
the work and began freelancing for 
“most of the big pinball companies.” 
Matter of fact, he’s worked with— 
or rather in—the world of Python 
Anghelo. 

“I’ve been working with Python 
where he does the pencil layouts and I 



do the production art. It’s a lot of fun 
bringing (the manufacturers’) con¬ 
cepts into production. I also work 
with (Bally/Midway Games’) Greg 
Freres. I did the cabinet art for his 
‘Elvira and the Party Monsters.’ ” 

For Data East projects, the ap¬ 
proach is a bit different for O’Connor. 
DE is high on featuring licensed prod¬ 
ucts with its pin themes—and that 
often means O’Connor is charged 
with reproducing the action or per¬ 
sonality from the movie, sport or 
celebrity featured in the game play. 

“In the case of ‘Monday Night Foot- 


“It’s really not art .... When I created 
‘Pinbot’ and ‘Cyclone/1 felt fantasy.” 

—Python Anghelo 



Through the decades, backglasses 
have conjured images ranging from 
serendipitous Americana (above) and 
firebearing beasts (left) to geometric 
hipsters, bellicose black knights and 
festive celebrants (below, left to right). 


ball,’ we had a backglass that we 
embellished with a couple extra, 
larger figures. ‘Monday Night Football’ 
had to follow the material we got from 
ABC, which is their lead-in video for 
the broadcast. With ‘Playboy? we sort 
of winged it on that one, and Mr. 
Hefner seemed to like the idea. With 
‘Robocop,’ Orion Pictures had final 
approval on the thing, but they didn’t 
have the input in the beginning. I basi¬ 
cally got a number of stills and slides 
from Orion, and we took it from there. 
I put together some sort of montage of 
action, a couple of sequences and tried 
to represent some of the important 
action in the film.” 

Anghelo said that the key compo¬ 
nent of his art is to leave a little of the 
fantasy to the player’s imagination. 

“I want to give them an opportunity 
to be creative inside my head,” Angh¬ 
elo said. “I leave things undone that 
they can fill in and have fun doing. You 
have to respect them as players and 
involve them and give them the free¬ 
dom to be creative along with what 
you started. This is how I conceive 
what goes on a playfield.” 
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If it was any 
more realistic you'd 
need a cart. 



T hanks to SEGA's 
innovative 3-D 
graphics and 
advanced sound effects, 
SUPER MASTERS 1 " 1 is going 
to be a hit with both golfers 
and non-golfers. 

Action is about as close 
as you'll ever get to tourna - 
ment play without standing 
on grass. With a little 
practice you'll be hitting 
300-yard drives down the 
middle of the fairway, or 
compensating for cross 
winds and obstacles with 
controlled fades or slices. 
SUPER MASTERS let players 
make all the important 





decisions like club selec¬ 
tion, stance, swing power, 
and whether to hit for top 
spin or back spin. 

Each hole is unique with 
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challenging hazards and 
multi-level greens. Pin 
placement changes each time a 
hole is replayed. Players can 
move to the next hole by 
breaking par or buying-in. 
SUPER MASTERS is a\ailable 


in an upright cabinet with a 
medium resolution monitor, 
and includes controls for 
single or double play. 

For more information call 
your authorized SEGA 
distributor. SEGA 



Enterprises, Inc., (USA), 
2149 Paragon Drive, PO. 
Box 610550, San Jose, CA 
95161-0550. 

(408) 435-0201. 
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BASKETBALL 
and CRANE 


GAMES 
IN THE 
INDUSTRY 
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Dependability, " 
is what makes 
our Basketball 
and Crane Games 
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SINGLE UNIT 


SHOOT TO WIN II 

1 HOOP AND 2 HOOP 


Both Shoot To Win II Games easily 
fit through 3 foot doorways. 
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LIGHTWEIGHT AND COMPACT SOLID 
STEEL FRAME AGAINST THE FLIMSY 
PLASTIC FRAME 
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Crane Mechanism 
is an American Product 


ALSO AVAILABLE: 

• SINGLE UNIT 

• SUPER SINGLE UNIT 

• NEW JUMBO 34" 
SINGLE UNIT 

• DOUBLE UNIT 

• TRIPLE UNIT 

CLEAN SWEEP 
42" JUMBO CRANE 



SHOOT TO WIN II 

2 HOOP 
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with making 
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DISTRIBUTOR OR FOR 
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Des Moines, Iowa 50317 
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PERFECT TIMING FOR PIGSKIN PINBALL 


Data East Teams With ABC Sports 
On 'Monday Night Football' Flipper 


football season or football fans,” adds 
Kaminkow, who points to the long life 
of other sports-themed games. “Its 
technical breakthroughs alone makes 
‘ABC’s Monday Night Football’ a 
highly enjoyable game to play and 
guaranteed winner in collections.” 

Some of the high-scoring features 
of “Monday Night” include pre-set 50 
cent play (with two plays for 75 cents 
and three for one dollar), quality coin 
doors and validators from Coin Con¬ 
trols, a redesigned, more durable flip¬ 
per, gold micro switches and superior 
light board technology. But the pri¬ 
mary player attractions will be the 
football field and digitized stereo 
sound effects. 

The game’s backglass depicts ABC’s 
popular announcing team of Frank 
Gifford, A1 Michaels and Dan Dierdoff, 
the 20th anniversary commemorative 
logo, and is topped off by a referee 


the coin-op field by storm, Data East 
has scored big points with ABC 
Sports. 

“The game is an overwhelming suc¬ 
cess,” gushes Bob Apter, vice presi¬ 
dent of finance and administration at 
ABC. “We think this is a very exciting 
marketing opportunity for ABC 
Sports, especially during the 20th 
anniversary season of ‘Monday Night 
Football’.” 

According to Apter, ABC has al¬ 
ready wheeled out two of the “Monday 
Night” prototypes at large affiliate 
meetings, and the game had the 
impact of a hard-hitting offensive 
linebacker at the line of scrimmage. 

“Everyone got a chance to play the 
game, including (outgoing football 
commissioner) Pete Rozelle,” says 
Apter, who adds that ABC will take 
two of the machines on an 11 city 
“Anniversary Tour” of afternoon VIP 



The actual digitized voices of ABC announcers Dan Dierdorf, Frank Gif¬ 
ford and Al Michaels call the shots on "ABC's Monday Night Football 
20th Anniversary" from Data East Pinball. 


CHICAGO—Fall is here, and that 
means football. The all-American 
sport will once again be played in 
parks, stadiums, on television, and 
now, thanks to Data East Pinball, in 
coin-op arcades as well. 

In a marketing milestone that cele¬ 
brates the 20th anniversary of ABC’s 
“Monday Night Football,” the longest 
running sports program in television 
history, Data East has teamed with 
ABC Sports to kickoff their new 
pigskin pinball by the same name. 

Football has reached gamerooms 
before, from Bally’s “Quarterback” pin 
in 1977 to “John Elway’s Team Quar¬ 
terback” from Leland, but Data East’s 
new football flipper is the result of an 
exclusive two-year licensing agree¬ 
ment with ABC Sports that will 
include not only pinball, but arcade, 
home video and computer software 
games. 

“ABC’s Monday Night Football 20th 
Anniversary” was chosen by Data 
East as the first of at least two forth¬ 
coming sports games, due to the pro¬ 
gram’s high recognition factor and 
20th Anniversary season. 

With “Monday Night Football” 
reaching an estimated 60 million 
homes each week, Data East has 
selected a subject with high consumer 
awareness. In addition, each program 
will open with a video clip of the pin¬ 
ball machine in play, increasing the 
game’s visability. 

“Everybody recognizes ABC’s ‘Mon¬ 
day Night Football’—it’s an American 
institution,” says Gary Stern, execu¬ 
tive vice president of Data East Pin¬ 
ball. “This machine is going to bring it 
to pinball players all over the world, 
and not just on Monday nights.” 

“Monday Night Football” also repre¬ 
sents a continuation of Data East’s 
commitment to talking/singing games 
featuring well-known personalities, a 
trend that includes their recent 
“Playboy 35th Anniversary” flipper 
depicting Hugh Hefner and his young 
bride, Kimberly Conrad. Other popu¬ 
lar Data East pins include “Time 
Machine,” “Secret Service” and “Laser 
War.” 

The new football pin is one of sev¬ 
eral games in Data East’s Fall line, 
which includes the video action of 
“Midnight Resistance” and “Super Vol- 
leyball,” the old-fashioned hockey 
redemption unit “Slap Shot” and the 
novelty bang-up “Wacky Gator.” 

SEASON OPENER 

After shipping “Monday Night” 
units the first week of October, just as 
the football season kicks into gear, 
Data East is expecting strong collec¬ 
tions during the six month NFL sea¬ 
son “reaching a crescendo around the 
Superbowl,” according to Joe 
Kaminkow, the quarterback of the 
design team at Data East Pinball. 
Hopefully, the game will continue to 
perform well in the off-season as well. 

“This is a very, very cool machine, 
its appeal is in no way limited to the 


raising his arms to signal a score. With 
new state-of-the-art voice reproduc¬ 
tion, the commentators actually call 
play-by-play as the player gains 
yardage en route to the end zone. 

TOUCHDOWN! 

“We developed a script for Gifford, 
Michaels and Dierdoff to record for 
the game,” adds Kaminkow. “Part of 
our philosophy is that instead of just 
making a lot of noise we want to fea¬ 
ture meaningful sound. The sound¬ 
track relates directly to the play of the 
ball.” 

One example of this type of 
“interactive sound” is Frank Gifford 
calling the extra point when the ball 
shoots up a ramp over the rising goal 
post. Other ramps are labeled “Run,” 
“Pass” and “Bomb,” and are accompa¬ 
nied by appropriate commentary 
“from the booth.” 

Another use of Data East’s unique 
voicing technique is a special rendi¬ 
tion of Hank Williams Jr.’s “All My 
Rowdy Friends Are Coming Over 
Tonight” during the “game over” 
mode. The song has been adopted as 
the official theme of “Monday Night 
Football,” with the lyrics changed to 
“All My Rowdy Friends Are Here On 
Monday Night.” 


With the “Monday Night” pin taking 
parties that coincide with “Monday 
Night Football” games this season. 

Apter is also quick to point that 
“Monday Night Football” opened with 
an animated pinball playfield last sea¬ 
son, leading to their approach by Data 
East for licensing negotiations. This 
season the program opens with a shot 
of the Data East machine and then 
leads into a collection of highlights 
starring Hank Williams Jr. singing “All 
My Rowdy Friends.” 

SIGNING PLAYERS 

“ABC’s Monday Night Football” and 
“Playboy 35th Anniversary” signal the 
beginning of an aggressive licensing 
strategy byDataEastUSA,the parent 
company of the pinball division. 

“Property licensing makes sense 
from a marketing standpoint,” says 
Connie Freeman, marketing director 
for Data East. “We’re always looking 
for high-profile acquisitions to give 
added drive to our products in the 
marketplace.” 

Data East will continue to license 
game titles that generate high con¬ 
sumer awareness, and hope their 
added investments pay off for game 
operators. Judging by the response to 



"ABC'S MONDAY NIGHT FOOTBALL" 


the “Monday Night” prototype, ABC 
football should have a field day on 
locations. 

“The ‘Monday Night Football 20th 
Anniversary’ pinball machine is in 
test markets around the country and 
is already pulling in record collections 
for a prototype game,” reports Data 
East’s Stern. 

For more information on “ABC’s 
Monday Night Football 20th Anniver¬ 
sary” contact Data East Pinball, Inc., 
1990 Janice Avenue, Melrose Park, IL 
60160; (312) 345-7700. 


DE Offers Rebate With 
Return of Parallels 

SAN JOSE, Calif.—In the first re¬ 
sponse by a game maker to the recent 
judgement on grey market, or parallel 
boards, Data East is offering opera¬ 
tors a rebate policy on outlawed equip¬ 
ment when they purchase DE’s “Sly 
Spy” 

The policy is a reaction to the ruling 
of the United States Court of Appeals 
for the Fourth Circuit in the Red 
Baron V. Taito (“Double Dragon”) 
case declaring the illegality of operat¬ 
ing parallel boards. 

By returning parallel board ver¬ 
sions of “Heavy Barrel,” “Cobra Com¬ 
mand,” “Hippodrome,” “Chelnov” or 
“Robocop” to Data East, operators 
will receive a $200 rebate when they 
purchase “Sly Spy” in either an upright 
or kit. 

Data East also plans to seek seizure 
and forfeiture of such boards, as well 
as counterfeit games, that are not 
returned during the rebate program. 

Legality of games can be verified by 
having distributors contact the Data 
East service department, and all ille¬ 
gal games will be issued an RM A num¬ 
ber for return. When the parallel 
board is received by Data East, a 
check will be made out to the opera¬ 
tor and mailed directly to their DE 
distributor. 

To verify the legality of a game or to 
report illegal activity, please contact 
Phil Stewart at Data East USA, Inc., 
1850 Little Orchard Street, San Jose, 
Calif. 95125; (408) 286-7080. 
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WISCONSIN/MINNESOTA 



Amusement Association of California (AAC) president David Jackson (right) and 
California Coin Machine Association (CCMA) past-president Jim Ham took time 
out during the AMOA banquet toshare ideas about association efforts in California. 


MASSACHUSETTS 

Kirby Set To Serve As New CMIA President 


BOSTON, Mass.—Rick Kirby has 
been elected to serve as the new presi¬ 
dent of the Coin Machine Industries 
Association of New England (CMIA). 

Kirby, vice president and general 
manager of New England Coin Op Dis¬ 
tributing (Norwood, Mass.) succeeds 
former prexy Bob LeBlanc of Rowe 


BELITA 

Lightweight portable 
COIN COUNTER 
Manual or Electric 
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• AUTOMATIC STOP 

• INEXPENSIVE 

• COIN TRAY SUPPORT 

• BAG HOLDER 

• FAST 

• ONLY 9 POUNDS 

• LONG LASTING 

R.H. BELAM CO., INC. 

530 Hempstead Turnpike 
West Hempstead, NY 11552 

TEL: (516) 292-2670 
FAX: (516) 486-0957 


International Inc. (Dedham, Mass.). 

“My primary goal as president will 
be to expand membership in our state 
association,” says Kirby. “There are a 
lot of knowledgeable operators that 
could contribute to our efforts. I hope 
to be able to increase enrollment in 
the CMIA.” 

MICHIGAN 

Betson Cranes Still A 
'Big Choice' in Michigan 

MOONACHIE, N.J.—Betson’s “Big 
Choice” and “Action Claw” cranes, 
both manufactured by Betson Enter¬ 
prises of Moonachie, N.J., have been 
approved for sale and use in Michigan. 

Michigan has been an important 
state for Betson’s crane sales during 
the past years, according to John Mar- 
gold, Betson’s director of redemption 
sales. Margold said with the recent 
approval by the Michigan State Lot¬ 
tery Division for both “Big Choice” 
and “Action Claw,” the company is 
confident that Michigan will continue 
to play an important role in Betson’s 
business. 

At the Michigan Coin Machine Oper¬ 
ator’s Association Annual Meeting 
Sept. 21-23, Betson’s Bill Siebert gave a 
troubleshooting seminar to all inter¬ 
ested operators. For further informa¬ 
tion about Betson’s “Michigan Legal” 
cranes, contact the company’s re¬ 
demption sales department at 1-800- 
524-2343, or Michigan operators can 
call either of Betson’s two state dis¬ 
tributors: Atlas, in Wyoming, Mich., or 
Cleveland Coin in Livonia, Mich. 


Joint Conference A Hit For WAMO, M0MA 



EAU CLAIRE, Wise.—The first 
ever joint-state conference between 
the Wisconsin Amusement and Music 
Operators (WAMO) and the Minne¬ 
sota Operators of Music and Amuse¬ 
ments (MOMA) was held between 
August 24th and 26th, and was 
attended by nearly 100 people, includ¬ 
ing Jack D. Kerner, the new AMOA 
president, three current officers, two 
past presidents and the executive 
director of the AMOA. 

The conference was both an infor¬ 
mative and fun-filled weekend that 
included sessions on education and 
legislation, political lobbying, elec¬ 
tronic darts and a six operator panel 
that covered tournaments, marketing, 
route promotions and association 
activities. After business was con¬ 
cluded, the associations hosted a 
Mardi Gras bash, featuring live jazz, 
good food and intermingling between 
residents of each state. 

“We came to expand our horizons, 
meet new people and learn new 


ideas—and we did exactly that,” 
noted WAMO president Jim Stansfield 
Jr. of Jim Stansfield Vending 
(Lacrosse, Wise.). “It was a very suc¬ 
cessful experiment and one that we’ve 
already agreed to repeat.” 

In other news, Stansfield has agreed 
to donate a pool table to the Ronald 
McDonald House in Marshfield, Wise. 
Modern Specialty of Madison will be 
contributing a video game and Arach¬ 
nid Inc. has donated an electronic dart 
machine for the new game room 
which will be christened on Sept. 26. 

The games will be maintained by 
John Leick of Leick Amusement and 
Vending Inc., Walt Embke of Omni 
Amusements and Steve Meier of Meier 
Amusements, all Marshfield-based 
game operators. 


1989 

OCTOBER 20-22 

North Carolina Coin Operators Associ¬ 
ation State Convention and Trade 
Show, Charlotte Marriott Executive 
Park. Info: Bobby Earp, (919) 584-4833 


Rick Kirby 

Bowler Roller 



It’s hot and getting 
hotter! 

Our coin operated Bowler 
Roller is everything you want. 
Growing popularity, quality 
construction, dependable op¬ 
eration and excellent profits. 
Call us today! 

Bob’s Space Racers, Inc. 

427 15th Street, Daytona 
Beach, Florida 32017 
Telephone: 904-677-0761 

Manufacturers and designers of games 
since 1970. 

Manufactured in the U.S.A. 


NOVEMBER 2-4 

West Virginia Music 8t Vending Associ¬ 
ation Annual Convention and Expo, 
South Charleston. Info: Leoma Ballard, 
(304) 949-3289 


1990 


MARCH 9-11 

ACME '90 National Trade Show and 
Convention. Hyatt Regency, Chicago, 
III. Info: (312)333-9292 

MAY 2-5 

National Dart Association, Team Dart 
V, Sahara Resort Casino, Las Vegas, 
Nevada. 


YOU CAN BUYTHE/£=> 
BEST TOKENS //' 25 $ 
FOR LESS! 

\y 




CHECK OUR 
PRICES AND SEE! 


HOFFMAN & HOFFMAN tokens are 
"minted under the most rigid quality control 
standards. We match Old World craftsmanship with 
advance < technology. HOFFMAN & HOFFMAN has 
the best prices, fastest delivery, and highest quality 
tokens in the nation. 

CUSTOM TOKENS SHIPPED IN 10 DAYS 

HOFFMAN A HOFFMAN 

P.O. BOX 996, CARMEL, CA 93921 

800 - 227-5813 

INCA 800-227-5814 
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creen Cyberball 2072 
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Now available in both one- and two-screen cabinets. 
(Kit versions to follow.) 

> 1989 Atari Games Corporation. All rights reserved. 


Players select from nearly 250 plays! 


Spend team funds to strengthen the lineup. 


New features include: 

★ 150 new plays (250 total) 

★ New selectable teams 

★ New robot players 

★ Beat-the-Coach feature 

★ New Special Challenge game 

★ Special team-upgrade 
purchase offers. 

★ End-of-game Stats 


A. 

ATARI 

GAMES 


CYBERBALL" 2072, 
WHAT THE FUTURE OF 
SPORTS WILL BE! 


• Tournament Cyberball 2072- 
All the features of last years 
4-player cult classic, plus more! 
Extensive research was performed 
to include the features that play¬ 
ers want. 

• Cyberball 2072—This season 
introduces a new smaller, 2-player 
street version. All the new fea¬ 
tures of the “Tournament" version. 


but in a more compact size. 

• Cyberball 2072 is a look into 
the world of futuristic football. It s 
full of fast action and explosive 
game play that only mechanized 
robots can withstand. Be both 
coach and player in the most 
innovative sports game ever 
designed. 
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The two-screen version is the ultimate competitive thrill! 






























Air Hockey by Dynamo... 
Excitement... Strategy... 
Lightning Fast Action! 



Air Hockey by 
Dynamo gives you all the 
speed and excitement of the 
fastest coin operated sport. 
Get in on the proven earn¬ 
ing power and longterm 
player appeal of this ever 
popular game-the new. 
premium quality table, only 
from Dynamo. 


Deluxe mallets and pucks 
for durability and fast play. 
All plywood cabinet 
design. 

Electronicscoring with 
digital readout. 

High impact, polystyrene 
leg system. 

Easy access to electronics 


Another Winner 
from Dynamo! 

• Heavy duty, long-wearing 
laminate top for speed 
and ptayer appeal. Easy 


Player approved goal size 


and table design 


Twin drop com chutes. 
Easy removal of goal for 
service. 

Specifications: Height 31 
Width 51 V2." Length 99V; 


fZ Dynamo Corporation 
2525 Handley-Ederville Road 
Richland Hills, Texas 76118 
Toll Free (800) 527-6054 
FAX (817) 284-7606 
(817) 589-7699 


Fastest table on the mar¬ 


ket. Premium blower and 


ran construction 


Centerline for tourna- 


Air Hockey "is a registered trademark of Brunswick Bowling & Billiard Corp. 






ROWE’S OBA BILL 
ACCEPTORS HAVE THE 
HIGHEST ACCEPTANCE 
RATE IN THE INDUSTRY. 

Rowe’s OBA bill acceptors 
have an acceptance rate that 
approaches 100 percent, so you 
know customers won’t be turned 
away—even when their bills 
are crumpled. 

Rowe’s legendary reliability 
makes the OBA-2 and OBA-4 
the most dependable bill accept¬ 
ors in the industry. Our OBAs 
quickly accept everything from 
$1 to $20 bills without sacrificing 
security. And both the OBA-2 


and OBA-4 include a wide 
variety of options, so they can 
be adapted for everything from 
video games to vending machines, 
ticket sales to lotteries. 

Count on Rowe to give you 
reliable products and incom¬ 
parable service. And count on 
Rowe’s OBA-2 and OBA-4 
to give you flexibility plus 
acceptability! 

For more information about 
the OBA-2 and OBA-4, contact: 
Rowe International Inc. 

75 Troy Hills Road 
Whippany, New Jersey 07981 
(201)887-0400 



QUALITY LEADERSHIP 
INTO THE 21 st CENTURY 
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Manufacturers Donate Games For New Flick; Joint Promotions Discussed 


HOLLYWOOD—Video games will 
be playing on big screens this holiday 
season, when Universal Pictures 
releases “The Wizard,” a family movie 
with a'cast that includes arcade 
games supplied by AAMA manufac¬ 
turers. 

“The Wizard” stars Fred Savage of 
“The Wonder Years” as a 13-year- 
old boy who takes his traumatized 
younger brother on a therapeutic 
odyssey, culminating in a national 
video game championship in 
California. 

When the movie began filming 
early last Summer, the AAMA was 
contacted by Pipeline Productions for 
the use of various video games on the 
set. 

According to a letter from AAMA 
executive vice president Bob Fay to 
manufacturers, Pipeline had “made 
several unsuccessful attempts at 
securing games and were contacting 
individual manufacturers when they 
were advised to contact AAMA for 
assistance.” 


Through the efforts of Fay and pro- 



Fred Savage (left) and Luke Ed¬ 
wards have an arcade adventure in 
'The Wizard." 

grams coordinator Kerry Sharman, 
the AAMA was able to secure 16 
games from nine manufacturers 
within a week, representing a cross- 
section of the coin-op game industry. 

“We are eternally grateful to the 
AAMA for the use of their games,” 
says Ken Topolsky, producer of both 
“The Wizard” and “The Wonder Years.” 
“This movie definitely shows the 
video game industry in a good light, 
and we certainly couldn’t have made it 
without them.” 

The following games were con¬ 
tributed by their manufacturers for 
use in “The Wizard;” “Cyberball” by 
Atari, “Ghouls & Ghosts” by Capcom, 
“Bad Dudes,” “Cobra Command,” 
“Gondomania,” “Hippodrome,” 
“Chelnov” and “Robo Cop” by Data 
East, “Boot Camp” by Konami, Inc., 
“St. Dragon” by Jaleco USA, “Off 
Road” and “Team Quarterback” by 
The Leland Corp., “Big House” by Pre¬ 
mier Technology, “Ninja Warrior” and 
“Top Speed” by Romstar, Inc. and 
“Mechanized Attack” by the S N K Corp. 
of America. 

In addition, Jerry Monday of Nin¬ 
tendo of America provided a number 
of games and empty cabinets for use 
in “The Wizard” and helped make 
shipping arrangements for other 
manufacturers. 

“The Wizard” is complimentary to 
the entire video game field, with the 
storyline moving from home systems 


into memorable arcade action 
sequences. “Coin-op games get plenty 
of good exposure throughout the 
movie,” assures Topolsky. “We 
have made an effort to depict video 
games as a healthy form of family 
entertainment.” 

As well as providing damage 
insurance for the games, Pipeline is 
welcoming manufacturers to 
advertise that their games were used 
in “The Wizard,” and will even supply 


the artwork. The AAMA also has 
“permission to publicize the industry’s 
involvement in the movie on behalf of 
the industry,” according to Fay. 

With “The Wizard” scheduled for a 
Dec. 15 release, it represents an excel¬ 
lent promotional opportunity to both 
manufacturers and operators during 
the Christmas season. A possible pro¬ 
motional tie-in between Universal Pic- 
tures, the AAMA and the AMOA is 
currently being discussed, with a ten¬ 


tative Thanksgiving target launch. 

Although no plans have been final¬ 
ized, proposals include a contest in 
which amusement players would 
attempt to win some of the games 
used in the movie or a free trip to Uni¬ 
versal Studios for a family of four. Uni¬ 
versal would also contribute t-shirts 
and movie tickets as prizes. 

The promotion would be location- 
(Continued on Page 98) 


TATTO 

_ TAITO AMERICA CORPORATION _ 

STATEMENT OF POLICY 

Illegal Operator Use of “Double Dragon” and Other 
“Grey Market” or “Parallel” Printed Circuit Boards 

The Fourth District Court of Appeals, in a unanimous decision, recently upheld Taito 
America Corporation’s contention that publicly operating imported “grey market” or 
“parallel” printed circuit boards in video arcade games without our permission consti¬ 
tutes a clear violation of the company’s rights under the federal Copyright Act. 

This ruling specifically applies to our litigation with Red Baron Franklin Park, Inc. and 
Fun Factories of Ohio, an operator of Taito arcade games, over the continued use of 
parallel “Double Dragon” printed circuit boards for profit. However, both Taito and our 
legal advisors believe that this case has broad ramifications for the entire industry. 

Taito is satisfied with the Court’s ruling and considers the case a closed matter. Our 
focus now is to extract remaining parallel “Double Dragon” printed circuit boards from 
the marketplace. To that end, our policy, effective September 1,1989, is to give any opera¬ 
tors now using these illegal boards 90 days to remove them from their route(s). 

To prevent further compromising of Taito’s performance rights, the company 
recently named Peter O’Neill Director of Intellectual Security. Mr. O’Neill, a former Federal 
Bureau of Investigation agent, will be working independently of industry trade organiza¬ 
tions in his efforts to protect and enforce our rights. He will also be supporting our attor¬ 
neys in bringing decisive legal action against any and all violators. Under the Federal 
Copyright Act, an infringer may be liable for statutory damages of up to $100,000, or his or 
her actual profits, whichever is greater. 

To dispel any confusion over identifying Taito (versus parallel) printed circuit boards, 
we will soon be bringing to market products that indentify in the Attract mode the country 
each game was designed to be performed in. This change will serve as a constant 
reminder to both the player and operator that they are using an authorized Taito arcade 
game. 

It is important to note that whenever an operator purchases an official Taito printed 
circuit board from an authorized distributor, he or she is also getting the performance 
license that goes with that game at no additional charge. 

On behalf of Taito America, our parent Taito Corporation, and our european affiliates, 
we would like to thank our operators, distributors, colleagues and vendors for their con¬ 
tinued support as we move to end the confusion and bring an end to this unfortunate 
episode. 


660 S. WHEELING ROAD WHEELING, ILLINOIS 60090 USA (312) 520-9370 
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‘FAST. FAST. FAST’ 

Atari's Speedy, 'S.T.U.N. Runner' Tunnels Path Through Space And Time 


MILPITAS, Calif.—What costs a 
quarter and travels at 900 miles per 
hour? If you said the Pentagon’s 
Stealth bomber, take a look at the fed¬ 
eral budget and guess again, because 
it’s Atari’s “S.T.U.N. Runner” that boo¬ 
gies that fast for that price. 

And if the crowds surrounding the 
game at Atari’s booth at AMOA Expo 
’89 are any indication, then “S.T.U.N. 
Runner” should be soaring and scor¬ 
ing big revenues in arcades the world 
over this season. 

As Mary Fujihara said at Atari’s 
breakfast meeting the first day of the 
Expo, it’s been a “good year” for the 
company and games such as “Hard 
Drivin’ ”, “Cyberball 2072,” and 
“Escape From The Planet Of The 
Robot Monsters” have borne that out. 
Now, with “S.T.U.N. Runner,” Atari has 
built on the popular driver theme and 
catapulted the game play into the 
future. 

The most pronounced feature of the 
new game is its speed. 

“I wanted to make it fast, fast, fast,” 
said project leader and software engi¬ 


neer Ed Rotberg, who spent 15 months 
creating, developing and finely honing 
“S.T.U.N. Runner.” 

“The idea germinated from one of 
our corporate brainstorming ses¬ 
sions,” Rotberg said. “An idea was pro¬ 
posed by Carole Cameron from the 
industrial design department, and she 
came up with an idea that isn’t this 
game, but put me in a frame of mind of 
a having a game in which the vehicle 
rides down a tunnel.” 

When all was said and done, Rot¬ 
berg and his design partner, Andrew 
Burgess, came up with 23 levels of 
breakneck tubular riding after 
months at the drawing board. The 
vehicle—some call it a hovercraft, 
others a automobile; the designers 
aren’t sure themselves what it really 
is—rides on the floor, side, and ceiling 
of various tunnels on earth, under¬ 
ground, and in space. The machine is 
capable of increasing its speed envel¬ 
ope and traversing time warps. 

Expo attendees quickly sensed the 
ingenuity of the game and scampered 
to Atari’s booth to take a seat on the 


compact driver (the game is mounted 
like a motorcycle). 

As it turned out, the Rotberg- 
Burgess team seemed destined from 
the start to design such a unconven¬ 
tional unit. This was the first project 
Burgess has been involved with in the 
company—he had tried to land a spot 
in Atari’s game design division for 
three years until he came aboard in 
1988. Rotberg already had been toying 
with prototypes of the game, and 
Burgess, who was geared to do some¬ 
thing out of the ordinary, look to his 
partner’s concept from the get-go. 

The game’s specific goals are as fre¬ 
netic as its pace. Players must travel as 
fast as possible and complete each 
race within the allotted time in order 
to qualify for the next level—terrain 
that varies from underground tunnels, 
open flats, outer space and other 
nether regions generated by polygonal 
three-dimensional graphics (the same 
type used on “Hard Drivin’ ”) but visu¬ 
ally enhanced by the sharp, angular 
geometry of the game’s 23 layouts. 

Along the way, there are, of course, 
enemies — Burgess calls them 
“vehicle drones”—seeking to foil the 
smooth flow of the player’s trip. Spe¬ 
cial “boosts” give an invigorating 
burst of speed and generate a “shield 
of invincibility,” which Rotberg com¬ 
pared to some of the objectives of the 
“Star Wars” research and development 
project. 

Laser weapons are provided for the 
traveler throughout the course of the 
game play, but “shockwaves” can be 
acquired by collecting a pre-deter- 
mined amount of stars in each level, 
providing the player completes that 
level. 

The stars, whose value is collected 
by driving over them while coursing 
the various tunnels and space treks 
during the game, provide a map of 
attack to successfully reach level 23— 
the “ultimate challenge” of the game. 

The challenge is well-rewarded; 
players can win a free S.T.U.N. Runner 
t-shirt for reaching the last check¬ 
point of the game. Details on how to 
get the shirt are revealed on the game’s 
screen at the final level. 

STUNNING FUN 

“What I wanted to do was to have 
something that rides along a tube, 
where I could use the physics cor¬ 
rectly in that situation,” Rotberg said 
about his motivations for the flashy 
design. “We wanted to put the player 
on a more free form track, and make 
him go fast—real fast.” 

Whereas Rotberg was responsible 
for the theory behind the theme, 
Burgess took the controls when it 
came to the track design and organi¬ 
zation of the graphics—such as pro- 
gramming the “vehicle drone” 
intelligence and the details of the tun¬ 
nel configuration. 

This is a game the designers say 
they’re leaving to the imagination of 
the players. 


When Rotberg began work on his 
prototype, he called it the “Spread 
Tunnel Underground Network,” thus, 
the game’s acronym. However, Rotberg 
and Burgess said “there’s no defini¬ 
tion” of what the S.T.U.N. is supposed 
to mean, and that it doesn’t matter. All 
they know is that the game does the 
job. 

“We still, to this day, don’t know 
whether it’s a car, a hovercraft, an air¬ 
plane—nobody knows,” said Burgess. 
“It acts like all those things. We asked 
the kids what they thought it was, and 
they came up with all different kinds 
of things. So we decided to keep it an 
anomaly, make it more of a fantasy for 
the kids.” 

'Cyberball 2072' Fury 
And Football Futurism 

MILPITAS, Calif.—As if football in 
the year 2022 wasn’t gritty enough, 
the game gets a little bit meaner 50 
years later. Robot players, bigger and 
stronger, roam the field in armored 
motorcycles, and the ball they’re try¬ 
ing to move for # yardage explodes if 
they don’t score quick enough. 

So much for holding penalties. 

When the folks at Atari came up 
with “Tournament Cyberball 2072,” a 
sequel to last year’s two-screen, four- 
player interactive “Cyberball,” they 
had a hybrid of nickel defenses and 
intergalactic war in mind. 

“Tournament Cyberball 2072” is 
certain to drive the latter’s devotees in 
to an electronic pigskin frenzy. Atari 
product manager Jerry Momoda 
explains that the new version “com¬ 
bines the best of both sports and 
action games all rolled into one.” 

Like the original, “Tournament 
Cyberball 2072” can be played by one 
to four players, competitively, as a 
team, or against the computer. A buy- 
in features allows new players to join 
the action anytime during the game. 
The more players contribute to the 
strategy, the more time is allotted to 
the game. A sudden death period 
decides tie games, extending the 
intense game play even further. 

The new “Cyberball” extends the 
play options to atotalof250. New play¬ 
ers can opt for simplified play, and for 
the veterans of the gridiron wars, a 
challenge game can be requested to 
recreate the intensity of last-minute 
playoff action. Moreover, the action is 
embellished by the addition of two 
new positions to the sport, a “power 
back,” for use during option passes, 
and an additional “outside line¬ 
backer,” who specializes in pass 
defense. 

Operators have the option of entic¬ 
ing players with hometown allusions 
with four selectable regions built into 
the package, in addition to the six new 
team names and logos provided with 
the game. And like any other football 
megastar, players can check their 
statistics on a summary screen to 
evaluate their performance and 
maybe renegotiate a contract. 

For further information, write Atari 
Games Corporation, 675 Sycamore 
Drive, PO. Box 361110, Milpitas, Calif., 
95035, or call (408) 434-3799. 


ATTENTION: ALL CRANE OPERATORS 


IF YOUR CRANE REVENUES ARE DOWN 
LET HMS MONACO BRING YOUR TAKE UP! 



I’m thankful for boxed 
jewelry. It’s revived my 
cranes. 


HMS MONACO CAN SHOW YOU HOW TO 
REGAIN THOSE LOST PLAYERS 


CALL 1-800-777-0901 
FOR GUARANTEED RESULTS 


HMS Monaco et Cie Ltd. 

The Leading Manufacturer of Custom-Made 
Jewelry for All Your Vending Needs 

135 WEST 20 STREET • NEW YORK, NY 10011 • (212) 691-9000 
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AMOATaps Officers At Expo '89 


LAS VEGAS—Expo ’89 marked the 
changing of the guard among AMOA 
officers and directors, with Jack 
Kerner accepting the association 
presidency and Dock Ringo stepping 
down from his long tenure on the exec¬ 
utive committee. 

Kerner, president of Melo-Tone 
Vending, Inc. (Somerville, Mass.), has 
served as AMOA first vice president 
for the past year, as well as chairman 
of the Expo Planning Committee. 
Elected at a spring board meeting, 
Kerner succeeds Clyde Knupp of 
Amuse-O-Matic Co. (Fort Dodge, 
Iowa) as AMOA president. 

Ringo, of Ringo & Ball (Mineral 
Wells, Texas), was AMOA president 
from 1983-84 and recently served on 
several committees, as well as chair¬ 
ing the By Laws Committee. Ringo has 
announced his retirement from the 
committee and will be sorely missed 
by his peers. 

Other operators taking office in¬ 
clude James Trucano of Collins Music 
Co. (Greenville, S.C.) as first vice pres¬ 
ident; Eugene Urso of Madison Coin 
Machine Co. (Monona, Wis.) as trea¬ 
surer and Craig Johnson of Takata 
(Salt Lake City, Utah) as secretary 

In addition, three AMOA vice presi¬ 
dents were elected to three-year 
terms; Randy Chilton of Chilton Vend¬ 
ing (Wichita, Kan.) who was reap¬ 
pointed after serving a two-year 
board vacancy, Ross Todaro of TAVS, 
Inc. (Bryan, Texas) and James Thorpe 
of Thorpe Music Co. (Rocky Mount, 
N.C.). 

The following operators were also 
elected to three-year terms on the 
board of directors; Evan Brown of 
B & B Music & Video (Cleveland, 
Ohio), Robert Herman of Ace Amuse¬ 
ments (Brooklyn, NY), Ralph Ceraldi 
of C & C Vending (Bohemia, NY), Ted 
Furkin of Allstar Music (Springfield, 
Ill.), Thomas Riquier of T&M Distribu¬ 
tors (Willimantic, Conn.), John Knox 
of Anchorage Amusement (Anchor¬ 
age, Alaska), Norman Pozner of Nordel 

Lauran Bromley Forms New 
Company, Selects Mfgs Reps 

CHICAGO, Ill.—Lauran Bromley 
has announced the formation of 
Bromley Inc. According to Bromley 
Inc. officials, the new company will 
engage in the development and manu¬ 
facture of coin-op novelty and video 
equipment. 

“I’m very excited about bringing 
some new and innovative products 
with great return on investment to the 
coin-op arena,” said Bromley. 

Although Bromley Inc. is a new 
player in the coin-op “arena,” the 
Bromley name certainly is not. Ms. 
Bromley’s father, Martin, is widely 
regarded as one of the “legends of 
coin-op amusements” as well as a co- 
founder of Sega. Ms. Bromley herself 
has over a decade of experience in the 
industry, beginning her career with 
Stern pinball and then moving on to 
Data East. 

In addition to the formation of the 
new company, Bromley has 
announced the appointment of Frank 
and Joseph Bundra of Prism Products 
as manufacturer’s representatives for 
Bromley Inc. 


& Co. (Englewood, Colo.), Fred R. 
Wood of State Amusement (Dubois, 
Pa.), Richard Butler of Duncan Amuse¬ 
ment Co. (Fort Walton Beach, Fla.) 
and Gene Winstead of American 
Amusement Arcades (Minneapolis, 
Minn.). 

Besides the four officers, the AMOA 
has a total of nine vice presidents and 
30 directors, as well as a Past Presi¬ 
dents’ Council that includes the five 
immediate past presidents. 



HOOPS GALORE: Kevin Carter (left) of Amusement Emporium (Englewood, 
Colo.) chats with Diane Siebert, Design Plus, and Ed Chermak of Chermak Vend¬ 
ing & Distributing (Tampa, Fla.) in front of the Design Plus booth. 


order now!« AMOA EXPO 89’ 

EDUCATIONAL SEMINARS ON AUDIO CASSETTE 

Recorded live during the AMOA EXPO ’89 held in Las Vegas. Audiotape copies of the educational seminars are unedited 
verbatim recordings now available by mail order. When ordering, please indicate your selections on the order form below. 
Send the form and your payment to: CASSETTE SERVICES, 100 N. HICKORY AVE., ARLINGTON HEIGHTS, IL. 

60004. All mail orders will be shipped within 1 - 2 weeks. Thank you! 

Cassette Services • 100 N. Hickory Ave. • Arlington Heights, IL 60004 

*Place a “X” in the box by which tapes you wish to purchase 

Painless 


$14.00 
Two Tapes 


□ 


8901 


$14.00 
Ttoo Tapes 


□ 


8902 


Video Game Conversions 
& Perfect! 

Randy Fromm. 


Programming & Software Marketing 
for the CD Jukebox 

Joe McNally, Michael Reinert, 

Bill Guler, Roger D. Withers. 


$14.00 
Two Tapes 


□ 


8907 


$14.00 
TWo Tapes 
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8908 


$14.00 
Two Tapes 


□ 


8903 


$14.00 
Two Tapes 


□ 


8904 


$14.00 
Two Tapes 


□ 


8905 


$14.00 
T\vo Tapes 


□ 


8906 


Route Security: 

The Hidden Invader 

Al Krueger. 


Location Agreements & How They 
Can Protect Your Business 

David Hagen. 


How to Fight City Hall 

David Hagen, Bob Snyder. 


Guidelines for Successful 
Poker Legislation 

Phil Benson , Elroy Wolff, 

Walter G. Bohrer, Michael Anderson, 
Dean Schroeder. 


$14.00 
TWo Tapes 


□ 


8909 


$14.00 
TWo Tapes 


□ 


8910 


$14.00 
TWo Tapes 


□ 


8911 


$14.00 
TWo Tapes 


□ 


8912 


Electronic Game Repair 
Symptoms & Solutions 

Randy Fromm. 


How to Buy & Maintain Vehicles for 
Maximum Mileage 

Frank Seninsky, Jim Stansfield, 

Todd Erickson, Mike Antich, 

Grover Schaffer 

Distributor & Operator Relations 

Joe Cerillo, Steve Koenigsberg, 
Steve Lieberman, Frank Gumma Jr. 


The How To’s of Buying & Selling 
a Route/Arcade 

Norm Pink, John Estridge, 

Fred Collins 

Maximum Income Through Innovative 
Game Adjustments 

Todd Erickson 


Better Jukebox Income Through 
Better Sound 

Herb Gefvert, Emery Kertesz 


$14.00 
TVvo Tapes 


□ 


Creative Ways to Expand Your 
Jukebox Operation 

Joe Pankus, Joel Friedman, 
8913 Rus Strahan, Ken Keim. 


BUY 12 TAPES AND RECEIVE A FREE VINYL HOLDER. 

SPECIAL: SAVE 20% ON THE ENTIRE PACKAGE 
A $182.00 VALUE FOR $146.00 PLUS A FREE VINYL HOLDER. 

MasterCard - Visa - American Express are accepted. Personal Checks & 

Travelers Checks are also accepted. Please make checks payable to: 

“CASSETTE SERVICES”. 100 N. Hickory Ave., Arlington Heights, IL 60004. 

All sales are final! Prices include tax. 

SHIP TO: NAME _ 


Total No. Tapes: 
Total Price: S . 
Shipping and Handling: S . 


(Include Si.00 for the first tape, 50* for 
each additional tape, maximum of S7.00) 

TOTAL AMOUNT ENCLOSED: $_ 


ADDRESS 


CITY 


STATE 


ZIP 


Please charge this to my credit card: VISAD M.C.D or A/eD 
ACCT. NO_ 


CARD EXP. DATE . 


DAY TIME PHONE NO. 


Signature 
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Madden To Broadcast Message On AAMA Poster 


ALEXANDRIA, Va. — Football 
broadcaster John Madden has hud¬ 
dled with the AAMA and the National 
Committee for Prevention of Child 
Abuse (NCPCA) to develop a new pub¬ 
lic awareness poster urging parents to 
be good sports and take time out for 
their children. 

The poster is the second team effort 


involving the AAMA and the NCPCA 
that features celebrities from the 
sports world The first poster, devel¬ 
oped by the AAMA and the AMOA, 
showed New York Yankee slugger Don 
Mattingly with his wife and children 
surrounding a video game cabinet. 

Distributed by the AAMA and the 
NCPCA, the Madden posters maintain 




Easy Come. 
Easy (So. 

If you transport machines 
your job will be easier with 
EAGLE LIFT. The 1000-pound capacity EAGLE LIFT has everything 
you’re looking for in a liftgate, from safe, convenient operation to 
streamlined appearance. 



So whether you have machines coming in, or machines going 
out, move them the 
easy way... 
with EAGLE LIFT. 

For the name of an 
EAGLE LIFT dealer near you, 
call 1-800-USA-GATE (872-4283) 
and ask for Jerry Mathison or Dan Barry. 



MANUFACTURED BY: EAGLE LIFT 

2401 West Broadway. Council Bluffs. IA 51501 



POOL CHALK 
SAVER 


Eliminates 

• Lost Chalk 
. Broken Chalk 
. Return Track Repairs 


. Holds 5 Chalk Cubes 
• Easy Installation 
. Saves Labor 



(313) 949-8855 “poolchalksaver, inc , ”’1989° 

r QV /o 4 404 Q 7 ja P.O. Box46218 Mt. Clomons, Ml 48046 

raX 1° 1 W0-0/4U u 8 Patant 4,820,163 Foreign Pat. Pend. 


that “future stars need great moments 
now,” and are designed to promote the 
role of the family in preventing child 
abuse by showing adults and children 
interacting in a positive way. 

According to AAMA president Gil 

Pollock, association members should 
get involved in the public awareness 
project because, “Children are our 
business. For this industry, there is no 
better use of our energy than to help 
America’s kids.” 

“Our purpose with this project is to 
help the NCPCA reach their goal,” 
adds Pollock. “To effectively reduce 
the incidence of child abuse in this 
country.” By enlisting the assistance 
of well known sports figures the 
AAMA feels they have a better chance 
to get their message heard. 

“A message from someone like John 
Madden or Don Mattingly will have a 
lasting impression—because they are 
role models, but also because they’re 
nice people and they are genuinely 
concerned about the issue,” says 
AAMA executive vice president 
Robert C. Fay. “I think people respond 
to that.” 

Besides being distributed in the 
amusement industry, the posters will 
also be distributed to a number of 



AAMA'S JOHN MADDEN POSTER 


youth organizations and child advo¬ 
cacy groups, as well as newspapers 
and other publications as a public ser¬ 
vice announcement. 

For additional information on pre¬ 
venting child abuse, or to request 
copies of the poster, contact your local 
chapter of the NCPCA or write the 
NCPCA, Box 286 M, Chicago, Ill. 
60690; or contact the AAMA, 205 The 
Strand, Alexandria, Va. 22314; (703) 
548-8044. 


Bilotta To Organize New 
Anti-Drug Tournaments 

NEWARK, N.Y.—Coin-op veteran John Bilotta began his own crusade on 
drug abuse long before it became fashionable to “just say no.” The upstate New 
York distributor has been an active opponent of drug abuse as far back as 1971, 
when he organized anti-drug pin tournaments to build public awareness and 
raise money for a local rehabilitation center. 

Now, with the problem of drug abuse worsening across the country, Bilotta 
is once again preparing to join the battle. “We’re getting back into it because it’s 
such a serious problem today,” Bilotta said. “The money raised will go to a 
worthwhile group in the anti-drug area.” However, Bilotta said, another benefit 
of the program is “to let the government and general public know that we in the 
industry are genuinely concerned with the problem.” 


AAMA Games To Appear In 'The Wizard' 


(Continued from Page 95) 
based, involving AMOA operators, 
with entry forms available on posters 
that would be provided by the AAMA. 
Although the expense of designing 
contest posters is generally paid for by 
the participating companies, Univer¬ 
sal may be willing to help cover some 
of the cost of the materials since the 
AAMA is a trade association with a 
limited budget. 

Manufacturers that donate games 
would be listed on all promotional 
materials, providing excellent 
national exposure for their games, 
and would be asked to finance the 
shipping of their games to con¬ 
test winners. All games are cur¬ 
rently in the possession of Pipeline 
Productions. 

Universal has already arranged 
tie-ins with Nintendo and Mattel, 
and is waiting for approval from the 
AMOA and the AAMA to make the 
necessary arrangements for a coin-op 
promotion. 

“The Wizard” is expected to receive 
a PG rating, and should have a strong 
showing at the box office. The bene¬ 
fits of its friendly portrayal of arcade 


games and a related promotional con¬ 
test could provide a huge lift to the 
coin-op amusement industry. 

“Video games are a common thread 
through every kid’s life,” says Topol- 
sky. “They are an integral part of the 
American tapestry, and ‘The Wizard’ 
positively reinforces that fact.” 

“The games are about reaching 
goals,” adds David Chisholm, writer- 
producer of the “The Wizard.” “They 
present obstacles and choices 
wrapped in a storyline that are them¬ 
selves little journeys at which the 
player alone either fails or succeeds. 
Like the games, the journey the kids 
take in the script is theirs alone, and 
they fail or succeed based on their 
choices.” 


WATCH FOR VT'S 
FUPPED-OUT 
COVERAGE OF PIN 
EXPO'89 NEXT 
MONTH! 
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Featuring Stereo Play by Play from 
Al Michaels, Frank Gifford and Dan Dierdorf 


Actual disappearing 
goal post and ramp 
for extra points 
and field goals, 
just like the one 
seen on T.V. 


The must game for every location, with record breaking earnings and play appeal 
featuring the most advanced flipper in the industry, gold micro switches, superior light 
board technology and promoted by ABC Sports at the beginning of every Monday 
Night Football game. This is the game that your locations will crave and your players 
will love. Backed with long term location appeal. Order yours today! 


See your local Data East Distributor or Contact: 

DATA EAST USA, INC. 

1850 Little Orchard Drive 
San Jose, CA 95125 
408-286-7074 
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Pins Roll, Ramp, $ing, $hout In $tyle 


(continued from page 79) 
distributor open houses in subse¬ 
quent weeks. 

At Betson Enterprises’ open house 
in Moonachie, N. J. Sept. 19, New York 
and New Jersey operators swooned 
over “Elvira,” thought “Police Force” 
laid down the law and judged “Monday 
Night Football” a clutch performer. 

At Mondial International Corp.’s 
open house in Springfield, N. J., opera¬ 
tors cited Gottlieb’s “Bone Busters” as 
the company’s best offering in years. 


One New York operator hailed the 
decision to redesign the flippers for 
the machine as a “masterstroke.” 

“That’s a great game,” said Mike 
Rad wan of Pocraft Amusement Park 
(Scotch Plains, N. J.), as he pulled him¬ 
self away from “Elvira” at the Betson 
fete in Moonachie. 

“Yeah, I like Elvira, too,” said Bob 
Cushman of B & M Video Plus (Vernon, 
N. J.). “And I already liked ‘Black 
Knight 2000’—it’s a toss up between 
the two for the best machines.” 


Cushman said he thought that pin 
games, in terms of design and opera¬ 
tor profit, are as cyclical as the stock 
market—some years, like this year, 
the new games are utterly spectacular, 
loaded down with all the bells and 
whistles. Other years, he’d rather buy 
the hottest new video game conver¬ 
sion kit. 

“You know, all the pins I saw this 
year are good games,” said Cushman. 
“I think pinball is coming back strong. 
Real strong. ” 


Industry representatives like to 
refine Cushman’s observation a bit, 
and they are armed with history and 
folklore to support the contention that 
pinball is “depression-proof.” 

That notion was literally tested 
when modern pinball was in its 
infancy. Roger Sharpe, marketing 
director for Williams Electronics 
Games Co., is generally the source the 
industry turns to for answering histor¬ 
ical and aesthetic pin questions. 

“Most thought pinball would be a 
passing fad, but through the manufac¬ 
turers’ creativeness, through the 
Harry Williamses of the world, it grew 
by leaps and bounds and captured the 
imagination of people in the Depres¬ 
sion, who, for a penny or a nickel, had a 
few moments of entertainment. The 
industry has always seen itself as 
depression-proof. Anything to do with 
leisure time entertainment was 
always more expensive than this 
industry. Look at today’s prices: Chew¬ 
ing gum is 55 cents, and that’s more 
expensive than a game of pinball any¬ 
where. The big thing with pinball is 
that it’s an enduring art form, and fun¬ 
damentally, it hasn’t changed. It comes 
down to someone manipulating flip¬ 
pers to bat a ball around. I like to call it 
controlled spontaneity.” 

CHANGING OF THE GUARD 

Pinball patriarch Steve Kordek 
began his career in the pinball busi¬ 
ness in 1937 when he happened to step 
in a vestibule to escape a downpour. 

Kordek did a lot more that day than 
stay dry; he got job with the company 
headquartered in the building, Genco 
Co. Kordek quickly moved up in the 
company’s ranks, and the silver ball 
began to take a whole different route 
once he became a designer. 

The next time you’re playing pin¬ 
ball, remember that Kordek is the guy 
who first put flippers on the bottom of 
the playfield when he designed 
Chicago Coin’s “Triple Action.” 

The next time you take a shot at a 
ramp, remember that Kordek in¬ 
vented that feature when Williams 
introduced “Space Shuttle.” 

The next time you pull the cashbox 
from the innards of “Elvira,” remem¬ 
ber that Kordek was the guy who over¬ 
saw the design of 1989’s “Best New 
Game,” and that he is busy imparting 
his encyclopedic pin knowledge to a 
new generation of designers and engi¬ 
neers, all the while encouraging them 
to develop new features, stay faithful 
to tried and true formats—and avoid 
past failings. 

And those new designers, Kordek 
says, are some of the most talented 
engineers, software programmers 
and artists in any segment of not only 
the coin-op, but other high-tech indus¬ 
tries. 

“I don’t design games anymore,” he 
said. “I direct the designing by other 
designers. We have quite a few of them 
here today. They’re the ones who come 
up with all the ideas.” 

While the technology under and on 
the table has changed, the design pro¬ 
cess is still pretty much the same, 
according to Kordek. 

There was a quiet revolution in pin¬ 
ball about ten years ago that Kordek 
points to as the most significant devel- 
opment in the game since Harry 
(continued on page 104) 



ATLANTIC & PACIFIC AMUSEMENT CORPORATION 

CALL AND ASK FOR “MARIO”, “PUDDY” or “APPLES” 
1-800-327-6076, or 201-S26-0700, FAX: 201-S26-3512 
1428 NORTH BROAD ST., HILLSIDE, NEW JERSEY, 07205-1633 

For amusement only. Not intended for sale or use in states or municipalities where such games are prohibited by law. 


With a Joint Venture on Atlantic & 
Pacific’s exciting new Lucky 8-Line 
“Striptease” slot game! 

Our rapidly expanding buying power, has made it necessary to 
expand our sales and operating networks in new and used coin 
machines. If you have an established market, we can supply 
you with large quantities of a wide variety of machines. 

We’ll even split the profits 50-50. This is a 
once-in-a-lifetime opportunity! 

Also available for Joint Venture: 

Bingos, Quarter Horses, Winners Circles, 

Pokers, Roulettes, Slot Machines (Export), Etc. 

To find out how “taking it off” can 
boost your take, write or phone: 


100. . VENDING TIMES, September, 1989 










with 

Bonita Marie International’s 




CHRISTMAS NOVELTY 
CAPSULIZED KITS! 


Spruce Up Your Cranes 
With a Whole New 
Variety Of Prizes... 

OTHER THAN PLUSH! 


Collectables-Xmas Figures • Xmas Watches 
• Decorative Pins • Xmas Novelties 


Our Proven “Peanut Capsule” lets 
you mix in beautiful and unique 
Christmas items that will give you 
and Merry Christmas! 


DON'T DELAY! CALL TODAY! 


Limited Quantities On Christmas Packs 


144-PC. XMAS 
ROTARY KITS 


-272-6375 


1555 ROUTE 37 WEST, SUITE 6, TOMS RIVER, NEW JERSEY 08755 






































Rowe Debuts New 'DanceStar' Unit At Las Vegas Distributor Meet 


LAS VEGAS, Nev.—Rowe gave 
operators reason to dance in the aisles 
at Expo ’89. “DanceStar,” the 
company’s latest entry into the 
coin-op music market, promises to 
aid operators in recapturing those 
locations lost to D.J.s as well as 
helping to secure additional locations 
previously unsuited to jukebox 
entertainment. 

The new system offers operators 
the ability to provide uninterrupted 
music, comparable to a D.J. format, 
through Rowe’s popular “CD-100” 
juke. Unveiled during Rowe’s distribu¬ 
tor meet in Las Vegas, the innovative 
system drew praise from distributors 
at the meet and operators on the show 
floor. 

The compact disc “hideaway” unit 
features the same changer mecha¬ 
nism found in Rowe’s “LaserStar” ded- 
icated CD juke, along with an 
electronics package which keeps the 
music flowing without pause. Accord¬ 
ing to Rowe officials, the new system, 
which works in conjunction with the 
“LaserStar,” could save locations up to 
$100 a night in D. J. salaries as well as 
boosting juke revenues for operators. 
“We are recommending the operators 
charge their locations between $75.00 
and $100.00 a week for the ‘DanceStar’ 
option,” said Rowe vice president, Joel 
Friedman. “The ‘DanceStar’ repre¬ 
sents the operator’s chance to win 
back those locations that have been 
lost to the D. J. format. It’s a product 
whose time has definitely come.” 

The system was perceived by music 
operators at Expo ’89 as an aggressive 
and practical effort on Rowe’s part to 
support them in their battle against 
D. J.-hosted locations. “Rowe has given 
us a product to use and now it’s up to 
us (the operators) to be inventive and 
use it,” said Ed Velasquez (Velasquez 
Music, Chicago, Ill.) following the 
show. “We as operators have to be cre¬ 
ative in winning back D. J. locations 
and now we have another tool.” 

MORE INTRODUCTIONS MADE 

In addition to unveiling the “Dance¬ 
Star” unit, Friedman also recapped 
the year for Rowe and its distributors. 
“When we review last year, each of us 
has had a good year,” said Friedman. 
“But we now have increased responsi¬ 
bility to make sure our operator cus¬ 
tomers are healthy. We at the factory 
level have been very busy, but we have 
not sat back on our laurels.” Freidman 
went on to explain that Rowe is contin¬ 
uing its R & D efforts (as evidenced by 
the introduction of the “DanceStar”) 
and has recently completed a re-tool- 
ing effort at their Grand Rapids, Michi¬ 
gan manufacturing facility that will 
“significantly increase the company’s 
production capabilities.” 

The move to increase production 
capabilities comes at a time when 
Rowe has decided to extend produc¬ 
tion on its “LaserStar” dedicated CD 
juke for another year. While Friedman 
acknowledged that some of the first 
“LaserStars” did contain some techni¬ 
cal inadequacies, which were a func¬ 
tion of early production, acceptance 
of the system has surpassed the com¬ 
pany’s expectations and that the prob¬ 
lems have been eliminated. 

Friedman added that the decision 
to continue production on the current 
model of the “LaserStar” was based on 


the company’s desire to “hold the line 
on pricing.” 

Those attending Expo ’89 also got 
the first look at Rowe’s CD “Nostalgia” 
juke. A replica of the famed “1015” 
model, the system was engineered 
by Rowe in cooperation of Antique 
Aparatus. 

In his address to Rowe distributors, 
Friedman took the opportunity to 
present a “state of the juke” address to 
the gathering. According to the Rowe 
vice president, the “LaserStar” cur¬ 


rently accounts for 50% of Rowe’s juke 
sales, while vinyl sales have slipped to 
20%, and “Combo” providing 30%. 

“When we look at the market, it’s 
obvious that it’s moving toward CDs,” 
Friedman stated. “However, the vinyl 
record is not a dead and buried issue. 
There will not be an overnight col¬ 
lapse of the vinyl record, but in order 
to make the operator stronger we 
must tell him where the market is 
going.” In addition, Friedman stated 
that, “we at Rowe are not so pompous 


as to tell the operator how to run their 
businesses. As long as there is a 
demand for vinyl jukes, we will con¬ 
tinue to build them.” 

In concluding, Friedman an¬ 
nounced that the company is current¬ 
ly in full production of its “WallStar” 
unit, a CD wallbox designed to work 
in conjunction with the “LaserStar,” 
and that the company’s popular 
“Combo” juke will now be available in 
two new colors, brown and blue. 


Design Plus Industries 



$ $ $ $ QUADRUPLE YOUR PROFITS $ $ $ $ 
TEAM PLAY+COMPETITION = $$$ 

Selectable 1 to 4 players. Accepts game credits. 

Fast ball return — no jam-ups 

Score to 199 points — 3-point shot 

Flashing high game — promotes challenges 

Bonus score adds to original score 

Moves easily — adjustable height — narrow width 

Optional bill acceptor — ticket dispenser — crown top net 

Two models: 

“Standard” — 10' x 31.5" W — Playing height adjustable 
8'3"-9'6" 

“Compact 8 x 8"-8'L x 31.5" W x 7' 10" H-ideal for 
smaller locations Score With 

All-steel construction 

Operator settings for coins, 
game time, points for 
Bonus Game 



4 Play 

The Proven Money 
Winner 



OFF 


POST AMOA SPECIAL! $300 

new national 800# (800) 780-PLAY 
new 800# in Florida (800) 329-GAME 


CALL US NOW 


CJwuruik UetuJiju] & 'JMal hutinj 



5008 W. Linebaugh Ave., Suite 24 • Tampa, Florida 33624 
(813)882-0133 • 1-800-329-GAME • (813)960-8556 
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Williams Stakes Out Claim As Innovator 


CHICAGO—Williams latest pin, 
“Police Force,” combines such famil¬ 
iar features as multiple ball and ramp 
action with some slick innovations 
that are certain to stick and become 
required features on similar fast- 
paced flippers. 

The new design concepts on the pin 
offer the player a lot of pop for his 
quarters. For the first time, a pin 
allows a player to instantly add his top 
competitor’s score to his own by mak¬ 
ing two consecutive ramp shots on the 


last ball in play. In a one-player format, 
a single player can double his own 
score. 

In addition, seven ramp shots 
through a center portal open up the 
possibility of the player racking a mil¬ 
lion points with one shot on an unlim¬ 
ited basis. 

The theme portrays a meeting 
between the concrete jungle and the 
animal kingdom. The bad guys are 
“Machine Gun Croc,” “Loan Shark,” 


Pins Still Show Big Earnings And Strong Appeal 


(continued from page 100) 

Williams, Ray Gottlieb and the Gins- 
burg brothers put sound, flippers, and 
bumpers in the early prototypes. With 
the introduction of solid state technol¬ 
ogy, as much know-how is needed 
during the nine-month or longer devel¬ 
opment period as in the design of an 
automobile. 

“When we went into solid state,” 
Kordek said, “we acquired capabilities 
we could never do in the electrome¬ 


chanical games. In the old technology, 
you could carry over all the features, 
but not in a multi-player game.” 

Despite the changes in technol¬ 
ogy, the themes on the surface of 
the game—the business’ “attract 
mode”—have carried pretty much the 
same motif from the beginning. The 
name of the game is action. 

“Space themes are still exciting,” 
Kordek said. “Then, after that, about 
the only other solid themes, ones 



$ $ $ $ QUADRUPLE YOUR PROFITS $ $ $ $ 
TEAM PLAY+COMPETITION = $$$ 




lo 4(W e,s 


• Fast Ball Return — 

No Jam-Ups 

• Score To 199 Points — 
3-Point Shot 

• Flashing High Game 
Promotes Challenges 

• Bonus Score Adds To 
Original Score 

• Moves Easily — 
Adjustable Height — 
Narrow Width 

• Optional Bill Acceptor — 
Ticket Dispenser — 
Crown Top Net 




ALL-STEEL CONSTRUCTION 


Operator Settings for Coins, Game Time, Points for Bonus Game 


Design Plus Industries 

737 East Marietta Avenue 
Peoria Heights. Illinois 61614 
(309)682-9359 (800)541 1288 


With New 'Police Force' Flipper 


“Drug Rat,” and “Diamond Weasel,” 
The good guys are lions and leopards, 
and they’re top cops in what appears 
to be either New York City or Jersey 
City, considering the Statue of Liberty 
stands in the deep background. 

Likewise, “Police Force” contains 
as many ways to score as there are 
skyscrapers in Manhattan. 

A special “hot sheet bonus” awards 
players with everything from 
increased scoring values to instant 
multi-ball play, an extra ball, or five 


free games for one shot into an acti¬ 
vated kickout hole. 

The design team for the game con¬ 
sisted of Barry Oursler, Python Ang- 
helo, Bill Pfutzenreuter and Mark 
Ritchie, whose brother, Steve, 
designed the previous offering from 
Williams, “Black Knight 2000.” 

On his effort in “Police Force” Mark 
Ritchie said he wanted a game that 
reflected the time and type of places 
with which a typical player is familar. 


people understand, are automobiles, 
airplanes, motorcycles, water polo— 
anything people understand and 
grasp very, very fast.” 

Some folks work a job for 30, 40 or 
50 years and count the days until 
retirement. Not Kordek. He’s like the 
“baseball man”—the master of his 
game, nurturing his proteges, the 
ones with the youthful vigor, to carry 
on in a business that means much 
more to him than dollars and cents. 

“I can talk about this to kingdom 
come,” Kordek said of the industry. “I 
like to talk about the young, up-and- 
coming engineers who are doing 
unbelievable things in this industry. 
They are the ones responsible for 
keeping this thing going. We have 
some young engineers with a great 
future.” 

YOU CAN'T PLAY IT AT HOME 

Joe Kaminkow, director of design 
for Data East’s pinball division, is big 
on applying popular licensed prod¬ 
ucts’ themes to the company’s pins. 

“We’re very aggressive in our licens¬ 
ing,” Kaminkow said. “With ‘Monday 


Night Football’—which is going to be 
a very big game—we made a con¬ 
scious decision to make it, though it 
might not do as well in Europe as in 
America. But we wanted to make a 
piece for the American operator and 
said, ‘Nobody will take this risk and 
make this game, and we hope the oper¬ 
ator responds.’ ” 

Kaminkow said he’s banking for a 
strong player reaction for the game 
because the opening of every Monday 
Night Football program on ABC fea¬ 
tures the actual Data East pin. The 
player feels like he’s part of the action. 

“‘Monday Night Football’ is instant 
recognition,” Kaminkow said. “The 
response is, ‘Wow! That’s the game on 
TV. That’s the game I want to play. 
Wow! The goal post is what I see on 
TV ” 

As the new kid on the block (Data 
East is currently in its fourth year of 
pinball production), the company con¬ 
sciously tries to take more chances in 
design than the other established 
manufacturers, said Kaminkow. 

“We’re not making a game that’s 
similar to any tradition except for 
(continued on page 130) 



Ziggi The Talking Clown 

Cash in on the growing 
children’s market with Ziggi 
the Talking Clown. This low 
cost, high volume toy vendor 
offers years of trouble-free 
profits and these unique 
Mayoni features: 

■ Extensive Vocabulary 

■ Self Clearing Anti-jamming 
Mechanism 

■ Vend Any Size Egg or 
Capsule 

■ 1 Year Warranty 

Call Mayoni today for more 
information. 

1 (800) 345-1183 



MAYONI ENTERPRISES 10340 Glenoaks Blvd. Pacoima, CA 91331 
(818) 899-2488 1 (800) 345-1183 Fax: (818) 899-0152 
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HOLIDAY PLUSH 


PLEASE CALL 
FOR OUR 
LATEST 

PRE-PACKS 

800-645-8142 


PLEASE CALL 
FOR OUR NEW 
HOLIDAY 
CATALOG 

800-645-8142 


DAN BRECHNER & COMPANY INC. 

31 STEWART ST. ■ FLORAL PARK, N.Y. 11001 ■ 516-437-8400 
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BUTTONS. SELECT DESIRED LETTER. ENTER 
LETTER BY PRESSING CREDIT BUTTON. SELECT 
'*• - TO SKIP AHEAD ONE SPACE OR ■* TO GO BACK 
AND ERASE ONE SPACE. 


For Technical/Service Information Call: 1-800-444-0761 


The Premier ® 
Name in Pinball 


LET THE GAME 
TALK FOR 
ITSELF!!! 


NEW FLIPPER DESIGN 

New Shaped BAT. 

New Lighter FLIPPER 
|| ASSEMBLY (Design with 
the same Quality and 
f. Reliability as our old 
| Flipper Unit). New 
Longer Stroke on 
Flipper Coil. Tungsten 
End-Of-Stroke. All 
New DIE-CAST 
PLUNGER 

V m ASSEMBLY!!! 


NEW CABINET DESIGN 

New Lightbox Hinging. 
New Reinforced Cabinet 
to Lightbox Mounting. 
Lightbox Mounting Bolts 
- New THUMBSCREW 
Design - No need to 
Fumble with Ratchets 
or Wrenches. No more 
Florescent Tube. New 
insert with Incandes- Jj 
cent Lamps for New, 

More Exciting Light 
Shows!!! 


For More Information 
on BoneBusters, Inc. 
CONTACT YOUR 
I AUTHORIZED 
| Premier Technology 
S, Distributor Today 
H or Call: (312) 

I® 350-0400 Fax: 
M (312)350-1097 
ff| 759 Industrial Dr. 

Bensenville, II. 
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KING OF THE HILL 


#1 Profits- 
#1 Support 


# 1 Promotion - Bullshooter International Finals 

16 Regionals Across the U.S. 

Bullshooter Magazine 
Over 12 Years of Long Term Earning Power 
Three Types of Cricket Games 
Seminars on Leagues and 
Tournaments-Expenses Paid 
Free League and Tournament Packets upon Request 
(Posters - Tournament Charts - Flyers) 

Full Staff of Engineers-On Phone Service 
24 Hour Part Turn Around on orders 

# 1 Promotion 


# 1 Support 


#1 Service 


#1 Pla 
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Pioneer Enters Juke Field With CD And LaserDisc Units 


U.S.A.—Japanese audio and video jukebox and LaserDisc (LD) juke- process of selecting a network of U.S. 
giant Pioneer is ready to make a big boxes are products of Pioneer Laser distributor representatives, 
splash in American waters with their Entertainment, Inc. (PLE) a sub- 

new state-of-the-art CD and Laser- sidiary of Pioneer Electronics that “Las Vegas was the first show for 
Disc jukeboxes. markets and manufactures laser-opti- our new CD jukebox,” points out Mark 

cal-based entertainment products, Makabe, vice president of sales and 

Pioneer has had success marketing including sing-a-long Laser Karaoke marketing for PLE, who introduced 
jukeboxes in both Japan and Europe, systems. their LD video jukebox at the last 

and have developed new designs ACME show “This was an excellent 

specifically for the American market, The innovative new jukeboxes, as opportunity to meet people and seek 
where they are already well respected well as the karaoke systems, were on the right distributors for our prod- 
for their consumer products. display at the recent AMOA Expo ’89 ucts.” 

Both the compact disc (CD) in Las Vegas, where Pioneer began the According to Makabe, Pioneer 

RANDEL LOCK SERVICE 

Your Security Headquarters 


No. 825 HASP 
H10 PADLOCK 


$5.90 each 
$12.60 each 



Where maximum protection is desired, the H-10 padlock can be 
used with the 825 hasp. The case-hardened steel shackles of both 
padlock and hasp make this unit almost indestructible. 



HtHterlcSH 

U.S-A. 

HARDENED 


OVER 5000 H10 PADLOCKS IN STOCK FOR IMMEDIATE SHIPMENT 


Randel Lock Service can fill your order for any 
key number of the #10 padlock on over 800 
key numbers. If your number is not in stock. 



we will make and ship immediately. Send your 
key and we will make the lock the same day we 
receive your key. 


HASP No. 525 
PADLOCK No. 


H10 



HASP. . . includes solid hardened 
steel backup plates and bolts for 
mounting. Only $4.80 each. 

PADLOCK. . .solid hardened steel 
one-piece case. This American 
padlock is used by more vendors 
than all other locks combined. Only 
$12.60 each. 


WRAP-AROUND HASP 
No. 885 



Rugged hinged hasps constructed 
of extra heavy wrought steel. All 
hinge pins are inaccessible; all 
screws are concealed. 

885 Hasp with Link (shown) 

Only $4.90 each 

875 Hasp without Middle Link 

Only $4.50 each 


RANDEL LOCK SERVICE 


87 Rockaway Ave • Valley Stream, N.Y. 11580 

Phone: 516 / 825-6216 

“Our 50th Year in Vending” 


ALL PRICES F.O.B. Valley Stream L.I., N.Y. 

(All price subject to change without notice) 


attracted between 30-40 potential dis¬ 
tributors at the AMOA show, and plan 
to proceed cautiously through the 
proper industry channels. “We will 
select our distributors by the end of 
December and begin shipping juke¬ 
boxes early next year,” projects 
Makabe. 

MUSICAL FRONTIERS 

PLE’s new jukes are manufactured 
entirely with Pioneer parts and prod¬ 
ucts to assure the high level of quality 
synonymous with the Pioneer name, 
and are equipped with a number of 
operator-friendly features, according 
to Makabe. 

With the assistance of Diamond 
Time, Inc., the world’s largest musical 
clearing house, Pioneer has reached 
agreements with all of the major 
record labels to license their hit 
recordings for a series of exclusive 
Pioneer compilation discs. 

Because it’s rare that more than two 
or three songs from an album receive 
juke play, Pioneer will offer CD juke 
operators a “starter package” contain¬ 
ing six discs of current hit songs and 
three offerings with popular tradi¬ 
tional numbers. There will be 15 songs 
to a disc with additional discs pro¬ 
duced each month from Pioneer. 

A similar arrangement has been 
made for the LaserDisc juke, which 
contains two 12-inch compilation 
discs with 30 music videos each, mak¬ 
ing a total of 60 selections. To facili¬ 
tate change, PLE will coordinate a 
monthly disc exchange program. 
Videos can be displayed on a large 
monitor that can be conveniently 
placed on the top of the jukes. 

“Video jukeboxes have received neg¬ 
ative connotations in the past,” says 
Makabe. “But we are receiving very 
positive response to the LD jukebox 
due to Pioneer LaserDisc technology 
and our exclusive compilation discs.” 

HOME ON THE RANGE 

Pioneer’s new jukeboxes are housed 
in attractive black solid steel cabinets 
with red and yellow strips, a shiny 
metal trim and the Pioneer logo, 
which will attract players with instant 
name-brand recognition. 

Musical selections are displayed 
behind a large glass window. The CD 
jukebox features 36 CD jackets on a 
three-sided rotating menu. The LD 
jukebox displays still photographs of 
several recording artists and three 
columns of traditional title strips. 

Both jukeboxes feature LED dis¬ 
plays to identify the selections in play, 
and can be programmed to play up to 
99 songs in the order selected. PLE 
jukes can also be programmed to play 
popular selections in an attract mode. 

PLE sound features include four¬ 
way eight speakers that offer a full 
range of high fidelity and are built into 
the jukebox; in the middle, on the side 
and at the bottom. 

A wired remote control for cancel¬ 
ing songs in progress and controlling 
volume levels is included with each 
jukebox. 

For more information on Pioneer’s 
new line of jukeboxes, contact Pioneer 
Laser Entertainment, Inc., 22010 
South Wilmington Ave. Suite 201, Car- 
son, Calif. 90745; (213) 518-4531. 
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Fundraising Favorites 


Housewares 


Uk fro** u 


Promotional Suppliers to the 16oz. MINI SQUEEZE 
Brewing & Bottling Industries 

W 


Hottest Retail Licensed Designs 
On The Market Today. 


Theme Park Souvenir Items 


Giants In 
Coffee Club 
& Fountain 
Promotions 


32oz. SUPER SPORTS BOTTLE 


P.O. BOX 19269 • CHARLOTTE, NC 28219-9269 • 1-800-451-8697 • FAX 704-357-1243 
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Now PlayChoice Means More Fun 
and Excitement. 

PlayChoice™ has always meant 
great profits in limited-space loca¬ 
tions. Now you can install 
Nintendo’s hottest new 
games on all new Play¬ 
Choice systems—VS. Dual 
upright and Table units, VS. Uni¬ 
system® kits plus Upright and 
CounterTop™ models. You’ll be giv¬ 
ing players more exciting choices. 

In no time at all you’ll be riding a whole new 
wave of player enthusiasm. 

These New Titles are Hotter than a Sunburn. 

Nintendo’s five new Playchoice releases 
are sure-fire winners: 


Super Mario Bros. 3 " 


Ninja Gaiden 1 


Tecmo Bowl' 


With Tecmo Bowl the gridiron 
hits keep coming as the NFL’s 
biggest and best go head-to-head, 
end zone-to-end zone. 

• The outrageously spooky 
Addams Family is back, in 
Fester’s Quest, Uncle Fester’s 
kooky campaign to stop aliens 
from invading planet earth. 

In Teenage Mutant Ninja Turtles, 
Don, Raphael, Mike 
and Leo spring to 
the rescue of their friends 
who have been kidnapped 
by the evil Foot Clan. 

Grab Your Board and Ride the Title Wave. 

With PlayChoice you can hang five or 

ten from a 
selection of over 
30 great titles. 
And, by including 
our hot new re¬ 
leases, you’ll cash 
in on even more 


Fester's Quest 2 


TMNT 3 


• Our ever popular video heroes, Mario and 
Luigi are back at it and better than ever 

in Super Mario Bros. 3. 

• Ninja Gaiden gives players a chance to 
help Ryu, the ultimate Ninja, in his quest 
to rid the world of evil doers. 


distributor or Nintendo 
of America Inc. today 
at 206/882-2040. 



excitement. So catch the 
authorized Nintendo® 


wave. Call your 


lTM & © 1989 Tecmo Co. Ltd. 

2 © 1989 Sun Corporation of America 
Characters licensed from Barbare Artists Inc. Television 
Character rights licensed from Orion® Television Inc. 
3 Teenage Mutant Ninja Turtles® & © Mirage Studios, USA 
Trademark use granted to Konami under license from 
Mirage Studios Inc. ™ & © 1989 Konami Industry Co. Ltd. 


(Nintendo) 

The Systems Company 


All titles are subject to location testing. 

Game release dates will vary. 


Nintendo of America Inc., P.O. Box 957, Redmond, WA 98052, 206/882-2040, 1-800-633-3236 
© 1989 Nintendo of America Inc., ™ and ® are trademarks of Nintendo of America Inc., Printed in U.S.A. 



































AMOA Beats The Odds At Vegas Expo 


(continued from page 79) 
sters” pinball, named the “Best New 
Game” at the show. When the Mistress 
of the Dark appeared on the floor in a 
cloud of smoke, the place went 
berserk. 

Some of the other high profile 
games that debuted at Expo ’89 were 
Data East’s “Monday Night Football” 
flipper, that capitalized on a national 
media blitz to coincide with the pre¬ 
miere of ABC’s 20th anniversary 
season, Atari’s “S.T.U.N. Runner,” fea¬ 
turing polygon generated 3-D graph¬ 
ics, and Sega’s “E.S.W.A.T.” and “Super 
Monaco GP” driver that comes in 
three models. 

In the 100th anniversary year of the 
jukebox, all the major juke manufac¬ 
turers displayed their latest CD boxes, 
with Rowe introducing their new 
“DanceStar” hideaway unit, that pro¬ 
vides DJ-like continuity of music, and 


Rock-ola debuting their “CD Laser 
2000” disc box. 

Pioneer launched a new line of CD 
and Laser Disc boxes, and a host of 
celebs invaded the Seeburg booth, 
including Heather Thomas of “The 
Fall Guy,” Jeff Conaway of “Taxi,” Jerry 
Vale, Gene Gene the Dancing Machine 
from the original “Gong Show,” and 
professional wrestler Big John Studd. 
Not to be outmuscled, American Tech- 
nos recruited the Honky Tonk Man 
and his manager Jimmy Hart to pro¬ 
mote their “WWF Superstars.” 

AWARDS AND STAGE SHOW 

Perhaps the highlight of all the fes¬ 
tivities at Expo ’89 was the annual 
Awards Banquet and Stage Show, 
which was nearly canceled due to a 
musicians’ strike that forced some 
major hotels to reschedule engage¬ 
ments by top acts like Wayne Newton 


and Diana Ross. Thanks to the efforts 
of producer Sam Atchley and Ken Hat¬ 
ley and Associates, the AMOA show 
went on—and it was the most spec¬ 
tacular, if not the only, show in town. 

Relocated from the Vegas Hilton to 
the Sahara Ballroom, the program fea¬ 
tured performances by current hit 
artists like Grayson Hugh and Dino, 
as well as established superstars like 
Conway Twitty and Bill Medley, both 
of whom were honored with the new 
“Legends of the Jukebox” award. 
Other “Legends” winners that 
accepted awards in person were 
Dionne Warwick, Buck Owens and 
Frankie Valli, with Roy Orbison’s son 
Wesley accepting on behalf of the late 
crooner. 

Most impressive of all, however, was 
a rare public appearance by Colonel 
Tom Parker to collect the honorary 
award for Elvis Presley, whose single 
“Don’t Be Cruel b/w Hound Dog” is the 
number one jukebox record of all 



time. Looking upward, the Colonel 
cracked; “Elvis, I just want you to 
know that I’m not getting paid for 
this!” 

This year’s winner for “Jukebox Pop 
Record of the Year” was “Kokomo” by 
the Beach Boys (Elektra). The 
“Jukebox Country Record of the Year” 
was “There’s A Tear In My Beer” by 
Hank Williams Jr. and Sr. (Warner 
Bros./Curb) and the “Jukebox R&B 
Record of the Year” was Tone Loc’s 
“Wild Thing” (Delicious Vinyl 
104/Island). 

In the “Rising Star” category, Paula 
Abdul was named best female, Bobby 
Brown took best male and Guns n’ 


New AMOA president Jack D. Kerner of Melo-Tone Vending (Somerville, 
Mass.) joins outgoing president Clyde Knupp of the Amuse-O-Matic 
Company (Fort Dodge, Iowa) at the ribbon cutting that preceeded the 
opening of the show floor at the Las Vegas Hilton. 

Industry Legends Gather At Half 
Century Club Meeting 


Roses were voted best group. 

The winners of the AMOAs Game 
Awards were Taito’s “Double Dragon” 
for “Most Played Video Game,” 
Williams’ “Cyclone” for “Most Played 
Pinball Game,” “Capcom Bowling” for 
“Most Played Conversion Kit,” 
Williams’ “Earthshaker” for “Most 
Innovative Game,” and Valley’s pool 
tables in the write-in category 



Colonel Tom Parker, the legendary 
manager of Elvis Presley, made a 
rare public appearance at the 
AMOA banquet to accept one of 
the AMOA's new "Legends of the 
Jukebox" awards. 

Premier Dubs Distrib. 
South Of The Border 

BENSONVILLE, Ill. —Premier 
Technology has announced the addi¬ 
tion of the Mexican coin-op network 
Grupo Onesa to its roster of autho¬ 
rized distributors. 

The selection follows close on the 
heels of Premier and AAM A president 
Gil Pollock’s participation in the 
Sports and Recreation ’89 Expo in 
Mexico that helped pave the way for 
better bi-national game relations. 

“We at Premier have established a 
lead in the industry by opening up new 
sales territories throughout Mexico,” 
said Pollock. “Totally new markets 
will now be available to us with our 
neighbors South of the border.” 

Grupo Onesa is headed by Ernesto 
Felix-Diaz Placeres, who began the 
company with two arcades 17 years 


LAS VEGAS—The second meeting attention to other works?” 
of The Half Century Club Interna- The gray lions discussed what they 
tional (HCCI) once again attracted could contribute to the industry as an 
coin-op legends from across the coun- association. Although most are still 
try to a gathering where the atten- working, there were anxious to search 
dance sheet read like a who’s who of out new ideas that would allow them 
the industry. Hosted in the Williams to “put something back into the indus- 
suite of the Las Vegas Hilton, industry try” collectively 
pioneers retold “war stories,” met Betson’s Bert Betti suggested that 
long-time friends, and intitiated the the seniors become involved in the 
group’s first moves to provide the AAMA’s Charitable Foundation, 
newly-formed organization with a founded by Joseph Robbins. “I think 
direction. that we, as seniors and patriarchs, 

Comprised of industry profession- should set an example. We all got a lot 
als with 50 years or more in coin-op out of the industry, now we should 
(associate members need only log 40 show the industry what can be done.” 
years), the HCCI began its second Betti’s idea, which was immediately 

meeting with a roll call and reminis- met with enthusiasm, fueled a lively 
censes. The association’s president, debate regarding the specifics of the 
Steve Kordek, from Bally, remembered association’s donation or contribu- 
that he joined the industry when he tion. The matter was eventually voted 
ducked in the old Genco pinball fac- and agreed upon, with the specifics to 
tory to get out of the rain. Others, like be worked out at a later date. 

Martin Bromley, remembered growing 

up in the business and counting pen- Among those attending the meet- 
nies on the diningroom table. ing were Steve Kordek, Bert Betti, 

Kordek brought the meeting to John Bilotta, Ed Blankenbeckler, Bob 
order by saying, “This is as good a time Briether, Martin Bromley, Lou Bruno, 
as any to discuss the future of the Sal DeBruno, Joel Kleiman, Irv 
Club. Should we just call a meeting Margold, Si Redd, Hank Ross, Bob 
like this when there’s a show, or should Jones, Hank Tronick, Sol Lipkin, 
we institute a letter system or infor- Bernie Shapiro, Rob Jonsei, Clyde 
mation bank or names and addresses B. Love, Frank Guerrini, Joseph Rob- 
for members; or should we turn our bins, and Marty Glazman. 


ago and has since expanded to 36 
Phillip Morris USA of New York won arcades in 21 Mexican cities. Onesa is 
the AMOA Cigarette Vending Machine currently in the process of estab- 
Promotion Award, edging out R.J.R. lishing a complete distributorship 
Sales Co. of Winston-Salem, NC, the network that will be supervised by 
winner over the past four years. managing director Michael B. Kessler. 

Leland Takes New 'Track' To 'Off Road' 

EL CAJON, Calif.—Leland is offer- dune buggy in the new software, that 
ing a new “Track Pack” that will shift also features a revised soundtrack for 
gears for dedicated models of “Super various international tracks. 
OffRoad.” Leland is also readying “King 

The “Pack” consists of a “chip Arthur’s Round Table,” a self-loading 
change” kit and a new marquee that rotary redemption kit that will fit 
will alert players to the revamped ver- standard two-player video cabinets, 
sion of the game. “Round Table” was introduced at 

Eight new tracks are available AMOAExpo’89 in abare-bonesproto- 
with the “Pack” software, which put a type version and generated strong 
lot more “air” in the game—more interest among operators, 
jumping, crashing and other aerial For more information contact The 
mayhem. Leland Corp., 1841 Friendship Dr., El 

Players will select from a truck or Cajon, Calif. 92020, (619) 563-7000. 

Has Anybody Seen A Triple Action Anywhere? 

Steve Kordek would just love to get a copy of “Triple Action,” the pin he 
designed in the late 1940s that featured flippers at the bottom of the playfield 
for the first time. 

“I’ve looked all over the place and I can’t seem to find one,” Kordek lamented 
at AMOA Expo ’89. “If somebody has one, or knows of where I can get one 
somehow, I sure would appreciate it. They know where to get me.” 

For any readers who know where to get a “Triple Action” but don’t know how 
to reach Kordek, give him a ring at Bally/Midway Games’ offices in Chicago. 
The number is 312-267-2240. 
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Amusement Industry Converges On Las Vegas Hilton For AMOA Expo '89 



Operator reactions had the Data East Crew sig¬ 
nal a touchdown for their new pigskin pin. 
(From left) Sarah Bagnola, Shelley Sax, Arnie 
Arstad, Jerry Armstrong, and Ed Cebu la. 


Sega's John Hill (left) looks on as Frank Senin- 
sky, Alpha-Omega (Edison, N. J.) congratulates 
Sega president, Tom Petit, on the company's 
new video, "E.S.W.A.T." 


Konami's Steve Kaufman (second from left) 
and Dale Lazar of H. Lazar 8t Son (Pittsburgh, 
Pa.) are flanked by two of the models who 
helped atthe Konami booth. 



Emily Simpson (left) at Gamco discusses her Jim Frye (left) of Brady Distributing prepares 
company's line of redemption equipment with to challenge Meltec's Mel McEwan at "Big 
Lois Glezerman, Geminex Industries (Los Mouth," as Doug Minter, Tip Top Amusement 
Angeles, Calif.) and Gamco's Ron Yaffe. (Carson City, Nev.) looks on. 


Leland founder Leland Cook (left) and sales 
rep Scott Walker take time out to pose for a 
VT pic with Sam and Carl Feder, Pacific Vend 
Distributing. 



Jim Mclntire (left) joins Mike Garrett, Rick 
Tolgo, and Wayne Tressel of Cardball Int'l for a 
game with Mike Lansing and Brian Beane, Val¬ 
ley Amusements (Rancho Mirage, Calif.). 


Bill Ward (left) and Dave Schultz of Arachnid, 
show off their line of electronic darts to Al 
Darce from Dan the Music Man (Pocatell, Ind.) 
with Arachnid's Dean Hinueber. 


Jesse Richardson (left) of Fry Amusements 
(Winchester, Va.) checks out the United Artists 
booth with Gene Michaels and Michael Free¬ 
man, Michaels Enterprises (Washington, D.C.) 



Ggame 


GameTek's Malvina Vogel (left) Ivan Rothstein, 


and Beverly Bourjon invite operators to try 


their skill at their new "Wheel of Fortune" 


video game. 



Meloday Ricard (left) waits her turn to play 
Data East's "Wacky Gator," as Alain Guenette, 
Allouette Amusements (Montreal, Canada) 
tries the new game. 
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Mike and Leisa Evans (left) of Yellowstone Spe¬ 
cialty (Idaho Falls, ID.) check out the American 


Sammy offerings with Norman Evangelista, 


Dave Peckles, and Ed Adachi of American 


Sammy. 



















• Fight in 8 different cities 
to be the Champion! 

• In a 2-player game, 
players fight each other 
in a “grudge match’’ at 
the end of each scene 
for bonus stamina. 

• 2-player cooperative/ 
interactive game with 
buy-in and continue 
features. 


TAKE 

THE HIGH 

ROAD TO 

PROFITS 

WITH 

STREET 

SMART! 


SNK CORPORATION OF AMERICA 

246 SOBRANTE WAY 
SUNNYVALE , CALIFORNIA 94086 
(408)736-8844 

© 1989 SNK CORP OF AMERICA 


Name: Antonio Crybaby Palermo 
Age: 25 • Weight: 265 lbs. 


Name: Larry ‘ Legbreaker" Lub inski 
Age: 19 • Weight: 220 lbs. 


Name: Mike The Muscle McDermit 
Age: 30 • Weight 290 lbs. 


Name: "Slippery' Sam Santana 
Age: 38 • Weight: 205 lbs. 


Name: Bobby Brown 
Age: 21 • Weight 175 lbs. 
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Ballouz To Head New Irem Line In U.S. Market 


BELLEVUE, Wash.—The Japanese- 
based Irem Corp. has tapped Fabtek 
founder and president Frank Ballouz 
to head up their new Irem America 
line of video products. 

Ballouz intends to run both compa- 
nies simultaneously, and will be 
responsible for Irem’s coin-op and con¬ 
sumer systems as well as Fabtek’s 
video roster. 

“If I have to work twice as hard for 
twice as many hours to manage both 


companies then that’s what I’m go¬ 
ing to do,” Ballouz told Vending 
Times. “This is a great opportunity to 
bring the Irem line to America and an 
important acquisition for Fabtek 
distributors.” 

While Fabtek will continue to 
license products from a variety of 
Japanese game developers, Irem 
America will carry Irem products 
exclusively. 

“Irem asked me to help them 


develop a stronger identity here in the 
States. Their games have been 
licensed to different American manu¬ 
facturers in the past, but now they will 
be available under the Irem banner for 
the first time,” Ballouz said. 

The first offering from Irem Amer¬ 
ica is “Dragon Breed,” a strong graphic 
kit featuring a young dragon rider 
fighting off enemy monsters. It will be 
followed by “X Multiply,” a vertical 
scrolling shoot ’em up with enemy 



Fabtek's president, Frank Ballouz (seat¬ 
ed), and director of sales. Drew Maniscal- 
co, are two key players in Irem's launch 
into the U.S. market. 

germs invading the player’s body. 

Meanwhile, Fabtek is readying 
“Toki,” a new character-type adven¬ 
ture game that Ballouz describes as 
“different from other games currently 
on the market.” 

Planned for a November release, 
“Toki” has strong player appeal based 
on a loveable caveman named Toki 
who is turned into a gorilla by a wiz¬ 
ard’s spell. A Tarzan and Jane motif 
prevails over the game’s six stages in 
which Toki rescues a damsel in dis¬ 
tress and breaks the evil spell. 

EXPANSION PLANNED 

Ballouz is currently in the process 
of setting up a new office complex for 
Irem America in Redmond, Wash. 
Completion of the move is expected by 
the end of November, in the meantime 
both Irem and Fabtek will continue to 
operate out of the existing Fabtek 
headquarters. 

For more information contact 
Frank Ballouz at Fabtek, Inc., 13807 
NE 48th Place, Bellevue, Wash. 98005; 
(206) 882-1093. 

Capcom Launches New 
'U.N. Squadron' Vid 

SANTA CLARA, Calif.—A violent 
Middle Eastern battleground, where a 
benevolent multinational peace-keep¬ 
ing force uses sophisticated aerial 
firepower to oppose corrupt terrorist 
arms dealers is the scenario for “UN. 
Squadron,” the latest video release 
from Capcom. 

“U.N. Squadron” is a two-player 
interactive game in which quarter¬ 
pumping pilots face enormous odds as 
they navigate through enemy skies, 
blasting away at mobile ground-based 
carriers, inpenetrable fortresses 
and even the top secret B2 Stealth 
Bomber. 

Available as a horizontal conversion 
kit, “Squadron” utilizes Capcom’s new 
CPS super chip and features their 
exclusive computer-aided difficulty 
adjustment mechanism, that automat¬ 
ically adjusts to each player’s level of 
skill. 

For more information on “U.N. 
Squadron,” contact Capcom, 3303 
Scott Blvd., Santa Clara, Calif. 95054; 
(408) 727-0400. 


FLORIDA'S NEW LOOK DISTRIBUTOR 
If they make it - we sell it! 


RJ 


JIFIIEK 


NEW KITS 

"HOT’ CASTLE OF DRAGONS (ROMSTAR 1 195.00 

"NEW" CHAMPIONSHIP BOWLING (ROMAR) 895.00 

TETRIS (ATARI) 995.00 

DOWNTOWN (ROMSTAR) 795.00 

"HOT 1 SPLATTER HOUSE (SHARP IMAGE) 999.00 

WWF SUPER STAR (AMERICAN TEC) 1395.00 

"NEW" "NEW" LUCKY 8 LINE (GRAY HOUND) 795.00 

NEW ZEALAND STORY 695.00 

LAST DUEL (CAPCOM) 495.00 

RAMBO (ROMSTAR) CALL 

50 CALIBER (ROMSTAR) CALL 

WHEEL OF FORTUNE (GAME TEK) CALL 


NEW DEDICATED 

FINAL BLOW (ROMSTAR) 2195.00 

DOWNTOWN (ROMSTAR) 1995.00 

CYBERBALL (ATARI) 2495.00 

CHAMPIONSHIP BOWLING (ROMSTAR) 2195.00 

US GAMES 9" or 13" 1495.00 

MERIT SUPER PIT BOSS 1595.00 

QUICK SHOT 4 PLAY BASKETBALL "WITH BILL" 1999.00 


PINBALL 

"HOT 1 BONE BUSTERS (PREMIER) 2495.00 

BIG HOUSE (PREMIER) 2095.00 

HOT SHOTS (PREMIER) 1995.00 

POLICE FORCE (WILLIAMS) 2750.00 

BLACK KNIGHT 2000 (WILLIAMS) 2750.00 

PLAYBOY (DATA EAST) 2695.00 



ATARI 


KONAMI 


A.P.B. 

1250.00 

BOOT CAMP 

CALL 

BLASTEROIDS 

1050.00 

CONTRA 

CALL 

CHAMPIONSHIP SPRINT 

I 500.00 

DOUBLE DRIBBLE 

550.00 

DRAGON SPIRIT 

I 150.00 

JAIL-BREAK 

CALL 

GAUNTLET I & II 750.00/800.00 

KICKER 

CALL 

PAPER BOY 

1 100.00 

MX-5000 

CALL 

POLE POSITION 

CALL 

MAIN EVENT 

CALL 

ROLLING THUNDER 

1695.00 

YIE AR KUNG FU 

CALL 

TOOBIN 

1200.00 



VINDICATORS . 

1695.00 

LELAND 


XYBOTS 

1250.00 

DOUBLE PLAY 

CALL 

ROAD BLASTER 

1695.00 

QUARTER BACK 

1695.00 

ASSAULT 

2250.00 

SUPER OFF ROAD 

3095.00 

CYBERBALL 

2395.00 

TEAM QUARTERBACK 

1895.00 

720 

1895.00 

QUARTERBACK 

1395.00 

SUPER SPRINT 

1895.00 

MEMTRON 


CAPCOM 


SOLAR WARRIOR 

600.00 

1943 

1050.00 

MAT MANIA 

400.00 

AVENGER 

CALL 

MANIA CHALLENGE 

600.00 

BIONIC COMMANDO 

1025.00 



FORGOTTEN WORLD 

CALL 

NICHIBUTSY 


LEGENDARY WINGS 

700.00 

TERRA CRESTA 

CALL 

SPEED RUMBLER 

CALL 

ROBO DANGAR 

CALL 

STREET FIGHTER 

1695.00 

TERRA FORCE 

CALL 

DATA EAST 


NSM 


COBRA COMMAND 

CALL 

SATELLITE 200 

1 195.00 

GONDOMANIA 

800.00 



KARATE CHAMP 

650.00 

ROMSTAR 


KID NIKI 

825.00 

TOP SPEED 

1595.00 

KUNG FU MASTER 

650.00 



LOCK ON 

CALL 

ROWE 


RING KING 

CALL 

530 C1G MACHINE 

795.00 

SPEED BUGGY 

CALL 



TAG TEAM 

425.00 




CALL FOR ADDITIONAL EQUIPMENT 
813-882-0133 & 813-960-8556 


Complete Kit 
Installation $150.00 

Includes: 

Formica on Sides & Front 
New Black T Molding & Trim 
Location Ready 


Cabinet Renovation 

Includes: $75.00 

New Power Supply 
Durable Plastic Control Panel 
Overlay 

Connectors & Shop Supplies 


AMOA SPECIAL 


Sega Turbo Out Run $2495.00 
ATARI Toobin $999.00 


Ckvmk (Jendituj & 'fiMuiufatq 



new national 800# (800) 780 

new 800# in Florida (800) 329-GAME 

CALL US NOW 


5008 W. Linebaugh Ave., Suite 24 
Tampa, Florida 33624 (813) 882-0133 
1-800-329-GAME (813)960-8556 
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ALL AMERICAN 


ALL AMERICAN 
FOOTBALL. 


THE LELAND CORPORATION. 1841 FRIENDSHIP DR. EL CAJON, CA 92020 


IT’S TIME 
TO GET DOWN 
AND DIRTY. 











nPLUS 2 

<?»CRB MACHINE 



nPLUS 2 


ONE SUPERB 




TEMPORARY **BTfj£ 20 19 18 17 16 IS BulUj 

SCORE ,>ARTS 

60 <r 
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VW<! _ 

TEAM A 

ii\ • • • • • • 

4/ 

TEAM B 


PUBTIME H PLUS 2 -The ONLY overheat 
with "IN-LINE" cricket. 

It's clear, it's simple, it's easy-to-read-it's the 
one preferred ABOVE ALL! 

PLUS... 

V 25 GAMES & VARIATIONS, including 

■ 4-PLAYER CRICKET-three ways: 

STANDARD/CUT-THROAT/TEAM 

■ 301 & 501 with ALL the options 

OPEN/DOUBLE-IN/DOUBLE-OUT/MASTERS 

■ TEAM PLAY with "FREEZE-OUT" rules 

■ FUTURE EXPANSION CAPABILITY 

▼ AUTOMATIC PLAYER CHANGE & MISSED DART SENSOR 

▼ UNIQUE CREDIT RETENTION SYSTEM with READOUT 

■ Bill Acceptor Ready 

■ Memory Back-Up 

■ Totally Static-Proof 

STAT-PAK™, MERIT'S ORIGINAL 
PLAYER STATISTICS SOFTWARE 


Yf CONVENIENT LEAGUE ENVELOPE "SIDE-SLOT"™ 

W PATENTED SERVICE DOOR FOR TOTAL FRONT ACCESS 
AND A LARGER CASH BOX -YOU'LL NEED IT! 

THE CHOICE IS CLEAR 

ILPLUS 2-THE MACHINE FOR THE 90'S 


AVAILABLE AS A KIT 

. fon all PUB TIME STANDARD & DELUXE MODELS. 


merit industries inc. 

2525 State Rd„ Bensalem, PA 19020 *1 -800-523-2760 • In PA (215) 639-4700 • FAX 215-639-5346 





















Exhibitors And Operators Address New Developments In Coin-Op 



Scan Coin's Per Lundin (left) shows off his com¬ 
pany's new line of coin handling devices to 
Charles Rowland, Games People Play (Rich¬ 
mond, Va.). 


Nintendo's Linda Weber (left) takes Wayne and Bob Orchard (left), American Simulators, test- 
Gena Fromm, Video Invasion (Toronto, pilots a new line of kiddie rides for F. W. 
Canada) on a tour of the "PlayChoice" system. "Bubba" Hein, Nelson Amusements (Natchez, 

Miss.). 
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The Brechner team of Jay Rubinstein (left), 
Gigi Tortorica, and Steve Suraci test the cuddly 
factor of their company's plush. 


NSM's Paul (left) and Rus Strahan show off 
their company's new line of wall-mounted 
music makers at Expo '89. 


Dale S. Lazar (left) of H. Lazar & Son (Pitts¬ 
burgh, Pa.) accepts a gentle reminder from 
Williams' pin maven, Roger Sharpe. 



Strata's Richard Ditton (left) and John Cassi- 
day discuss their new product line with Sal 
Lazuka, Automatic Music (Painesville, OH). 



Brad Egan (left) of Lagoon Amusements (Farm¬ 
ington, Utah) looks over the latest in bat-plush 
with Ace's Ben Mayers. 



Mike Garnsey (left) of Lewis Vending (Victoria, 
Canada) talks with Ellen Evans and Michael 


* * 

d COIN CONTROLS 


Meisinger of Coin Controls about coin mechs. 
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LOCK COMPANY 


SINCE 1912 

RICAN MEANS SECURITY 


Raynold de Carufel (left) of Cinque Electronics 
(Quebec, Canada) looks over American Lock's 
line with Patt Supply's George Yurkovich. 


Young Nick Massei, Naughty Nick's & Co. 
(Stockton, Calif.) likes play action on Fabtek's 
"Dynamite Duke." 


Dale Moore (left) of L. A. Games (Torrance, 
Calif.) talks vending with Lynn Bump and Bob 
Martin of Automatic Products. 


VENDING TIMES, September, 1989. . .121 


















Manufacturers Display Their Latest Wares In Glitzy Vegas Showroom... 



Merit's Rick Lynch (left) and Dave Rubinstein 
compare views oftheshowwithYamate USA's 
Jean Marc and Denis Lanier as Howard 
Smoyer, Merit, looks on. 


Joe Pankus (left) of Seeburg shows off his 
company's CD box to Jerry Vale and Eddie 
Valesquez, Valesquez Automatic Music 
(Chicago, III.). 


WBG's Tom Hammel (left) and Jim Casanova 
(right) demonstrate thir bill validator system 
to Gary Ketchem, Unique Gifts (Las Vegas, 
Nev.). 


Al Dietrich (left) and Gary Stephenson, G-Dees United Artists' John Ciccolini (left) offers a Mars Electronics' Jerry Carr (left) explains the 


Amusements (Omaha, Neb.) look over the lat- play-by-play as Patty Hellmer, Bird Distributors new line of bill validators to Donna and Ron 


est in coin-op offerings from Wico with Dick (Manhattan, KS) attempts to fast-change a kit Schimes (R & J Amusement Equipment (Fort 


Geerling of Wico. 


on the "TurboGraphx-16" system. 


Wayne, Ind.). 



Pool Chalk Saver's Angela Palinko (left) demon¬ 
strates the company's new dispenser to Brian 
Sniegocki and Nancy Vick of B & D Enterprises 
(Toledo, Oh) as Art Palinko talks on the "finer 
points" of the product. 


Romstar stars Darryl Williams (left), Audrey 
Smith, and Joyce Kaehler pose with Frank 
Gumma Jr., American Vending Sales, Rom- 
star's Rene Lopez, and Tim Jackson. At right 
are Dave Morgan, Supercade (Stockton, Calif.) 
and Heh-Kyu Le. 


The Technos team (from left) of Greg Rice, 
Aldo Donnaloia, Jimmy Hart and his grapp- 
ler. The Honky Tonk Man, show off Technos' 
video offering, "WWF SuperStars" with 
N. Tomiyama and Techno president and K. 
Iwamoto. 



Bill Goldberg (left) of Goldberg Enterprises, John Austin (left) of Barcrest Ltd. (Manchester, 
gives pitching advice to his wife Tina and England) discusses the exceptional response 
daughter, Kareena, for winning at Yankee from American players to "Reel Poker" with 
Games' "Bozo's Grand Prize Game." Looking Betson's Robert Betti, Betson, the American 
on is Joe McKoewn of East Coast Vending. distributor for the game. 


Nintendo's Art Gallagher (left) shows off the 
countertop system to George Ptcek, Bird Dis¬ 
tributing (Lenexa, KS) and Cliff Reser, Neon 
Amusements (Leavenworth, KS) as Nin¬ 
tendo's Mike Minor and Al Stone look on. 
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Expo '89 Hits The Jackpot In First AMOA Show West Of The Mississippi 



The Craneables crew (left to right) Valerie Bra- 
band, Jeff Schlagel, and Kathy Moore were 
flush with plush during Expo '89. 



Gordon Smart (left) of Smart Industries pre- Deutsche Wurlitzer's George Seidel (left) and 
pares to try his crane-skill against Roscoe Klaus Telgheder display their company's nos- 
Sharp, Mountain Service Corp. (Bristol, Va.). talgia juke during Expo '89. 



RJ.Reynolds Tobacco Company 


Bob Fiori (left) of R. J. Reynolds Tobacco talked Irv Otte (left) of Brown 8i Williamson talks 
cigarettes with Gary Sanders and Rick Mabe, cigarette vending with Doug Smart, Northern 
S & M Amusements (Gary, Tenn.) as Peter Amusements (Bemidji, Minn.) and Warren 
Schmidt, R. J. Reynolds joined in. Haslet, Brown & Williamson. 



Capcom's Bill Cravens (left) smiles over the 
"monster earning potential" of his company's 
new offerings. Posing with Cravens is "General 
Kael" and Capcom's prez Yoshihito Nakayama. 



Michael Danner (left) of Lynde-Ordway dis¬ 
cusses currency handling systems with John 
Estridge, Southern Games (Nashville, Tenn.). 


Standard Change Makers' Bill Keller (left) dis¬ 
plays the company's offerings to Mike Lutes of 
Lutes' Casino (Yuma, AZ) with Bill Williams, 
Standard Change. 



Paul Lee (left) and Adam Patterson (far right) of Belam's Randy Boreman (left) and Simon Deith 
Planet Earth Inc. (Gainesville, Ga.) examines discuss the distributor's line of video products 
the "WallStar" with Rowe reps Terry Lacher with Harry Popiel, Automatic Amusements 
and John Pavone. (Denver, Colo.). 



The celeb at the Bally suite was the company's 
pin, "Elvira." Showing off the game are Bally's 
Greg Freres (left), Mark Penacho, Tony Paugh, 
Dennis Nordman, the game's namesake, Elvira, 
and Steve Kordek. 



K-SUU MONO COUNTING EQUIPMENT 


Bill Foster (left) of K-Scale shows Jerry Schill, 
Autophoto Systems (Tustin, Calif.) how to 
weigh the potential of his currency handling 


system. 
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Costume Jewelry Outfit HMS Monaco Grabs Crane Market's Golden Ring 


NEW YORK—Soon after Andrew 
Paleias and Ira Erstling began work¬ 
ing together, they knew things would 
change at HMS Monaco et Cie, Ltd. 

The things that changed were the 
markets for their costume jewelry. 

Since the partners put their heads 
together in 1984, the company has 
diversified from its traditional base of 
jobbers, wholesale distributors and 
department stores. HMS Monaco now 
bills itself as the leading manufac¬ 
turer of packaged costume jewelry for 
use in coin-op amusement games— 
and knowledgable operators agree 
the goods it delivers are quality mer¬ 
chandise that results in stuffed cash- 
boxes. The company currently 
supplies, directly or indirectly, 80 to 85 
percent of the costume jewelry found 
in all cranes, rotaries, digamarts and 
skilldozers, according to Erstling. 

Monaco’s market mastery began 
five years ago in the New Jersey shore 
community of Seaside Heights. That’s 
where Erstling got an idea. 

While he was servicing the Jersey 
shore, he noticed that a new type of 
crane—the modern, triple crane— 
was making its debut. He saw a niche 
for Monaco’s jewelry, and persuaded 
an arcade owner in Seaside Heights to 
try the company’s boxed jewelry in the 
center bay of their new crane. The 
arcade owner’s revenue by the end of 
the summer for three center bays was 
an astounding $60,000 gross while 
using $15,000 of HMS Monaco jewelry. 

It’s been a success story ever since 
for the company, which is based in 
Manhattan’s Chelsea section and has 
just opened a new 4,500-square-foot 
manufacturing, packaging and ship¬ 
ping facility in Greenville, R.I., man¬ 
aged by Andrew Paleias’s brother, 
Louis. 

PARTNERSHIP FORMED 

Erstling and Paleias became equal 
partners in 1988, after the retirement 
of Paleias’s mother in 1987. Steve 
Schulman joined the company’s 
expanding team as sales manager in 
1988. Schulman, no stranger to the 
coin-op industry, had worked 15 years 
for Mondial International, the huge 
distribution outfit out of Springfield, 
N. J. 


Erstling has a self-assured ap¬ 
proach to sel ling his product. “My mer- 
chandise sells itself,” he said from 



HMS Monaco's Steve Schulman (left) 
and Ira Erstling show off their line of 
quality redemption prizes at Expo '89. 


HMS Monaco’s bustling office and 
warehouse in Chelsea. “We try to offer 
quality merchandise for the dollar. We 
want people to be happy with what 
they win because if they’re not, they 
won’t play the machines. I think the 
best days for costume jewelry in 
cranes are still ahead. See, a crane 
is like a retail store. But a crane is 
also a coin-operated amusement—a 
game—and you got to let them win.” 

Paleias chimed in, saying that “one 
sale is worthless. We want to do busi¬ 
ness with our customers 52 weeks a 
year.” 

Schulman quickly caught on to 
Paleias and Erstling’s aggressive 
approach. He said he found out soon 
after cranes hit big that the machine 
offers operators a wide-ranging clien¬ 
tele in every imaginable location—so 
operators stand a lot to gain by being a 
bit aggressive themselves. 

“All ages play them, and there’s all 
kinds of unusual locations for opera¬ 
tors,” Schulman said. “The name of 
the game is traffic.” 

That’s something Paleias found out 
soon after Erstling joined his com¬ 
pany, which he founded with his 
mother in 1980. 

“When Ira joined our sales team, we 
didn’t realize what was going to hap¬ 
pen,” Paleias said. “But it worked out 
real well.” 

GOLDEN OPPORTUNITIES 

Take a walk around Monaco’s 
Chelsea warehouse and you’ll find 
yourself amidst the thousands of dif¬ 
ferent jewelry pieces the company has 
ready to ship. There are dragon pins. 
“Number One” grandmothers 
necklaces. Starfish jewelry. Digital 
watches. Rings. And much more. 

And, for your ghoulish pleasure, the 
creative folks at HMS Monaco are 
feverishly preparing their always- 
popular Halloween line of costume 
jewelry—the choicest in bat key- 
chains, white ghost necklaces, lami¬ 
nated pumpkin pins, and scary 
skeletons. 

Halloween not your bag? Ho-ho- 
hold on, then, because Monaco is also 
swinging its Christmas line into gear. 
Round, jolly Santas. Colorful, enam¬ 
eled Christmas trees, wreathes and 
holly. 

Erstling said that products themed 
to holidays provide both his company 
and quick-thinking operators with a 
sales bonanza. This fall, Halloween 
and Christmas kits have been strong 
sellers and generates big revenue for 
operators. 

The themes Monaco employs are 
backed up by a strong packaging 
philosophy. 

“The most profitable way to operate 
is by using jewelry in the boxes 
because it’s the richest-looking way to 
do it,” Schulman said. “Our approach, 
and what we tell operators, is to 
make the crane display look like a jew¬ 
elry store window and offer lots of 
variety.” 

In addition, a key component to 
Monaco’s success formula has been 
the origination of the “plush mixer 
globe,” a plexiglass capsule filled with 
jewelry, watches, and novelties. 
Erstling and Schulman explained this 
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package was geared to the operator 
who wanted to mix other prizes in 
with his plush, as opposed to only 
operating plush in his machine. 

Schulman shuffled a few keychains 
with automotive logos in the Monaco 
warehouse, admiring the stylish 


notches—the “diamond cuts”—along 
some of the borders. He offered an 
explanation why HMS Monaco jewelry 
is hot and probably would remain so. 

“We create flash,” he said. “We take 
something that costs a dollar and 
make it look like a million.” 


Operators Score With Bally's 
'Arch Rivals' Promotion 


CHICAGO—Thanks in part to an 
ambitious promotional effort by Bally 
Midway, the unique basketball game 
“Arch Rivals” continues to rack up 
high scores and earnings in all types 
of locations, throughout every sports 
season. 

“Arch Rivals,” Bally Midway’s hard¬ 
hitting, brutal version of “basket- 
brawl” in which operators can select 
the identities of opposing squads 
based on location preferences, is 
backed up by a “Hometown Heroes” 
promotion that has netted unprece¬ 
dented operator responses. 

“Operators from every corner of the 
country and Canada have chosen to 
participate in the program,” says 

SST Saves Space With 
New 'Lite' Air Hockey 

AMITYVILLE, N.Y.—Imagination 
Leisure, manufacturers of SST air 
hockey tables, has designed a less-fill¬ 
ing SST Lite. 

The standard SST air hockey table, 
featuring digital scoring and stainless 
steel or mica-top options, weighs in at 
103” x 50.” By comparison, the “SST 
Lite” stands at a svelte 79” x 46,” mak¬ 
ing it perfect for smaller venues. 

SST air hockey tables have strong 
player appeal, with attractive red, 
white and blue cabinets and wide 
scoring goals. Operator features 
include the timing meter and puck 
lock-in at end of game, secure cash- 
box, all steel legs and levelers, mil- 
spec aluminum rails and goals, 
durable pucks and hi-profile goalies. 
Imagination Leisure has been manu¬ 
facturing air cushion hockey tables 
for 14 years. 

For more information on SST and 
SST-Lite Air Hockey Tables contact 
Imagination Leisure, Inc., 251 Dixon 
Avenue, Amityville, N.Y. 11701; (516) 
842-4242. 


Laura Rezek, Bally’s marketing man¬ 
ager. “I’ve received 25 cards today and 
have stacks of literally thousands of 
responses.” 

The promotion, which comes into 
play when operators return cards to 
Bally Marketing, is a means of gener¬ 
ating press coverage for both the game 
and operator locations. Bally supplies 
local newspapers with a promotional 
package including a glossy photo of 
“Arch Rivals” and a list of locations. 
Participating operators receive two 
Bally team jerseys and an honorary 
award certificate. 

With “Arch Rivals” kit sales still 
going strong, and “Hometown Heroes” 
reply cards still coming in, Bally feels 
they have a successful promotion on 
their hands. 

“This is exactly what we wanted to 
do, generate a lot of attention and let 
operators have fun with it,” adds 
Rezek. “This was supposed to be a 
seasonal game but we’ve had a great 
summer and we’re still looking good.” 

The only request Rezek has of those 
operators that have participated in the 
“Hometown Heroes” promotion is to 
please send copies of any local press 
coverage to Bally Midway. 

For more information on “Arch 
Rivals” and the “Hometown Heroes” 
promotion, or to send along press clip¬ 
pings to Laura Rezek, contact Bally 
Midway, 3401 N. California Ave., 
Chicago, Ill. 60618; (312) 267-2240. 

Williams, Midway Pick 
Distributor For Mexico 

CHICAGO, Ill.—Williams Electron- 
ics Games, Inc. and Midway Manufac¬ 
turing Company, manufacturers of 
Bally Amusement Games, sub¬ 
sidiaries of WMS Industries and a 
member of the New York Stock 
Exchange, have announced the 
appointment of Distribuidora y Fabri- 
cadora de Aparatos de Diversion, S.A. 
de D.V. as their exclusive distributor¬ 
ship for Mexico. 
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BIG RUN. 

GET THE PICTURE? 



Jaleco’s coming at you in a big way. The total 
package starts with spectacular graphics. Add in 
tire screeching stereophonic sound effects. Plus a 
dynamically designed plywood, compact cabinet 
that’s just right for your location. Big Run™ Call us 
for a test drive! (312) 647-7077. 

@ JALECO. 



Jaleco™ and Big Run ,M are 
trademarks ol Jaleco USA, Inc. 
O 1989 Jaleco USA. Inc. 












































Discover unparalleled sound quality. 
Discover dramatic increases in collections 
Discover new locations. 


Discover FIRE. 

100 CD HyperBeam ‘ Laser Disc Wall Phonograph 

A Hyperbeam sound quality so near absolute perfection 
that it’s almost impossible to distinguish from a live per¬ 
formance. A speed of music change that is over 12 times 
faster than anything available. And a level of precision- 
engineered reliability that is setting new industry 
standards. 


All in a strikingly beautiful, compact wall cabinet. So 
space limitations no longer have to exclude you from 
what can be some of the best income-generating 
locations. 


Visit your NSM Distributor for a hands-on demon¬ 
stration. And discover a level of quality, speed and 
dependability that is unequalled in the industry. 

Discover Fire. 


100 CD HyperBeam ' Laser Disc 


NSM-LIO N S Call us for the name of the NSM Distributor nearest you: 312-992-2280 
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PWSH PARS 


LARAMIE IINTEREST 

Trust Your Plush to Us! 

11300 S. Post Oak, Suite 205 • Houston, TX 77035 

TEXAS: 1-800-237-5874 
L U.S.: 1-800-521-8697 





















WARNING! 


The undersigned companies are the owners of certain exclusive rights 
under the Copyright and Trademark laws of the United States. One of 
those exclusive rights, i.e. the right to publicly perform their audio visual 
works, was recently affirmed by the United States Court of Appeals for 
the Fourth Circuit in the case of Red Baron - Fun Factories of Ohio v. 
Taito America Corp. et al. The undersigned companies therefore 
announce the following policies: 


1. They are committed to vigorously protect all of their rights 
under the intellectual property laws of the U.S. and will not 
hesitate to prosecute infringers to the fullest extent of the 
law. 

2. Any one who publicly performs without authorization of the 
copyright owner, a grey market video game after November 
30, 1989, which game was purchased before July 18, 1989 
(the date of the Fourth Circuit Decision in Red Baron) will be 
subject to an action for infringement. This "grace period" will 
enable operators who comply with the law to remove 
infringing grey market games from their routes. Operators 
should feel free to contact any of the undersigned companies 
or their authorized distributors to determine their policies of 
the individual companies for the games in question. 

3. The undersigned companies will immediately and 
vigorously pursue those who have purchased parallel PCB's 
after July 18, 1989 and who without authorization, publicly 
perform those audiovisual works. 


AMERICAN TECHNOS, INC. 
ATARI GAMES CORPORATION 
CAPCOM U.S.A., INC. 

DATA EAST, INC. 

FABTEK, INC. 

JALECO USA, INC. 


KONAMI, INC. 

NINTENDO OF AMERICA 
ROMSTAR, INC. 

SEGA ENTERPRISES, INC. (USA) 
SNK CORPORATION OF AMERICA 
TECMO, INC. 

THE LELAND CORP. 







Flippers Recall Stylish Era, Hail New 
Age of Technological Innovation 


(Continued from Page 104) 
legs,” Kaminkow said. “Prior to ‘Space 
Shuttle’ you didn’t see ramps. We are 
making games that are amazingly 
complex—our goal is to come out 
with the next great sound effect, the 
next great shot. The exciting new 
game does get sold. We’re getting 
vogueish again. And the only way to 
play an exciting new pinball is to put a 


quarter in it. You can’t play it at home.” 

Kaminkow recalled what Harry 
Williams meant when said “the ball 
is wild.” As he sees it, that is pre¬ 
cisely why pinball, while not having to 
employ the souped-up, cutting-edge 
technology as video games need, 
offers the player something uniquely 
challenging with each flip. 

“When Williams said ‘the ball is 



Compuscale 

Weighing machines are proven 
performers and the 
Compuscale is the industry 
standard. You’ll get a fast 
return from a low investment 
thanks to these unique 
features: 

■ Heavy Duty Steel 
Construction 

■ Easy Portability For Any 
Location 

■ Long Life Battery or Optional 
AC Operation 

Call Mayoni today for more 
information. 

1 (800) 345-1183 


MAYONI ENTERPRISES 10340 Glenoaks Blvd. Pacoima, CA 91331 
(818) 899-2488 1 (800) 345-1183 Fax: (818) 899-0152 




Gun Games 
Never Die... 

They Just Earn Forever 


■ Vends Prize of 
Dissolving Candy Or Gum 
Everytime ■ Consistent 
Revenue - Long Life ■ All 
Mechanical - No Electricity 
Required - Simple 
Maintenance ■ Better 
Than “Chicken” Because 
Of Repeat Play ■ $30 
Worth Of Product In = 
$500 Worth Of Revenue 
Out ■ 18”w x 36”d x 
65” h ■ 150 lbs 




OHNSTON 

BOBXUOI 


“Experts In Combining Amusement 
Games With Prize Vendors...” 

Toll Free 800-447-6768 ■ IL Toll Free 800-322-0685 


wild,’ he meant no two games are the 
same,” Kaminkow offered. “And with 
video, as unique and singularly intelli¬ 
gent as it is, there is also something 
amazingly the same every time you 
play it.” 

It is for that reason that Kaminkow 
and Data East’s general manager, Gary 
Stern (who, like Kordek, has been in 
the business quite a while) say that 
dedicated players—the talented ones 
who will play the game hours on end, 
anytime, anywhere—will readily 
accept 50-cent play. 

“What’s going to have to happen to 
pinball is that it’ll have to go to 50-cent 
play, two for 75 cents, and three for a 
dollar,” he said. “And there should be 
an option to put redemption tickets in 
pinball. I mean, hamburgers don’t cost 
25 cents anymore. They cost a dollar. 
We have to feel strong about it. Put it 
this way; if I have a pinball that costs 
me $2,000 to make, and I have five per¬ 
cent inflation, and it’s real, and it’s 
affecting me from a bill-of-materials 
standpoint, then I have to do one of 
two things. I can raise the price to 
$2,100 for the product, but what’s hap¬ 
pened here is that we raised the price 
without raising the earnings. In 1976, 
they didn’t have mechanical gizmos 
that moved, and the engineering 
involved in making a pin game today is 
just huge. It’s not the operator’s prob¬ 
lem—it’s my problem to make games 
that earn more. My job is to make the 
operator a product that will make him 
a lot of dough. I don’t care whether its 
a pin, video or novelty. The only way to 
make him spend more money is to 
make him more money. You get double 
the income with 50 cents. That’s just a 
fact of life.” 

BUSTING SOME TRADITIONS 

Premier Technology President Gil 
Pollock sensed something had to be 
done. It wasn’t that the old Gottlieb 
“fat boy” flippers had lost their 
appeal—on the contrary, the flippers 
were admired by players—but the 
nature of the games the industry was 
shopping had changed. They were 
faster. 

“The flippers that existed prior to 
our new ones on “Bone Busters” 
depicted an era when the game was 
slower,” Pollock explained. “With the 
demand of the player and the require¬ 
ments of the playfield to propel the 
ball at a faster rate, it demanded our 
moving the flippers into the 90s, if you 
will. It really was a marked change for 
the Gottlieb game to have new flip¬ 
pers. Based upon operator input and 
player comments, the time has come.” 


Not surprisingly, “Bone Busters” 
was a big hit at Expo ’89 and at subse¬ 
quent distributor open houses. 

Ray Tanzer, the engineer who 
redesigned the flipper, took some time 
out to list the changes in design Gott¬ 
lieb has incorporated the past ten 
years. Those innovations—beside the 
benchmark change to solid state tech¬ 
nology—include a change from alter¬ 
nating current to direct current; 
elimination of relays and motor 
switches to electronics; the replace¬ 
ment of decagon units to alpha¬ 
numeric displays; incorporation of 
programmed music to replace chimes; 
the inclusion of diagnostic tests to 
“self-maintain” the games; adding 
punch to coils; a deepened pitch to the 
playfield to six degrees; an increase in 
lighting, and the continued use of bi¬ 
level playfields, vacuum- and wire- 
formed ramps. 

All this in the last decade. 

Pollock, who is also president of 
the American Amusement Machine 
Association (AAMA), said those 
changes—and more are on the draw¬ 
ing board—are good not only for his 
company, but for every other pin com¬ 
pany and for the industry in general. 

“Since there is a limited number of 
competitors in the pin market, and the 
U.S. manufacturers dominate in pin 
design and production, when one com¬ 
pany or one product line happens to 
have a successful product, it gets 
everyone thinking pinball, and we end 
up having the competition among 
ourselves as to who has the best 
machine.” Pollock said. “This (AMOA) 
show depicted that. The pin market 
had been soft in the past, but the 
Expo refocused everyone’s attention 
because every company’s product was 
of such high quality. It’s time for the 
operator to reevaluate pinball.” 

According to Roger Sharpe, opera¬ 
tors need only be creative in finding 
untried locations to increase the coin 
drop. 

“I go back to the fact that diversity is 
everything,” Sharpe said. “And that 
comes back to the fact that today’s 
product is probably the best the indus¬ 
try’s turned out. 

“As far as locations go, I see it every¬ 
where,” he said. “I see it as the quintes¬ 
sential playpiece. When you ask what’s 
the best location, obviously it’s a game 
room. But I also see the best locations 
potentially as the corner candy store. 
The laundromat. The hotel gameroom. 
The bottom line, and this is essential 
to pinball, is that smart operators have 
to diversify their product in order to 
survive. Pinball is happening now, it’s 
better than ever.” 



Pluslr4’Play makes cents. 


At Plush-4-Play we 
offer you more for your 
buck. Our Super Plush 
Bucket (5.5-8.5 inches) and 
our Jumbo Plush Bucket 
(6.5 *9.5 inches) are of 
high quality at a bearable 
price. We offer an array 
of trendy assortments, 
whether it be plush, 
novelty or a mix, for 
all different types of 
locations. Give us a call 
and kick-up your profits. 

1-800-25-CENTS 

714-893-8099 (Calif.) 
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VENDOR COMMITMENTS IS KEY TO VICTORY: WEINTRAUB 


(Continued from Page 74) 
same platform was also a first, 
Weintraub noted, and is a tribute to 
the validity of the concept behind 
the Cigarette Vendors Information 
Center. 

The speaker explained that the 
Center was formed on January 1 of 
this year, following extensive dis¬ 
cussion with vendors and tobacco 
company executives. Jack Kerner, 
Melo-Tone Vending (Somerville, 


THE TALKING 
GYPSY 

FORTUNE-TELLER 


THE MOST 
PROFITABLE 
IMPULSE MACHINE 
ON THE MARKET 

AND BEST OF ALL 
IT'S A MR. VEND 
PRODUCT 



SPECIAL EFFECT 
CRYSTAL BALL 


IMPULSE BEGINS AND 
ENDS WITH MR. VEND! 

Mr.fbnd. 

(818) 718-6061 




• TRENDY 
COLORFUL 
GRAPHICS 



LUCKY LOTTO 
NUMBERS 

COMPATIBLE WITH 
OTHER MR. VEND 
PRODUCTS IN 
AN ATTRACTIVE 
SYSTEM THAT 
DOUBLES AND 
TRIPLES YOUR 
PROFIT POTENTIAL 


IMPULSE BEGINS AND 
ENDS WITH MR. VEND! 

Mbfbnd 

(818) 718-6061 


Mass.), president-elect of AMOA, 
and Walter Bohrer did extensive 
traveling and visiting to explore the 
idea of this umbrella organization, 
and Brown & Williamson’s Lanny 
Butler and Irv Otte arranged for the 
initial funding. 

’’Most of our start-up objectives 
have been achieved,” Weintraub 
reported. ‘‘The national and state 
associations are working together. 
And we had hoped for 150 sub¬ 
scribers by December of this year; 
we have 187 to date, from all 50 
states. We’re happy with the re¬ 
sponse, and we hope to have 250 
subscribers by the end of this con¬ 
vention.” 

ENCOURAGING START 

CVIC subscribers are cigarette 
vending operators, including the 
largest and smallest companies in 
the country. While the industry’s 
response has been positive, and the 
geographic distribution is excellent, 
the vending industry as a whole is 
not facing up to its problems, Wein¬ 
traub warned. 

Looking at the big picture, he 
noted, the most disturbing aspect of 
the present situation is the poor at¬ 
titude of cigarette vending oper¬ 
ators in general. ‘‘We do $3.2 billion 
in cigarette sales, through more 
than 650,000 machines on location,” 
Weintraub pointed out. ‘‘But when 
you talk to the operators, you get 
the feeling that the world is coming 
to an end. It isn’t.” 

Despite the legislative and pub¬ 
lic-relations problems that the in¬ 
dustry confronts, cigarette vending 
presently accounts for about 90 per 
cent of all single-pack sales, the in¬ 
dustry veteran observed. ‘‘And 
we’re making a very good profit on 
those sales,” he added. ‘‘I predict, 
with prices going up, we’ll soon be 
selling 100 per cent of single packs. 
They’ll be so valuable that they’ll 
have to kept in a locked box — and 
this industry has those locked 
boxes.” 

One consequence of this immi¬ 
nent vending dominance of the 
single-pack market, the speaker 
added, is that operators must pay 
more attention to selectivity to 


meet public demand. ‘‘In particular, 
we must sell ‘value-for-money’ 
brands through our machines,” he 
stressed. 

The major question, of course, is 
whether the cigarette vending in¬ 
dustry can fight the anti-smoking 
forces who are now zeroing in on 
vending machines. “There’s no ques¬ 
tion in my mind that we can fight, 
and we can win this battle,” Wein¬ 
traub said. “The resources are here; 
the desire of the national organiza¬ 
tions to help us is strong. The only 
thing we lack is the willingness of 
individual cigarette operators to 
get involved politically in their local 
areas. 

”If you want this $3.2 billion in¬ 
dustry to continue — if you want to 
go on operating cigarette vending 
machines, and maintaining a profit¬ 
able business — then you have no 
choice but to become involved,” the 
speaker reiterated. “NAMA, 
AMOA, and TTI have been provid¬ 
ing us with all the ammunition we 
need, now including the new NAMA 
study on teen-age smoking. All 
that’s needed is your individual 
commitment to use this ammuni¬ 
tion.” 

PROMISE TO PROD 

CVIC is an organization that will 
continue to push operators in the 
direction of involvement, Weintraub 
explained. “You must work with the 
national associations, your local as¬ 
sociation, and The Tobacco Insti¬ 
tute, and CVIC will keep on urging 
you to do it,” he promised. “We’ll go 
on prodding you to get to know your 
Senators, your Congressmen, your 
state legislators, and your city 
officials. 

“We expect — we demand — that 
you write letters to these people 
when there are problems,” the CVIC 
managing director emphasized. “We 
insist that you visit your elected of¬ 
ficials when we call on you for ac¬ 
tion. When there’s a meeting of your 
national, state, or local association, 
you must attend.” 

Operators who think that this 
agenda sounds like a lot of work 
should keep two things in mind, 
Weintraub urged. First, effective ac- 



THUMBS UP: Celebrating well-attended Cigarette Vendors Information Center 
breakfast seminar at recent AMOA Expo '89 are (from left) CVIC managing direc¬ 
tor Morris (Tiny) Weintraub; The Tobacco Institute's Kurt Malmgren; AMOA presi¬ 
dent Clyde Knupp; seminar moderator Tony Parina; AMOA government affairs 
committee chairman Walter Bohrer; and National Automatic Merchandising Asso¬ 
ciation president James Rost. Some 200 operators attended the morning meeting. 


tion is the key to survival of their 
businesses. Second, it is likely to 
take one day a month, at most. 

“We need commitment,” the in¬ 
dustry veteran summed up. “If 
you’re not a suscriber, get up the $20 
fee and join us. In return, we’ll be 
after you all the time to get involved 
— and we won’t take no for an 
answer!” 

Moderator Parina suggested that 
every operator make a “New Year’s 
Resolution” — to get to know one 
elected representative by January 
1,1990. He then opened the floor for 
questions. 

QUESTIONS AND ANSWERS 

“How can we hope to overcome 
the fact that nonsmokers outnum¬ 
ber smokers by a 70-30 ratio?” an 
audience member asked. 

“The majority of people want to 
be fair,” Malmgren replied. 

“The issue is discrimination,” 
Bohrer added. “Our opponents want 
to single out a legal means of retail¬ 
ing — in fact, a method of inventory 
control — for outlawry, and it’s not 
fair.” 

Another participant asked what 
the Cigarette Vendors Information 
Council is; “are you part of AMOA 
or NAMA?” 

“No; we’re not a trade association, 
and we’re not affiliated with any 
association,” Weintraub explained. 
“As vendors, you must belong to one 
of the national associations, and to 
your state association as well.” 
CVIC exists to further communica¬ 
tion and cooperative action. 

“What upsets me is that there are 
about 7,000 cigarette operators who 
aren't here today,” Weintraub add¬ 
ed. “If we can get them on board, all 
our problems will be solved.” 
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(BATTERY WILL 
LAST 12 MOS.J 
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NBVA Reports Progress In Campaign 
To Secure Tariff Relief Extension 

CHICAGO, Ill. - The National 
Bulk Vendors Association reports 
that it is moving forward in its ef¬ 
fort to obtain Congressional action 
to continue the special treatment 
accorded toy and novelty merchan¬ 
dise imported for sale through bulk 
equipment. The legislation that 
presently grants tariff relief to the 
bulk industry is slated to expire on 
December 31, 1990. 

Rep. Thomas Downey (D.-New 
York) has introduced a bill, HR-2447, 
which if passed will extend the 
tariff relief period to December 31, 

1994. The bill also increased the 
amount of the exemption from 1.6 
cents to 5 cents for toy jewelry 
items, and the exemption for all 
other categories of specified bulk 
merchandise from 5 to 6 cents per 
unit. 



PARSSINE INNOVATION: Now available from Parssine Group are "Army Dogs" 
(top left), "World of Clowns" (top right), "Dino Babies" (lower left) and "Sports 
Ants", all designed to promote repeat sales by making the capsule part of the toy, 
for enhanced perception of value, and offering a series of related items (see V/T, 
August 1989). Parssine Group's U.S. offices can be reached at (800) 752-2890. 



The bill has been approved by the 
House Ways and Means Committee, 
and the U.S. Customs Service has 
already commented on the measure, 
and made some small technical 
corrections. 

Legislative counsel Mike Lemov 
is heading NBVA’s efforts to edu¬ 
cate Congress on the importance of 
the measure. The campaign is being 
financed by voluntary contributions 
by industry leaders, including Folz 
Vending, American Chewing Gum, 
A1 Fischer & Co., Store Enterprises, 
Leaf Inc., Northwestern Corp., and 
Diamond Vending & Supply. 

Industry members interested in 
supporting the program can contact 
NBVA at 200 N. LaSalle St., Ste. 
2100, Chicago, Ill. 60601-1095, tel. 
(312) 346-3100. 



CONTACT: 

MACHINE-O-MATIC LIMITED 


51 BERTRAND AVENUE, SCARBOROUGH, ONTARIO CANADA MIL 4P3 TELEPHONE: (416) 757-8820 
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A&A UPDATE: Among latest items in A&A Co/s line of products for bulk op¬ 
erators are "Amazing Flying Model" (top), the return of a classic toy; "Shine 
Ball" (above), a new application of space-age materials design; "Sticky Skeleton" 
(below), just in time for Halowe'en; and "Rainbow Hair Clips" (bottom) for 
today's fashion. A&A can be contacted at (800) 638-6000 or (301) 252-1020. 


WE BID IT AGAIN I 

Art Warner & Wylie Irwin of Coin Concepts, Inc. 

WITH NEW WINNERS FOR 1989 


^ • Body Match Skill Game 

• Belgium Jumbo & 

• Crompton Riviera-Silver 

Carrousel Crane 

Splash Pushers 

• 5 Card Draw 

• New York, New York 

• Love Meter 

• The New Mating Game 

• Power House 

y Your One Stop for Redemption Equipment 




Coin Concepts. Inc. 

12 EOGEBORO ROAD. UNIT 4 
EAST BRUNSWICK. N.J. 08816 
201-390-9009 • 1-800-462-COIN 


GET THE BEST FOR YOUR MONEY 


^^3%0VER 30 YEARS EXPERIENCE 

ll£^k Supplying Bulk °P erators 
And Distributors 

As The Original Manufacturer 

Of Toys and Capsules 

New Fast Selling Items Available Every Month 

Pre-Tested In Our Overseas Locations 


Diamond Vending & Supply Co., Inc. 

f RO. Box 94852 — OKC. OK 73143 


(405) 636-1466 


THHE R 5TEP INTO THE FUTURE 

ITIDDEL £□□! 


THE NEWEST ADDITION 
TO OUR LINE THE "MODEL 
2001" WITH AN INCREDIBLY 
LARGE CAPACITY. DESIGNED 
WITH AN A & A SLIPCLUTCH 
COIN MECHANISM THAT IS 
ABLE TO ACCOMMODATE 6 
COIN DENOMINATIONS. THE 
"2001" OFFERS AN EXTRA 
LARGE CASH BOX TO HOLD 
THOSE EXTRA COINS. CON¬ 
VENIENT TOP LOADING FOR 
QUICK AND EASY REFILLS 
THE "2001" ALSO HAS AN 
EXTRA LARGE DISPLAY AREA 
AND A NEW STYLE BLACK & 
SILVER JEWEL MYLAR FOR A 
MORE MODERN LOOK. 


COMPANY 
SINCE 1941 


PARKWAY MACHINE CORP. 

1930 Greenspring Dr. 
Timonium, Maryland 21093 

1-800-638-6000 
fax: 301-252-7137 
telex: 4990868 
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OPQPG ORDER OFFER! 

CALL ME Mjy ANP 

VttuihJP. GUM’J'PXv AhJ 


Acl/ fnr Mpol Plafk / 

KID ZONE 3725 N. Talman Ave. Chicago, IL 60618 
( 800 ) 446-6755 or (312) 935-0606 




•New & Used 
Machines 
•Merchandise 
& Supplies 
• Filled & Empty 
Capsules 


•Salted Nuts 

• Bulk Candy 

• Ball Gum 

Write for complete 
list of parts, supplies, 
stands, globes, and 
brackets. 


TWO IN ONE: Julie and Bud Johnston, Johnston Products, show off the "Kick'n 
Catch" combination bulk vender and football game at recent Amusement & Music 
Operators Association Expo "89. Designed to spur repeat patronage by offering 
young customers the chance to play an enjoyable punt-return game with the as¬ 
surance of receiving a prize, "Kick'n Catch" is said to be especially effective when 
banked in multiple installations. The bulk vending unit can dispense gumballs or 
novelty merchandise in capsules. Gravity-controlled play action prevents custo¬ 
mers from learning the game, insuring long earnings life on location. Information 
may be had by calling the firm at (800) 447-6768 or, in Illinois, (800) 322-0685. 


BLAST OFF: Joe DeMarsico, Kiddie Rides USA, offers Jaci Miller, WGM Amuse¬ 
ments (Kissimmee, FL) a ride in the company's space capsule in the Kiddie Rides 
exhibit at AMOA Exposition in Las Vegas, NV. Kiddie Rides offers an extensive 
range of durable and appealing electromechanical entertainments for children. 
The company is based at 604 Main St., Davenport, IA 52803, tel. (319) 326-6467. 


comm 


Concord’s Gumballs have now proven to be the Leader 
in Long Range Profits in the Vending Industry. 

So Join the Winners in the Long Run for: 

Higher Sales 
Higher Profits 
Higher Quality 

Try Concord Confections now 
and be a part of our Winning Team 

For Product Information and Availability 
call Rose Schiller at: 1-800-366-0094 

One Westbrook Corporate Center 
Suite 300, Westchester, IL. 60153 
Phone (312) 449-7805 Fax (312) 449-7753 

Corporate Office: 4-519 N. Rivermede Road, Ontario, Canada L4K 3N1 
Phone (416) 738-9108 Fax (416) 738-4192 


VICTOR BULK VENDING MACHINES 


SALES & SERVICE CORP. 


446 West 36th Street 
New York, NY 10018 
(212) 564-6467 


V “YOU’VE TRIED THE REST 

NOW BUY THE BEST” 

We’re at a new location but still 
producing the best machine in 
the business 

-OVER 50 YEARS- 

• VENDING MACHINES 
• CONSOLES 
• PARTS 

. If sn/l H.O rADCI II EC 
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DISCOUNT PRICES FOR VOLUME BUYERS 


LOWEST PRICES AUTHORIZED DISTRIBUTORS FOR. 

ON 

1LLED OR EMPTY A cpHP 1 © 1 © '' ne , of 
CAPSULES major Bulk Vending 

irtment of Machine Parts 

in d and Supplies 


1725 Dundalk Avenue • Baltimore, Maryland 21222 • 301-633-5100 


CONTINUITY: Ray Menzie (right). Video Games Leasing (Novato, CA) learns 
about continued availability of Baton locks and accessories through new Lock 



THE TALKING §f 

CLOWN & ROBOT 
BULK VENDORS IT 


Bf Ss 




• VERY LOW PRICE • BATTERY OPERATED m J, 

. ELECTRONIC (battery will last ,2 vos., U* 7 

voif-FrwiP * COMPATIBLE WITH ALL EXIST- \ 

t IMG STANDS ON THE MARKET ’ 

4Pr! r*Si CjJ' j 

fHd IMPULSE BEGINS Y' L j 1 
AND ENDS WITH fU 
: '4’.<. MR.VEND! hH 35a™. A 


Mr.ffend 

1 (800) 877-VEND 




ohoe 




#§»**• 

•g m** 


| V , Nellie is an appealing 

~\A children’s novelty 
' f ) vendor incorporating 
all round movement, a stylish cabinet and 
attract mode. 

ANIMATED GAME PRODUCTS 

5555 Oakbrook Pkwy Suite 240 
Norcross, GA. 30093 

1-800-634-7746 Fax (404)242-3866 



mm 


WHOLESALER Of VENDING MACHINES and SUPPLIES 


Northwestern 
Leaf Ball Gum 


Oak 


Nuts - Candy - Capsules - Eggs 
Used Machines - Parts - Stands 

All 25$ Capsules Custom Assembled 
Cashews are roasted at our plant 
to assure freshness 



"fjtfchito- l/endinj’. tfujaply-Unc Est 19 
2320 Eighth Street, Harvey, LA 70058 
Tel: (504) 361-8181 • Fax: (504) 361-8191 


‘We keep Young 
America Smiling!” 
„ Est. 1^38 


America organization from (left to right) Carina and Frank Minnella and Steve 
Shiao, Lock America, at Amustement & Music Operators Association "Expo '89". 
New firm will provide proven Baton security line to the coin machine industries. 

Frank Minnella, Steve Shiao Form Lock America 
To Market Baton Security Line to Coin Industry 


GARDEN GROVE, Calif. - 
Frank Minnella, formerly with 
Baton Security Sales here, reports 
that he and Steve Shiao, a veteran 
of Baton Hardware Co., have form¬ 
ed a new organization to market the 
Baton line of locks and accessories 
to the coin machine industries. 

“We will continue to supply the 
high-quality Baton products that op¬ 
erators have come to know and ad¬ 
mire,’’ Minnella told V/T. “Customer 
service will still be ably handled by 


Debbie, Cathy, and Margaret. Only 
the name has been changed.’’ 

The Baton line includes two locks 
specifically designed to improve the 
security of bulk vending equipment, 
as well as padlocks, cylinder locks, 
and many other items for use in 
vending, music, and games operation. 

Lock America is headquartered 
at 7251 Garden Grove Blvd., Suite 
M, Garden Grove, Calif. 92641, tel. 
(800) 4ABAT0N or, in California, 
(800) 26BATON. 


INEW PN 95 VENDORS 


THE BEST FOR LESS!! 

j SAMPLE - $25.00 


A & A COMPANY 

1930 GREENSPRING DRIVE 
j TIMONIUM, MARYLAND 21093-0277 
1301-252-1020 OR 1-800-638-6000 



n 




, 

c. -*• * 



F C, 

* , r > 


25c 25C 


INTRODUCING 

EASY VEND 

Designed to capture a 
large portion of the 
candy, nut, gum, and 
mint bulk market! 

Volume Purchase 
Inquiries Welcome: 

FLIGHT LINE INDUSTRIES 

BOX 413 

EVERETT, WA 98292-0413 

206 - 387-2567 

800 - 346-6747 
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Protocol Unveils Its Own Vendible Condom Line 


MENDOTA HEIGHTS, Minn. — in bars, restaurants, convenience 
Protocol, Inc. has announced the stores,hotels, service stations, col- 
availability of “Protocol” brand con- leges, and similar locations. They 
doms for use in the firm’s full line of are discreetly styled to maximize 
coin-operated condom vending location acceptance, 
machines. Information on the equipment, 

According to the manufacturer, and the new condom line, may be 
the new condoms are made of high- had from Protocol, Inc., 1370 Men- 
est-quality latex, and are available dota Heights Rd., Mendota Heights, 
in two styles. Both styles can be Minn. 55120, tel. (800) 227-5336 or, in 
vended through the same Protocol Minnesota, (612) 454-0518. 

machine, if desired. -. 

Protocol manufactures and mar- 

kets its vending equipment through !(■ 0 

independent distributorships world- \ - 1 

wide. The machines are widely used \pf0v^~ \\ ■ 


Baseball Card 

2,3,4 Column 

All products GUARANTEED 
for one year - Parts & Labor 

STEINER MANUFACTURING 

617 Sackett St. • Brooklyn, NY 11217 

£ 1-800-445-4321 • 718-875-0835 

***¥¥*¥¥*****¥¥*******¥*********¥**¥***¥ 


Stamp 

1,2,3 Column 


* Sticker 

^ 2,3,4 Column 

4 c and stickers too! 




• BUY DIRECT AND SAVE! • 

from the Industry Leader in Innovative Vending Products 

★ VENDING CAPSULES 

Clear, multii-colored, designs, custom-made and capsules that are 
toys in themselves! 

★ EGG CAPSULES 

Clear, multi-colored, and custom-made 

★ TOY MIXES 

Lead items include watches, sneaker keyrings, and novelty coin 
purses, celebrity and movie items. 

★ UNIQUE & EXCLUSIVE STRAIGHT TOY PRODUCTS 

Incl: Dino-Babies, Sports Ants, Clown Capsules, Army Dogs 

^TTn\ PARSSINE GROUP INC 


FULL LINE: Protocol, Inc. now offers 
its own brand of condoms (above) as 
well as condom vending equipment; a 
two-select model is shown below. 


ATTENTION-GETTER: Now available 
from Animated Game Products is ''Nellie 
the Elephant", an animated capsule ven¬ 
dor featuring a robotic elephant and 
sound generator that plays an appealing 
tune. An attract mode draws patrons 
when the machine is not in use. The 
machine is only 24 ins. wide x 27 ins. 
deep and stands 60" high. Information 
may be had from AGP at 55550akbrook 
Parkway, Suite 240, Norcross, GA 30093, 
or by calling AGP at (800) 634-7746. 


1.3" Capsules 

(Mixed Colored Tops With Clear Bottoms) 
Filled or Empty 

Rings in Holders 

Bulk or Assembled 

• Mixes 

• In-Capsule-Items 

• Rings & Holders - 
Bulk & Assembled 


© Our All New 
2.3" Round 
Clear Capsule 

Both Halves Same For 
$1.00 Items 
.50 Items 
.25 Feature Items 
2.3 ,V EMPTY CAPSULES Cranes, etc. 


Simply The Best 


Celebrating 
Over 40 Years 
in Bulk Vending 


THE VISTA 


The Tradition Lives 
Oak, The Original, 

Do Not Accept Less 

Your next call is on us 

Call Toll Free (800) 247-4932 except CA 

For representatives near you 


INTRODUCTORY 


THEACORN 


avail 


LIUIMO NOVELTIES, INC. 

97 N. 10th STREET, BROOKLYN, NY 11211 
Tel. (718) 387-7927 FAX: (718) 384-8616 
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ABLOY • MEDECO • ABLOY • MEDECO • ABLOY • MEDECO 


ABLOY • MEDECO • ABLOY • MEDECO 


LOCKS 

ABLOY* MEDECO 

FACTORY AUTHORIZED 
SERVICE CENTER 

RESTRICTED KEYWAYS • KEY CUTTING 
• COMPUTER MAINTAINED CODES • 
LARGE INVENTORY • LOCK REKEYING 
PROGRAM • ALL TYPES OF LOCKS 

VENDORS REPAIR SERVICE, INC. 
ORLANDO • ATLANTA 

1 - 800 - 248-1712 


ABLOY • MEDECO • ABLOY • MEDECO 



(SKSSSOPnB® 

RATES: 65c per wad. $25.00 minimum. Display classified $32.00 pa column inch. Add $5.00 fa postage and 
handling of repies addressed to VENDING TIMES Box Number. Please TYPE a PRINT your copy. DEADUNE fa 
classified advertising is tie 1st of the montfi of it sue. Complete name and address of advert sa must accompany 
your order. Contact classified advertising manager for frequency (Sscouits, 
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ZIP V0UR Supermarket 

KIT F0R C°' n Conversions 


MANUAL 


STOCK NO. 
633 -100 


STOCK NO. 

634- D-10 

635- D-10 

636- D-10 

637- D-10 

637- A-10 

638- D-10 

639- D-10 

640- 100 

641- 100 


NATIONAL A.C.M.R. KIT 


VEND UP TO $2.50 — 5C INCREMENTS 


ELECTRONIC UNITS 


CONTINENTAL/VENDO VEND UP TO $6.35 — 5C INCREMENTS 

AUTO-PRODUCTS SMOKESHOP VEND UP TO $6.35 — 5C INCREMENTS 
ROWE VEND UP TO $6.35 — 5C INCREMENTS 

SEEBURG C. & E. MODELS VEND UP TO $6.35 — 5C INCREMENTS 

SEEBURG TOBACCO COUNTER — STC-1,2,3 MODELS 
SEEBURG TOBACCO COUNTER — STC- 4 MODEL 
NATIONAL A.C.E.R. (CABARET “36” — TOPPER) 

CANDYSHOP, PASTRYSHOP, SNACKSHOP — 5 & 10 PRICE, WORKS W/CHANGER 
NATIONAL A.C.M.R. FITS 222 / 800 MODELS VEND TO $12.75 
ESCROW BUCKET HOLDS $17.00 IN COIN — DUAL PRICE 


—ELECTRONIC UNITS - WITH DIGITAL DISPLAYS— 

STOCK NO. # 

VC-36 NATIONAL A.C.E.R. (CABARET “36” W/CHANGER) VEND TO $12.75 

VC-36-NC NATIONAL A.C.E.R. (CABARET “36” NO-CHANGER) VEND TO $12.75 

VC-850 SMOKESHOP (APOLLO) NO-CHANGER VEND TO $12.75 

VC-530 ROWE “530” SEVILLE CLASSIC VEND TO $12.75 

VC-102-AP CANDYSHOP, PASTRYSHOP, SNACKSHOP W/CHANGER VEND TO $3.15— 

5 PRICES 

VC-106-AP CANDYSHOP, PASTRYSHOP, SNACKSHOP (REPLACES FACTORY BLUE BOX) 

VC-106-APA SMOKESHOP (APOLLO) (REPLACES FACTORY BLUE BOX) 

VC-140-A&B 21-CE, FM-72 (PLATE SIZE 2-3/4" x 4-3/4") 

VC-140-C FM-72 IMPERIAL CROWN (PLATE SIZE 3" x 5-1/2") 

VC-141-142 NATIONAL GLASS FRONT (PLATE SIZE 4" x 4-3/4") 

VC-143 NATIONAL CANDY-GUM & MINT (PLATE SIZE 4" x 3") 

VC-147 ROWE COLD FOOD (FITS ALL MODELS) VEND TO $3.15 — 8 PRICES 

VC-447-A/B ROWE COLD FOOD (FITS A. & B. MODELS) W/NON-SLIDE OUT CREDIT UNITS 
VC-447-C ROWE COLD FOOD (FITS C. MODEL) W/SLIDE OUT CREDIT UNIT 
* 5 Year Warranty on all VC Units! 


IN ADDITION, ZIP KIT IS NOW HANDLING THE COMPLETE COINCO AND MICRO-MAGNETIC 
LINES. ALSO, COMPLETE PACKAGES FOR OPERATORS ON PAY TELEPHONE SYSTEMS 


ZIP KIT, INC. 

9411 WINNETKA AVE. 
CHATSWORTH, CA. 91311 


\ L 'r A 


818 993-1025 
818 885-1223 Fax 
800 548-7787 

ASK FOR JERRY OR SIG outs,deCal,,orn,a 


We Buy and Sell 

PHOTO MACHINES 

And your best source for: 
FILM, CHEMICALS & PARTS 

Serving photo machine operators since 1951 

ED HANNA 

Box 4568 • Ithaca, NY 14852 
607/257-3333 • 607/257-3334 


Coin Chutes 

VERTICAL-8 

100 LOT PRICE - ANY QUANTITY 

1-800-354-9713 
monarch 


CHARLESTON VENDING SALES 

1320 King Street 
Charleston, S.C. 29403 

(803) 577-8816 

TONY COX — OWNER 

CAN DRINKS— 

Vendo, Choice Vend (Coke Logo), 
Dixie Narco, New Dixie Narco 368, 
Rockola 366 (12 Select) 
starting at $1350.00 

Rowe BC-20 
Rowe Ice Cream 
Rowe 447-C (all mechs) 

Rowe 489 wth coinco 
Rowe 482, 492 snacks 
Rowe 4900 Snacks (Excellent) 
Polyvend ws/20 4-price 
Fawn 30 Select snack 
with Mars (new) 

National Grand Gourmet 
National 141 Snack 
National FM Food 
AP 430 

Hamilton Bill Changer 

We buy machines • Send us your list 
LektroVend Distributor 

FAX: (803) 577-9115 


BULK VENDING SUPPLIES 

• Ball Gum 

• Bulk Candy 

• Salted Nuts 

• Capsules 
Filled cr Empty 

• Egg Mixes 

• 25<t Charms 10C 

DW0RCHAK & SONS 

Frazer Plaza 
446 Lancaster Pike 
Frazer, PA 19355 

toll free: 1-800-752-4989 


BUY/SELL/TRADE 



■ImbBS 

■fi 


WE PICK UP 
AND DELIVER 
ANYWHERE 
IN THE U.S. 

WE’LL BUY ANYTHING 
IN ANY CONDITION 


WE SELL EVERYTHING 

The Amusement Equipment Exchange, Inc. 
1203 5th Ave. Rock Island, IL 61201 

(309) 788-0135 



YOUR SNACK BOX 


SNACK BOXES 

Deluxe Corrugated 

$ 245. 00 per 100 

Includes coin box and dividers 
New No Printing 

Model White.$225.00/100 

Side Cars R.W.B.$49.50/50 

25C to 60C labels.... $19.95/1000 

Ask for our volume discounts. 

SHERIDAN SYSTEMS 

jBBl) '321-329 Tacoma [ rnzz sa 
Wm Buffalo, NY 14216 \ "fy-] 

1 - 800 - 669-8492 


SPECIAL 

PRICE LABELS 

1V 2 " Round 

®8.«® per 1000 


OVERNIGHT LOCK UP DESIGN 
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STICKERS • DECALS 
LAMINATING MACHINES 
& MERCHANDISE 


Top Quality Merchandise 
for Sticker & Laminating 
Machines 

At Unbelievable Low Prices 
Starting at li per vend 
We produce and sell direct to 
operators an extensive line of high 
quality vendible merchandise for 
Sticker/Decal/Laminating mach¬ 
ines. We also manufacture a very 
fine line of venders for this type 
of merchandise. Find out how 
we set the pace for the industry! 


The Staley Manufacturing Corp. 
437 Highland Avenue 
Passaic, NJ 07055 
(201' 773-1981 


MICROWAVEABLE BOWL ADAPTER 

LUNCH BUCKET® MICROWAVEABLE MEALS 


EARN A $10.00 MAIL-IN REBATE 
DIRECT FROM DIAL CORP. WHEN YOU 
PURCHASE 10 CASES OF LUNCH BUCKET® 
MICROWAVEABLE MEALS 
AND A BOWL ADAPTER* 


$ 39t? 



L^oviaveable ^ i 

^XrowivcablcConM"* 


17 VARIETIES AVAILABLE 

FOR PRODUCT INFORMATION 
800-852-VEND (8363) 
‘limited offer 


CALL OUR 

PARTS DEPARTMENT 
ADAPTERS FOR MOST GLASSFRONTS 


VENDORS EXCHANGE, INC. 

4020 PAYNE AVENUE 
CLEVELAND, OH 44103 
TOLL FREE 800-321-2311 
(216) 432-1800 • FAX (216) 432-2786 


South Florida’s Best Refurbisher 
REFURBISHED OR AS-IS EQUIPMENT 


Distributor 


of ® 


CO//7CO 

com Acctrroos me 

CHANGERS 


Vendo 192 Refur. w/New COINCO .$625.00 

Vendo 256 Refur. w/New COINCO .$675.00 

Vendo 384 Refur. w/New COINCO .$750.00 

Dixie Narco Refur. w/New COINCO.$850.00 

Refurbish your used equipment from $175 & up. 

VMR VENDING INC. 

2331 Pembroke Road, Hollywood, FL 33020 

(305) 920-5845 


NOW #1 

WITH ACMR CONVERSIONS 
OVER 250,000 UNITS SOLD! 


A totally manual conversion 

PROVEN TROUBLE FREE, by vending 


operators 

Price settings to $2.50 in 5c & 10c increments, 
using quarters and dimes 
H igher price settings to $6.50 in 25$ increments 
20 minute installation on location 
Featuring escrow box enlargement availability 
A one time only conversion 
Makes recorder conversions obsolete 
THE ONLY PATENTED COIN CHUTE 


CONVERSION 

★ NEW ★ NEW ★ NEW ★ NEW ★ 

AVAILABLE NOW 

In durable metal, the adapter to increase 
green, red or $1.40 wheel to $6.50 
Adapter only $1.49 plus handling 

for full information, call or write: 

BK VENDING SALES 

17170 NW Second Court • Miami, FL 33169 

(305) 652-2840 (305) 932-8403 


MORE PROFITS 

Let Us 

Convert NATIONAL A 

Your CIGARETTE ACMR 

CANDY or PASTRY 



$1.40 $2.00 r vph , nnoH 

KdSonl,*14 M 

Exchange Complete ACMR $25.00 


OVERNIGHT SERVICE 
QUANTITY DISCOUNT 
ALL COIN COMBINATIONS* 


OVERBUY CAPABILITY 
MULTI-PRICE CAPABILITY 
FULL GUARANTEE 


between 10 and 4 Eastern Time 


at all other times 


TERMINAL AMUSEMENT CO. 

Phone: (1-609) 854-2100 • P.O. Box 98, Oaklyn, NJ 08107 


Yes, Tennis Ball Vending! 

CANKWIK 

The First Tennis Ball Can Vending Machine 






It’s a giant tennis ball can, 
performing both vending 
and advertising by the tennis 
courts. 

Tennis balls are constantly 
needed at tennis clubs, public 
city parks, hotels and resorts, 
apartment complexes, 
colleges and universities... 

CANKWIK is fully automatic 
and comes standard with a 
dollar bill validator. It sells 
standard-packed cans of 3 
balls and has been field tested 
with the leading US ball 
manufacturer. After 3 years of 
Rand D, CANKWIK is now 
ready to hit the market. 

I.V.S. Inc. is offering CANKWIK 
for a full national manufacturing 
and distribution license package 
including: marketing data, 
proprietary rights on design, 
patents and trademarks, test 
prototypes, al drafting for 
manufacturing, plus established 
relations and potential agreements 
with the world’s major ball 
manufacturers. 


mKm -* 


Serious inquiries welcomed. Please write to: 

Gerald G. Guetat 5 

Innovative Vending Systems, Inc. IN 


5706 Broxton Circle 
Norcross, GA 30092 


GAIN THE 

COMPETITIVE EDGE 
IN HOTEL VENDING... 

by offering personal sundries 
and non-perscription drugs 

Add toothbrushes, razors, 
shampoo, Anacin®, Tylenol ®, 
and other widely-used pro¬ 
ducts to. your glassfront and 
drop-shelf merchandisers, and 
you add bonus profits— plus 
an important advantage when 
you compete for lucrative 
ho tel vending con trac ts. 

These products are specially 
packaged in see-through plas¬ 
tic bags for maximum eye-' 
appeal. For a free listing of all 
our top-of-the-line r name 
brand MEDIMAT merchan¬ 
dise, please write: 

/Medimat 

Marketing. Incorporated 

(Dept. VT) 

600 W. 58th St., Suite 9027 
New York, NY 10019 

...orphond Noel Holland a t 
(212) 580-7859 
for priority service 


FOR SALE 

7 Grayhound cranes. All with bill 
acceptors. Must sell. Best offer. 
(203)775-5678. Ask for Chris or 
leave message. 


EVERY DAY 
IS SALE DAY 
ON A-1 
PRODUCTS 

f LATCH & STRIKE 

heavy duty for 
U control panels, etc. 
j! Easy to catch 
V strike plate. . . 

ASK FOR 
QUANTITY STYLE S-14 
PRICES 
AVAILABLE! 


CABINET & LEG 
^ s=as Jf LEVELERS 
^ ^KHeavy 1/8 inch plate, 
N'? 3/8 inch bolt 

that won’t break. 
Will slide easily on tile, cement 
or wood floors. Measurements: 
1/8 x 2-1/2 x 2-1/2 inches. Plate 
extruded to stabilize bolt. 
STYLE C-1 


CUP-CAN-COIN 

HOLDER 

An asset to any game 
cabinet. Tough, durable 
molded black plastic 
construction. 


LIGHT FIXTURE, 18 inch 
(Sf Q (f Starter. 

V ~ t> SALE 

^- yf - ' PRICED! 

Phone us for more information: 

1-800-STANS-A-1 (1-800-782-6721) 
(919) 728-5311 

A-1 PRODUCTS 

Rt. 1 Box 654A, Hwy. 101 
Beaufort, N.C. 28516 
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FOR WURLITZER IN ILLINOIS & INDIANA 
YOUR COMPLETE LINE 

WURLITZER DISTRIBUTOR 

/||ggN\ Ready for Immediate Delivery 
sfpljl Call: Frank Zygmunt 

pS|jl (312) 985-2742 

ZYGMUNT & ASSOCIATES 


COIN CHUTES WITH 
ELECTRIC SWITCH 



RO. Box 542 • Westmont, IL 60559 


1 - 800 - 354-9713 

monarch 


.. THE BEST THEN. . .THE BEST NOWS 

We also buy old Juke Boxes and Slot Machines. 


WANTED 
Vendo 
Dixie Narco 
Cavalier 

1-800433-5213 


ATTENTION OPERATORS 
OF MINIATURE NOVELTIES 

For proprietory reasons we are 
not displaying photos of our pro¬ 
dusts. We design, manufacture 
and distribute the most profitable 
line of miniature electronic novel¬ 
ties on the market. For informa¬ 
tion and color brochures on the 
"Comp-Kits" systems, call or write 
ADRIAN ENTERPRISES 
49 Radtke Road 
Randolph, NJ 07869 
(201) 377-6946 


r — T — 

| CAR * National Glass Fronts $ 

Srun • Automatic Products $ 

Glass Fronts $ 

• Rowe & National | 

Ice Cream | 

• Rowe Hopper Load | 

S Bill Changers $ 

S • N.R.I. Bill Changers $ 

;> • Ardac Bill Changer $ 

;> Model 8090 $ 

• MDM FD7 | 

\\ • Ace Locks s 

c Please Call or Write: 

!> Ackers Vending Service Co. f 

;! 411 Bowdoin Street £ 

;! Dorchester, MA 02122 £ 

| (617) 265-1777 (Louie) | 


SORTS. COUNT 
^OINS FAST 

SVl 4- 


COIN 

SORTER 

PACKAGER 


COMPACT 

COUNTER 

ir t\T 


REUSABLE 

COIN 

PACKS 


NADEX plastic com equipment and reusable 
com packs provide today's best value for small 
volumn com handling FREE TRIAL OFFER 
SATISFACTION GUARANTEED Write for details 

NADEX Industries Dept. 89006 

145 Ontario St. Buffalo. NY 14207 


JOB SEARCHING? 



For confidential follow-up call or 
| write: 

Earl L. McDermid & Associates 
1834 Walden Office Sq., Ste. 150 
Schaumburg, IL 60173 
(312) 397-8270 


BUY & SELL 

usedP.C. Boards 

USED PINBALL BOARDS 

Call for Quotes! 

ELDORADO PRODUCTS 

Fax (213) 516-7058 
(213) 516-9525 

FOR SALE 

Antique “ROLL-A-TOP” circa 1920 dime 
slot machine. Excellent working order. All 
original. Book value $6,500. Will take best 
offer. Write: Vending Times.Box 963, 545 
Eighth Avenue, New York, N.Y. 10018. 


COMPUTER BULLETIN BOARD SYSTEM 
(BBS) 

Dedicated to vending, games, music 
and bulk operators. Share in discussion 
on legislation, marketing, account rela¬ 
tions, route servicing, wages and bene¬ 
fits, positions wanted and available. Buy 
and sell machines. Call by modem: (201) 
755-6186, 24 hours, 7 days a week. 


WANTED 
MDM CH73 

Hot and Cold 
Call Greg 

VENDORS EXCHANGE 

800-321-2311 


IMONEX 

HOUSTON. TEXAS 
! 5C INCREMENTS = 25C 
: FOR S2.00 VEND: SET PHK » 
pr«5K ATAff 40 


NOW AVAILABLE: ALL THREE UNITS IN 
AN ECONOMICAL ‘COIN SYSTEM” PACKAGE! 


CONVERT ALL NATIONAL 

800 and 222’s 

Deeper Chute, Quarter-Only 
ACMR Conversion Unit 

Vend Up To $7.00 

Accurately Processes Bent 
or Damaged Coins 

Anti-Cheat Unit 

Proven Quality Since 1981 




The Contin-U-Op 1 


v*. T? 

twh—''at 



Eliminates the Cradle 


#.\l 


_ t ■ 


No Moving Parts — No Electricity 
No Coin Slowdown 

Accepts or Rejects Canadian Quarters 
Quarter Only Conversion Unit 

!!!! NEW !!!! 


ENLARGED ESCROW 


Increased Volume 




I Prevents Coin Back Up 
Anti-Cheat Unit 
Multi-Coin Capacity 


- . 

tNV oV Uo^ 



RO. Box 440488 
Houston, TX 77244-0488 


NEW TOLL FREE NUMBER 

(800) 446-2719 


IMONEX 


Tel: (713) 692-7021 
Tel: (713) 493-4957 
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Snack Tray and O.C.S. Operators. 


We 

you 


have the Snack Trays 
need to look good! 

• Tough. 200 lb. test 
| i corrugated design 

Slanted for better 
visibility 

Attractive woodgrain 
finish 

FREE 

BROCHURE 
AVAILABLE 



Introducing — Rebuilt 
Coffee Brewers! 

Brewmatic and 
Thermatic Brewers 
now ready for 
shipment 
Brewer parts and 
accessories are 
available 
Try our Lime 
Remover and Brew 
Basket Degreaser. 



WESTGATE SYSTEMS, INC. 

323 Dewey St. N., P.0, Box 0203, Eau Claire. WI 54702-0203 


FAST DELIVERY! CALL TODAY - 715-832-6013 


FACTORY AUTHORIZED 
SALES AND SERVICE CENTER 


RA-Lock Company 

1106 South Main, Suite D 
Duncanville, Texas 75137 
(214)291-1301 (214)296-0883 

Serving the Security Needs 
of the Vending Industry 



CheckWmale 


Locks’" 


MEDECO - ABLOY - FORT -AMERICAN -ABUS -MASTER 

Cam Locks - Inner Cylinder (Pop-Out) Locks - Threaded 
Extension Locks - T Handles - Padlocks - Hasps 
Switch Locks - Plug Locks - Safes 

Restricted - Commercial - Medeco Biaxial Keyways 
Re-keying To Customer Specification - 
48 Hour Turn Around Time - Key Duplication - 
Master Keying - Immediate Shipping from Inventory 

Factory Direct Pricing 

Fast Courteous Service at Competitive Prices 
Free Catalog Upon Request 


Vend Chocolate All Year 
with CHILL FACTOR! 




11"H. x 16"W. x 22"D. 


No need to remove the top-selling 
chocolate and pastry during hot 
periods when ‘‘CHILL FACTOR” can 
lower the temperature of the air sur¬ 
rounding your products. The unit is 
mounted easily on the top of the 
vender cabinet. All you have to do is 
cut 2 holes in the top of the machine 
and boltthe device in place. ‘‘CHILL 
FACTOR” has been proven on exten¬ 
sive location tests. One vendor in 
Hawaii reports doubling sales since 
installing the unit. 

• 110-120 VAC, 5A running 

• Thermostat holds product between 
60° & 70° F 

• Output 1750 BTU 

• Installs on location within 20 
minutes 

Don’t let heat destroy your 
products and your business... 
Call or write for complete 
details how! 


CHILL FACTOR COMPANY 

512 W. California Ave., No. 105, Vista, CA 92083 

Phone: (619) 724-5444 


V/T ADVERTISERS INDEX - SEPTEMBER 1989 


A&A Co.136, 138 

A.A.M.A.129 

Altrafilter. 47 

American Home Foods.156 

American Technos.102,131 

The American Tobacco Co. 70 

Animated Game Products.138 

Arachnid.109 

Asahi Seiko USA . 22 

Atari . 91 

Atlantic & Pacific Amusement .100 

Automatic Choice, Inc. 67 

Automatic Products.2 

Bally . 75-78 

Bama Pie. 50 

R.H. Belam. 90 

Bob's Space Racers. 90 

Bonita Marie International.101 

Jim Brady Enterprises. 18 

Brady Novelty.112 

Brewmatic. 38 

Brown & Williamson Tobacco Corp.9 

Bunn-0-Matic . 40 

Cardinal Distributing.138 

Carnation Co. Food Service. 37 

Cassette Services. 97 

Chermak.103, 118 

Chicago Lock Co. 60 

Childers Corp. 33 

Cleland Sales Co. 36 

Coffee-Inns of America. 35 

Coin Acceptors . 26 

Coindata. 45 

Compu Vend Systems USA . 42 

Computer Vending Systems Inc. 66 

Concord Confections.137 

Coster Engineering. 53 

Craneables. 82 

Dan Brechner & Co.107 

Data East.99, 111, 133 

Data Intelligence Systems Corp.48 

Debitek . 51 

Design Plus.104 

Dial Corp. 29 

Diamond Vending & Supply.136 

Dynamo. 92 

Effective Management Systems. 61 

Everpure, Inc. 46 

Flight Line Industries ..138 

Form Plastics. 27 

Frito-Lay . 19,21,23 

Gardetto Marketing. 52 

Glenroy . 17 

Goetze Candy Co. 8 

Golden Valley Microwave Foods.6, 7 

Greenwald Industries. 72 

H.M.S. Monaco et Cie. 96 

Haas Baking. 62 


Happ Controls. 80 

Herr's Foods Inc. 55 

Hoffman & Hoffman. 90 

Honor Gard. 25 

Imperial Cup. 43 

Jaleco.125 

Jasper Popcorn. 56 

Johnston Products .130 

Kid Zone .137 

Laramie Interests.128 

Leaf. 32 

Leland. 119, 127 

Lions Novelties Inc.139 

Loewen-America .126 

Lorillard. 4 

M&M/Mars:Equipment Innovators . 5 

Machine-O-Matic .135 

Mayoni. 36, 104, 130 

Medeco Security Locks. 54 

Merit Industries. 120, 134 

Microwave Products of America/Litton . 30, 31 

Mr. Vend . 132, 138 

National Vendors.14-15, 63 

Nintendo .113, 114 

Northwestern Sales & Service.137 

Oak Manufacturing.139 

Omaha Standard/Eagle Lift . 98 

Omnivan (Equipment Innovators) .... 10, 11 

Parssine Group.139 

Phillip Morris U.S.A.155 

Planter's. 16 

Plush-4-Play.130 

Pool Chalk Saver . 98 

Premier Technology .108 

Randel Lock Service.110 

RJR Sales. 24 

Rowe International, Inc.57, 93 

Rutherford & Associates. 45 

Safeguard Coin Box . 71 

Schiro-Vending Supply.112 

Sega. 81, 83, 85 

Servatron . 44 

Smart Industries. 86 

SNK.117 

Steiner Manufacturing.139 

Sunshine Biscuit. 39 

Superior Coffee & Foods. 49 

Systemania. 34 

Taito . .. 87, 88, 95, 105, 106 

Talking Vendor.139 

Ultra Lift . 67 

Validnta Computer & Research. 65 

Veryfine Products. 58 

Victor Vending .137 

WBG Manufacturing. 28 

Williams Electronics. 94 

Wittenborg U.S.A. 13 
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FOR SALE 

Reconditioned or As-ls 

Dixie Narco, Cavalier, Vendo 
Rock-Ola, Choice Vend 
447 C Food Machines 
National and Rowe Ice Cream 
“As Available” 

Lektro-Vend, National, Rowe and 
Automatic Producs Glass Fronts 
Other equipment also available 

VENDING MACHINE SALES 
1-800-433-5213 
Irving, Texas 


VERY PROFITABLE-WELL ESTABLISHED 

Vending businesses for sale by owner 
terms. Located West/Midwest. Call today 
to receive information on these and other 
great business opportunities. Call Ken 
Williams 719-548-8888. Affiliated Busi¬ 
ness Consultants, PO Box 49457, Colo¬ 
rado Springs, CO 80949. 


VBMDHMG ROUTE METRO NY-NJ 

10-yrs old profitable, pers. 
sundries - non-RX drug specialist. 
30+ hotels. 

Only 15-20 Hrs.-wk. $60,000 

(212)580-7859 Lv.msg. 


COIN C 



OPERATIONS MANAGER 

CHICAGO BASED HOSPITALITY COMPANY HAS IMMEDIATE 
OPENING FOR AN AGGRESSIVE HIGH-LEVEL MANAGER. 
YOU WILL BE INVOLVED IN DESIGN, SET-UP AND OPERA¬ 
TIONS OF MULTI-CITY, MULTI-FACET, HIGH VOLUME ADULT 
GAME ROOMS. WE ARE A HIGH ENERGY PROGRESSIVE 
GROWTH COMPANY WHO IS LOOKING FOR AN INDIVIDUAL 
WHO CAN PRODUCE RESULTS. EXCELLENT SALARY, COM¬ 
PREHENSIVE BENEFITS. PLEASE SEND RESUME AND 
SALARY HISTORY TO: 

Vending Times, P.O. Box 968 
545 Eighth Avenue, New York, NY 10018 


THE CURRENCY PARTNER 1000,™ THE LAST CIGARETTE CONVERSION YOU WILL EVER NEED 


MUNCIE 

NOVELTY 


YOU ASKED FOR IT, 
SO HERE IT IS! 

THE CURRENCY PARTNER 1000" 

NO MORE ELECTRONIC CONVERSIONS 
NO MORE CONVERSION UPDATES 
NO MORE STEALING THE CUSTOMER S BILLS 
NO MORE SOLID STATE MALFUNCTIONS 
NO MORE ACMR COIN JAMS 
NO ELECTRONIC INTERFACE 
NO CUTTING HOLES IN MACHINES 

COMBINE THE CURRENCY PARTNER 1000™ WITH ... 

NATIONAL VENDORS.222 

NATIONAL VENDORS.800 

NATIONAL VENDORS. 72 

AUTOMATIC PRODUCTS.APOLLO 

AUTOMATIC PRODUCTS . CENTURY 

ROWE.530 

AND SAY GOODBYE TO ALL FUTURE CIGARETTE PROBLEMS! 



THE CURRENCY PARTNER 1000,™ NAT. 222 



SLIDE OUT 
PANEL 

MARS BILL ACCEPTOR 
MARS LCD DISPLAY 


MARS TRC-6800 
COIN CHANGER 


LARGE CASH BOX 


CURRENCY PARTNER 1000™ FEATURES: 


• MARS LCD DISPLAY • DISPLAYS CHANGE 

• DISPLAYS AMOUNT INSERTED • MARS TRC-6800 

• EXACT CHANGE LIGHT • $6.35 SALE PRICE 

• 5, 10, 25 CENT TUBES • CHANGE RETURNED 

• NO CUTTING • NO REWIRING 

• DISPLAYS SALE PRICE 

• ACCEPTS 5, 10, 25 AND DOLLAR COINS 

• BILL ACCEPTANCE LIMITED TO SALE PRICE 

• STACKER CAPACITY 100, 200,400, 600, 1000 

• INSTALLATION, 30 MIN. SHOP OR LOCATION 

• ELECTRICAL SCHEMATIC DRAWINGS 

• STEP BY STEP INSTRUCTIONS 

PROGRAMMABLE FEATURES: 

•ESCROW TO VEND.(SALE PRICE) 

•ESCROW TO SELECT.(FULL ESCROW) 

• FORCED OR MUST BUY.(NO ESCROW) 

•LAST BILL ESCROW.(BILL RETURNED) 

• ACCEPTS $1.00, $2.00 AND $5.00 BILLS 

OPTIONAL BILL ACCEPTORS: 

MARS . L005-U2CS, L005-U4CS 

MARS.VFM1-L1-U2C, VFM1-L1-U4CS 

MARS.VFM3-L1-U2CS, VFM3-L1-U4C 

MAKA. 'V MASK.NB-15-B-100 

MAKA. T MASK.NB-15-B-200 

MAKA. T MASK.NB-15-B-400 

ROWE.AVAILABLE SOON.MODEL UNKNOWN 

IF YOU HAVE ONE IN STOCK USE IT!!! 


ALL MAJOR COMPONENTS IN THE CURRENCY PARTNER 1000, ARE OFF THE SHELF UNITS. FOR EXAMPLE, THE CURRENCY PARTNER 1000 INCORPORATES A MARS 
LCD DISPLAY, A MARS TRC-6800 COIN CHANGER AND AN OPTIONAL MARS BILL ACCEPTOR. 


INNOVATORS OF DOLLAR BILL HANDLING SYSTEMS FOR THE VENDING INDUSTRY 





INC. 


921 East 222 St. — Euclid, OH 44123 
(216) 731-8375 


See us at NAMA Booth #435 


800 

458-8661 


\Wg 

^—' EXCELLENT 
_ QUALITY 

(f LOW I) 

f PRICES SI 

MUNCIE NOVELTY 

CALL TOLL-FREE 

800-428-8640 

“PEP-UP” PROFITS 
WITH 

PERSONAL PANELS 
PUT NEW LIFE 
IN YOUR OLDER 

ROWE-NATIONAL 
AUTO PRODUCTS 

CIGARETTE MACHINES 



3628 PROSPECT AVE. 
CLEVELAND, OH 44115 
TELEPHONE (216)431-4100 
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CAPITOL VENDING SALES, INC. 

1703 E. 38th STREET • INDIANAPOLIS, IN 46218-1092 • 317/924-5757 

WE CAN SAVE YOU MONEY 


President 


Parts & 
Accessories" 


Dick 

Fleming 


Bob Maxey 


</#* 


CO, NM, WY 
(303) 935-1990 


Elizabeth 

Porteous 


Western U.S. 


Bob Haag 



Northeastern U.S. 


- ; 


I Keith Bryant 


Jack 

Sargeant 


KY, IN 

(502) 456-9223 


"QUALITY VENDING MACi 

• NEW MACHINES 

• RECONDITIONED MACHINES 

• AS-IS MACHINES 

'PARTS & ACCESSORIES 


Nationwide *>11 Free 

8001428-7 ^ 

® 00 l 77 liTS ^® 225 


loU f i ee 














NEW 

GLASSFR0NTS 





a«* 






*/> 





UNIVERSAL 1000 
BILL CHANGER 
MFG. BY CAPITOL VENDING SALES 


*o Qr & 






°/f 


NEW 

MICROWAVE 

OVENS 


See us at NAMA in Chicago Booth #364 


★★★★★★★★★ 






P.O. BOX 1164 
421 N. PENNSYLVANIA AVE. 
WILKES-BARRE, PA 18702 

1 - 800346 - 4230 / 717 - 825-6493 




c°* 
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COFFEEMAT 


PART NO. 

DESCRIPTION 

COFFEEMAT 

SELLING PRICE 

CM10189 

CUP DROP MOTOR BOX #1 

$39.00 

CM10189 

CUP DROP MOTOR BOX #2 

$39.00 

CM9828 

TURRET MOTORS 

$39.00 

CMCCST9645 

COIN ENTRY TRIM 

$ 8.00 

CM9830 

DISPENSER COVERS 

$ 8.00 

C Ml 3287 

8 BUTTON SELECTION COVER BOX #1 

$16.00 

C Ml 3287 

8 BUTTON SELECTION COVER BOX #2 

$16.00 

C Ml0306 

WATER HEATER 

$29.00 

CM10134 

SAFETY THERMOSTAT 

$10.00 

CM5905 

CONTROL THERMOSTAT 

$10.00 

CMCCST9048 

INGREDIENT PANEL 

$ 7.00 

CM13527 

2 HOLE LOWER 

$ 7.00 

CM9753 

TURRET LIDS 

$ 4.00 

C Ml 3249 

TANK WITHOUT DOOR 

$40.00 

CM11390 

VEND TIMER MOTOR 

ROWE 

$ 9.90 

447-6010 

TURRET MOTORS 

$49.00 

INVENTORY LIMITED 


SOLID-STATE 

SNACKSHOP 




III 

lliilll 

• • • 



LLLLllJ 
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Boost sales and 
increase reliability with 
our VC-102 Price 
Conversion Including 
Digital Display 
for “Snackshop,” 
Candyshop, and 
Pastryshop by 
Automatic Products 

ONLY $-10095 , t , 

I Ww complete! 

Also available is the 
VC-106 for machines 
equipped with the 
“Blue Box” totalizer. 
Same features and 
price as above. 

TOLL FREE 


— COINS — 
SORT & COUNT 
FREE CATALOG! 

SALES-PARTS-REPAIRS 




( 800 ) 541-5448 

IN CALIF. 

( 415 ) 883-3575 



TO 


versatile 

control 
sy stems 

i rvcorpora ted 


ABC COIN 

Sorting-Counting Mfg. Co. 

2839 Biscayne Dr., Plano, TX 75075 

214-596-1212 

DISCOUNT PRICES-Large Inventory 

Call Collect 


Thefinest “remanufactured” or “as-is” in late model equipment 

QUALITY & INTEGRITY SINCE 1937 

LOCATION READY 

RMI 850 Fresh Brew w/ Mars changer.$1500 

w/ MARS VALIDATOR AND MARS CHANGER. $1700 

NATIONAL 312 Cup Soda 12 oz. 6 select.$2500 

ROWE 447C w/ Mars & Digital, SS Racks.$2800 

above w/Validator & AMT Microprocessor.$3500 

ICE CREAM 72" Frozen Visi Vend to $2.$1900 

POLYVEND 15 sel & 20 sel Glassfront w/FP Ch. .$1000 

RMI 850 FD, 7 sel.$1100 

BUY • SELL • TRADE 

PROGRESS FOR VENDING, INC. 

3601 N. Mozart Street, Chicago, IL 60618 • 312-583-3400 
TOLL FREE 1-800-338-8363 312-583-3400 


WE PAY PREMIUM PRICES FOR 
THE FOLLOWING EQUIPMENT: 


CUP SODA 

ROWE 406Z 
ROWE 406ST 
NATIONAL 315 
NATIONAL COLDTRON 
MDM 1C 16 16 oz 


R.M.I. 1435 F D. 

R.M.I. 8050 L.G 
R.M.I. 850 W/COMM 
NATIONAL 615 F.B 
NATIONAL HOTTRON 

ICE CREAM 

NATIONAL 72" 

ROWE 487 

CAN SODAS 

ALL MODELS 


ROWE BC 9-11-12-25-35 
ARDAC 8090 
ARDAC 8025 
NRI JR. MAGAZINE 
NRI JR. BABYBULK 

MILK 

VENDO DAIRY MART 
NATIONAL MILK 72" 


AUTOMATIC PRODUCTS 
ALL MODELS 
NATIONAL 141-143 
NATIONAL SNACKTRON 
ROWE 490 
ROWE 4900 

COLD FOOD 

RUWE 448 
ALL MODELS 
NATIONAL FOODTRON 
NATIONAL GRAND 
GOURMET 


VENDORS EXCHANGE, INC. 

CALL 800-321-2311 
ASK FOR GREG 


21 Commercial Blvd. #14 


Novato, CA 94949 


digital display 


Price Conversion Kits 

All units include digital display 
and operate the original changer 

VC-140 National 21 -CE, 140-141, 

FM-72 (Eight Price).$199.95 

VC-102 Automatic Products Snack, Candy, 

Pastryshop (Five Price).189.95 

VC-106 Automatic Products Smokeshop, 

Snack, Candy, Pastryshop 
(Replaces “Blue Box”).189.95 

VC-447 Rowe 447 (Eight Price).199.95 

VC-36 National 236 (Two Price) .149.95 


• Non Changer Conversions • 

VC-530 Rowe Cigarette (Two Price) 

Fits All Rowe Machines.139.95 

VC-850 Automatic Products 

Smokeshop (Two Price).129.95 

VC-36NC National 236 (Two Price) .129.95 

• Five Year Warranty • 


Toll Free (800) 541-5448 • In Calif. (415)883-3575 


versatile 

control 
systems 

i nconpora ted 

21 Commercial Blvd. • Novato, CA 94949 


to 
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DECALS-LABELS 

For Vending Machines. Truck 
Signs. Custom or Stock Design. 
Lowest Prices! 

FREE CATALOG and SAMPLES 
CORDELL COMPANY 

5106A-25th Avenue 
Kenosha, Wl 53140 


Computerize? You Decide! 

HELP al< g \^j 

No monthly fees—FREE demonstrator 

VendAbility Executive System 
(412)653-5050 


APPRAISER/CONSULTANT 

Will travel to evaluate and 
appraise routes for 
buyers/sellers, estates, 
marital disputes, insur¬ 
ance, new business 
ideas, etc. We are coin 
machine specialists with 
“hands on” experience. 

Call CMD, Inc. 

1-800-336-0321 


BULK VENDING ROUTE 
FOR SALE 

Large long established Bulk 
Vending Route for sale in its 
entirety. Mid-eastern section of the 
country. Annual gross 3 million. 
Hands on operation. Excellent 
investment and profits. 

Call Gordon (301) 252-1020 


WANTED 

Used Coin-Operated 

KIDDIE RIDES 

Call 1-800-448-6888 
FAX 303-771-7567 


Joe G. 
DeMarsico 


KIDDIE RIDES USA™ 


HHEART RATE! 


Machines Wanted 
We Buy-Sell 
Repair Any Make 
or (Quantity 

Call: (201) 773-1981 

or Write 

HEART RATE 
P.O.Box322,Wayne.NJ 0747Q 


FOR SALE 

Used 

BULK CAPSULE VENDERS 

Oak-110’s 
Victor-77’s 
Call: 

1-800-999-7818 


A&A CONDOM VENDORS 

t «New 
. •Proven 

LalT • Field Tested 
1 ' • and just great 

You have tried 
the rest... Now 
operate the best. 
Vends 500—750—$1.00 
- All decals included 

Tsotl Extra large capacity 

* Pp- j Sample unit available 

2 $59.95 

% A&A COMPANY 

1930 Greenspring Drive 
Timonium, MD 21093 

«■** (301)252-1020 



Ask us about the Wurlitzer CD 
FOR WURLITZER IN KENTUCKY & TENNESSEE 
YOUR COMPLETE LINE 

WURLITZER DISTRIBUTOR 

Ready for Immediate Delivery 
Call: Sam Roby 

(502) 683-7754 

ROBY AMUSEMENT INC. 

915 Sweeney St., Owensboro, KY 42301 

THE BEST THEN... THE BEST NOW!!! 


OPERATORS! 

Interested in vending nuts, ball 
gum, charms? Read The North- 
westerner. Full of news, photos, 
and information on bulk vending. 
It's free! Write: Northwestern, 
Morris, I L 60450. 


PAYPHONES 

Direct from manufac¬ 
turer. First to acquire 
FCC #. Durable, no 
shortcuts, cheap parts 
or exaggerations, $305. 
Dialless extensions that 
ring, $10. Modular 
jacks, 890. Cords, 640. 
Antique payphones. 
Direct card frames, etc 
( 608 ) 582-4124 



ATTENTION 
FAWN/USI 
Distributors 
Special Purchase 
SODA/JUICE 9-Select 
Combo 5-12 oz., 4-6 oz. 
GLASSFRONT 15/18 
Select w/Mars 5000 
GLASSFRONT 25/30 
Select w/Mars 5000 
CALL GREG 
800-321-2311 


© 


ILAVENDING, INC. 

HAS ONE OF THE LARGEST INVENTORIES 
OF USED AND REBUILT VENDING MACHINES 

IN THE COUNTRY I ! I 


THIS MONTH’S SPECIAL! 

2 only Brandt coin sorter, counter and 
bagger-digital readout model 930 
with stand.$1295 each 

1 only Brandt bill counter digital readout 
model 8640 .$1050 


National 614 Fresh Brew Coffee.$1395 

Automatic Products Model 435 Glassfront 
(20 Col. Candy plus 15 Col. Chips and 
Pastry plus 5 Gum & Mint).$1295 

National 141 Glassfront, Candy, Chips 

Pastry plus Gum & Mint.$895 

National 143 Glassfront, Candy, Chips 

Pastry plus Gum & Mint.$995 

National or Rowe 72" Milk.$1395 





mt A 

L A 



Rock-Ola Can Soda Model CCA6, 
588 Capacity, 6 Sel. 


$995 




. °*l 

L. A 


National FM 72" 9 or 10 Select.$1495 

Rowe BC9 Dollar Bill Changer, Bulk Load . .$895 

Rowe 447C All Purpose w/Stainless Steel Drums, 
w/Mars 10 Price Conversion, 

As-ls, Good Condition. $1595 

or Remanufactured, w/Digital Read-Out .. $2995 

Coffee-Mat Maxi-Mat 30 or 35 Select, 

Glass Front w/Changer.$795 

Vendo 72" 10 Sel. Aseptic Vendor (Cartons) $695 
Rowe 406S Cold Drink w/ice, 

As-ls, Good Condition.$750 

DIAL TOLL FREE: 1 - 800 - 445-8363 


D&S VENDING, INC. 

DON GREENE, PRESIDENT 

2062 E. 70th St. • Cleveland, Ohio 44103 • (216) 361-0332 
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R SNACKS - CANDY - SUNDRIES 


Add Drug and Sundry Items 

to your ^ 

GLASS-FRONT g 
VENDORS f 

s^Widen Your Market. \/> 
Increase Profits! 


1 or 2 
Shelves 


RAZOR 


Anacin 


AtkaSettrer 


Advil' 


$ 79.95 


VS-12 I Rowe: Fits all Rowe Cigarette Machines 


VS-14 I Large Escrow Bucket: Reduce any over flows 


D.C. VENDING 

DISTRIBUTING COMPA 


SALES OFFICE 
P.O. Box 56888 
Jacksonville, FL 32241 
(904) 260-3034 


DISTRIBUTION CENTER 
16930 N.W. 4th Street 
Miami, FL 33169 
(305) 653-0601 


1-8004DC-VEND 


Smokeshop/Candyshop: Fits all Smokeshop/Candyshop Machines 


Candv: Replaces sliding mechanism in National Candy/Cigarette Machines 


VS-315 


125.00 


FAWN: Upgrades pricing on FAWN and FEDERAL Cigarette Machines 


59.95 


ACMR: Wheel Replacement for National ACMR 


All models are quick and easy to install, pricing to $6.35, 
And they do not give change. Call or write for more information 


VS-1 

VS-1i 


129.95 


89.95 


ACMR: Complete Replacement for National Cigarette Mecha nism 


I 550 Changer: Eliminates old totalizer in the National 550 


89.95 


ACER: Replaces totalizer in ACER 2500 and ACER 5202 


vUy. 

7^ . 


YOUR NATIONAL 

, CANDY MACHINE 

can vend 

- POTATO CHIPS, PASTRIES, 
SNACKS, ETC. . . . 

with the NATIONAL CHIP KIT * 


• Converts National candy machine to vend one 
or more columns of chips, snacks, etc. 

• Fits any National candy machine with drop 
shelves (510, CC Deluxe, Crownline, Moduline, 
etc.) 

• Installs in 10 min. on location with just a 
screwdriver. 

Upgrade your used or new equipment 
and start adding profits today! 
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Own, operate a route of machines placed in schools. You supply 
Pencils, Notebook Paper, Pens. Schools & Students appreciate ready 
supply of necessary items. Buy items at Mfg’s. cost, sell wholesale, 
schools sell at retail. Above average profits. 

ABC Vending S.L. Ehrle 214/234-4100 

1103 Eton Richardson TX 75080 


CALL TOLL FREE 1-800-234-8449 

We make a complete line of Price Conversion Kits 


You can’t stop candy costs from * 1A 95 

going up but you can stop 

profits from going down. 1_ ? et of 20 _ 

VENDING SERVICE CO. 


Telephone: 216-274-8734 

5137 Coldbrook Drive • Mantua Ohio 44255 


Price Conversion Kit for 


National Machines 


ECR-1 

Electronic Coin Recorder 
Replaces the Mechanical Coin Recorder 
In National Vending Machines 
that use the ACMR. 


30 Day Money Back Guarantee 
—FULL YEAR WARRANTY— 


H0LLI0R y ELECTR0MCS 

3021 W. Fairmont ■ Phoenix, Arizona ■ 85017 


Install It Yourself 

Change price with flip of a switch 
Use nickels, dimes or quarters 

Pricing to $ 6.35 

Allows Over Pricing 
PRICED AT 

$ 59.95 


ECR-I 120 V. A.C. 
ECR-B Battery 

(4 D cells not included) 


Meet the needs of your 
customers in any location. 

^ Small-sized, small portions 
our specialty 

^ No order too small. 

Immediate shipment from stock. 


Ask for our new 
catalog and price list. 

Call Toll Free 
1-800-351-2000 

In Illinois (312) 275-8540 


Mechanical Servants, Inc. 

4615 N. Clifton Ave. • Chicago, Illinois 60640 


representing: 


CB LITTON 

Microwave Cookng 


NATIONAL VENDORS 


Automate Products Company 


Ropi 


Expresso Coffee 


H.I MC9tf TSrSrvwsow'VCM 

mnnsELECTftonics 







































FINAL SALE 

2 and 3 column 
decal machines 
heart machines 
S50 each 

(718) 951-8902 
Brooklyn, N.Y. 


SCALES WANTED 
We Buy—Sell—and Repair 

almost any kind, size, shape, 
or age, coin-op scales 
Call or write 

Herb "Doc. Scales" Potter 
c/o THE STALEY MFG. CORP. 
437 Highland Avenue 
Passaic, NJ 07055 
Tel: (201) 773-1981 


CONTRACT REFURBISHffi 

Let us Refurbish or Rebuild 
your Vending Equipment 

Any Type of Full Line Equipment Built to your 
Spec’s. All makes and mfg. of can and bottle 
equipment rebuilt or cosmetically refurbished to 
your Graphics. 

We are not a distributor of anything except 
good service. Drink vendors of all makes 
bought and sold. 

Call for quotes. 

UNIQUE SERVICE -SALES 
207 Main Street 
Taylor, S.C. 29687 

(803) 244-8998 or (803) 268-5473 


FOR SALE 

Vendo VAT 300-10 
Fruit Juice Machine. 

18 months old. 

Good condition. Best offer. 
Call (507)532-3533, ask for Randy 


CREDIT CARD 
FAX FONES 
206-646-7458 


POSITION WMflQ - GENERAL MANAGER 

25 years experience in full line vending. 
P&L responsibilities - routes - service - 
maintainance - computers. Fleet 
operation. Account employee relations. 
Purchasining & inventory control. Send 
replies to: Vending Times, Box # 970, 
545 Eighth Ave., NY, NY 10018. 


SEEBURG COFFEE MACHINES 
(6) - Plus extra parts. Working 
when taken off location. 
Contact Cleveland, Ohio. 
(216)741-1703 


DEVELOPER/CONSULTANT 
FOR COIN MACHINE INDUSTRY 

looking for NEW ideas and 
concepts for manufacturing 
and marketing. 

Call (914) 347-3777 


ROUTE MANAGER 

FULL LINE VENDIING 

Miami to Palm Beach. Take 
charge individual w/complete 
managerial skills to oversee all 
aspects of vending operation. 
Salary Neg. 

Call Vincent (407) 241-1305 


Coin Chutes 

VERTICALS 

100 LOT PRICE - ANY QUANTITY 

1-800-354-9713 
monarch 


REPAIR COURSES 
ON VIDEOTAPE 

For video games & pinballs. All 
courses $29.95 each. Save Money! 
Repair your own games on loca¬ 
tion! Fix the easy ones; carry the 
hard to fix ones backto town for re¬ 
pairs. These television classroom 
videotapes are designed to teach 
the person with little or no knowl¬ 
edge of electronics how to make a 
good repair and fix some of the 
more common problems likely to be 
found in a game which has quit. 
These are not courses in elec¬ 
tronics, but explain how to recog¬ 
nize easy to repair problems and 
how to make a professional looking 
high reliability repair. 

Video game monitor 

repairs and adjustments _$29.95 

Video game repairs.29.95 

Pinball repairs.29.95 

The best money-making 

techniques I Know.29.95 

How to use a volt-meter.29.95 j 

How to use an 

oscilloscope.29.95 

How to use a logic probe 

and logic pulser.29.95 

How to solder like a pro .29.95 

BASIC ELECTRONIC SERIES for be¬ 
ginners and technicians alike. ALL- 
ABOUT tapes will teach you nearly 
everything that goes wrong with each 
type of part and how to find it. These 
tapes and the others in this series are 
intended to aid you in finding the 
troubles of medium difficulty that occur. 
Even experienced technicians should 
learn enough from these tapes to repair 
more equipment every week. 

All about resistors.$29.95 

All about capacitors .29.95 

All about inductors, part I (includes in¬ 
ductors, transformers, coils, flybacks, 

pinball coils, solenoids).29.95 

All about inductors, part II 
(includes magnetic clutches, relays of 

all types.29.95 

All about diodes (including rectifiers, 

SCR’s, triacs, LED’s).29.95 

All about transistors.29.95 

How to read schematics — part I 
(covers monitors, how to find monitor 
problems, with wiring diagrams, gives 
symptoms, where to look. Covers both 
raster scan and XY monitors) . .29.95 
How to troubleshoot digital integrated 
circuits (including micro-processors, 
what goes wrong and how to find it. How 
to use the best literature on IC’s, and 

where to get it.29.95 

Send payment with order or add 
$2.00 for C.O.D. to: 

VIDEO REPAIR SCHOOL 

RO. Box 121, Glen, Miss. 38846 

( 601 ) 287-1594 



Replacement Parts 

• Replacement Trim 
• Instruction Panels 
• Plastic Delivery Doors, Knobs 
and Buttons 

• Screens and Steel Panels 
• Custom made Plastic and 
Aluminum Parts 

• NATIONAL, ROWE, RMI, VENDO, 
COFFEE MAT and other major machines 
• Same Day Shipping 
• Lower Prices 

• No Order Too Large or Too Small 
1 Call For Your Free Catalog 

Toll Free 1-800-443-1754 

/WITS' 


ENTERPRISES, INC. 

PARTS FOR THE VENDING INDUSTRY 

2615 MARKET STREET • YOUNGSTOWN, OHIO 44507 
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OPENING ARCADE SOON 

NEED EVERYTHING EXCEPT 
VIDEOS. EXPECIALLY NEED 
SKEE BALLS, DOYLE BASKET¬ 
BALLS AND ANY OTHER 
REDEMPTION EQUIPMENT. 
WHAT HAVE YOU??? 

Call Al or Steve at 1-800-336-0321 


VENDING MACHINE 
REPLACEMENT PARTS 
REPRODUCED 

Excellent quality! 
Great Savings! 

Call Jason Greene at 

D&S VENDING INC. 
1-800-445-8363 


Coin Security Systems, Inc. 

A Complete Sales & Service Center 


medeco 

CHICAGO LOCK • Baton 


PICKETT INDUSTRIES 


The Pickett Corporate Group is looking for progressive, 
professional, profit oriented individuals who are looking 
for a career. We offer opportunities in the following areas: 

General Managers / Vending 
Operation Managers / Vending 
Route Supervisors 
Mechanics 

Pickett Industries offers excellent compensation and 
benefit packages. If you feel you might be qualified 
and are interested in a progressing career, 
please send your resume in confidence to: 

PICKETT INDUSTRIES, INC. 

P. O. Box 82627 

SHREVEPORT, LOUISIANNA 71148-2627 
ATTN: STEPHANIE 


FOR SALE 

Solid Successful 
Vending and OCS Business 

In business 15 years. 

Full line vending. 
Commissary. 

300 OCS and water accounts. 
Annual sales $500,000. 

Low operating cost due to 
concentrated distribution. 
Business located in one of the 
fastest growth areas in the 
country, Northern New Jersey. 
Exceptional potential. 

Send all replies to: 
Vending Times, P.O. Box 969 
545 Eighth Ave., New York, NY 10018 


VENDING SUPERVISORS 

Large vending company located in the 
Southeast is looking for experienced, 
dependable people motivators. Excellent 
salary and benefit package. Send resume 
to Vending Times, P.O. Box 965, 545 
Eighth Ave., New York, N.Y. 10018. 


ABLOY 


£JmER1£4N 

iOCX COMMNV 




Commercial & Restricted Keyways 
Rekeying & Key Duplication 
Factory Direct Pricing 
Immediate Delivery 


7119 Gerald Avenue • Van Nuys, CA 91406 
(818)782-5454 


MICROWAVEABLE BOWL ADAPTERS 


WILL VEND 

AHF - CHEF BOYARDEE® PASTAS 
DENNISON'S® CHILIS 


17 VARIETIES 

>RMEL 


ADAPTERS AVAILABLE FOR 
MOST GLASSFRONTS 

DISTRIBUTOR INQUIRIES 
WELCOME 


$ 39H 


CALL OUR 

PARTS DEPARTMENT 

“vendors EXCHANGE, INC. 

4020 PAYNE AVENUE 
CLEVELAND, OH 44103 
TOLL FREE 800-321-2311 
(216) 432-1800 • FAX (216) 432-2786 



VENDPACK 

MACHINES 


PROFIT BY VENDING 
CONDOMS 

■ Single Column ■ 50C-75C-$1.00 Vend 

■ Two Column ■ Vandal Resistant 

CIGARETTE SIZED 
PACK OF 3 CONDOMS 
ALSO AVAILABLE 

PVC™ 

4020 PAYNE AVENUE 
CLEVELAND, OH44103 

216 - 432-0765 


W 


FIXTUR-WORLD, INC. 


Salad Bars 

Food Service Counters 
Condiment Counters 
Microwave Stands 
Waste Containers 
Area Treatments 


1555 Interstate Dr., Cookeville, TN 38501 

(615) 528-7259 • WATS (800) 251-6871 • FAX (615) 528-9214 



WE SPECIALIZE IN 
POKER BOARD REPAIR 
We also do all types of 
P.C. Board Repair 

Call today: 

Jay's Vending Service 
Sales - Service - Parts 
Distributors For Leading 
Coin Machine Factories 

6812 North Point Road 
Baltimore, MD 21219 

( 301 ) 388-0993 ( 301 ) 388-1425 


LASER CARTRIDGES 
Recharged!!! 

Save up to 70% on your laser cartridges 
by having your present cartridge 
completely disassembled, cleaned and 
recharged by us. For more info please 
contact: Mike Ibarra at (212) 409-5880 
or send your cartridge with a check or 
money order for $49 to: 

CHARGIT INDUSTRIES 
P.O. BOX 1201 
BRONX, N.Y. 10462 



CONDOM 
VENDING 
MACHINE 

Stainless Steel, 

Made For Hotel And 
Motel Rooms 

Dimensions 4”x4”x8” 

4x 25$ vend 
Worldwide Patent 

★ Seeking For 
Serious Distributors 

Kreq International Inc. 

917 Rue Mgr. Grandin #104 
Ste-Foy, Quebec, G1V 3X8 

tel: 418-652-8630 
fax: 418-652-8631 

•INDIVIDUALLY PACKED CONDOMS IN A1-DOZEN PACK ARE ALSO AVAILABLE 


USED 

VENDING 

EQUIPMENT 

WANTED 

by 

Automatic Choice Inc- 

1-800-345-7540 

in Connecticut 

1-800-345-7548 

in Charlotte, N.C. 


SELLING 

SELLING SELLING 

POKERS POKERS 

10 SMS Hi Lo's 
8 SMS Grand Prix 
12 Greyhounds 

All Games used 
in A-1 condition 

Phone 1-800-347-7755 
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COMPUTER SOFTWARE 

Over 200 operators from coast to coast (& in 3 foreign coun¬ 
tries!) are finding more timeforfamily and friends because THE 
SILENT PARTNER is watching the cash! It keeps track of: 
where the machines are and where they’ve been; when and 
where you should move them; it gives you instant graphics on 
all of your locations, letting you compare this year to the 
previous 2 or 3 years. It gives you an income graph on each 
machine in each location. 

ABOUT 40 DIFFERENT OPERATORS related their ideas and 
experience to our computer design engineer who put this soft¬ 
ware package together for you. . . SOFTWARE BY OPERA¬ 
TORS FOR OPERATORS! 

OUR GUARANTEE: Not 30 days, but 365 days! If you can find 
anything that is faster & better, we will buy it and refund your 
money! 

ALSO: Vending Packages, Dart Leagues, Pool Leagues, Parts 
Inventory, and Truck Maintenance. 

THE SILENT PARTNER 

3441 South Park • Springfield, IL 62704 
A DIVISION OF ALL STAR MUSIC, INC. 

(217) 793-3350 

CALL US FOR THE NAMES OF PEOPLE IN YOUR AREA 
THAT ARE USING THIS!!! 


ZIP KIT 

NOW CARRIES THE FOLLOWING 
ITEMS AT REAS0NARLE PRICES 


• ALUMINUM EXTRUDE) TRIM KITS FDR NATIONAL, 
TRON, IMPERIAL, CROWN, GOLDBIII, ROWE, 
AWARD-STELLAR STYUNGS, PLUS OTHER 
MANUFACTURERS OF VETOING MACHINES 
(TRIM COMES III SlU/ffl,BRONZE & BLACK) 

• DOLLAR BILL VALIDATOR BOX FOR ALL 
FREE STANDING CIGARETTE MACHINES 

• SELF CONTAINED CURRENCY VALIDATOR 
FOR CIGARETTE, MUSIC AND GAMES. 

• DECORATIVE VINYLS FOR VETOING 
MACHINES. BY THE ROLL OR YARD. 

• NEW VENDORS - BULK, STAMP, MAP, 

CIGARETTE LIGHTERS, CONDOM, AND 
MINI POST OFFICE (BNVB.0PES - 
STAMPS -LAMINATING) 3 COLUMN 

• REYNOLDS ICE MAKBIS (REBUILT 
OR REMANUFACTURING SBIVICE) 


• PROCON PUMPS (REPAIRS) OR REBUILT) 


PLUS 

USED VENDING MACHINES 
(All Makes and Models) 

Call or write for information and prices 


ZIP KIT, INC. 

9411 WINNETKA AVENUE 
CHATSWORTH.CA 91311 


818993-1025 
818 885-1223 Fax 
800548-7787 

outside California 


DISTRIBUTORS wanted to sell 
our complete line of merchandise 
for Bulk Vending Machines. We 
are manufacturers of filled and 
empty 54, lOd, and 254 capsules. 
We can also supply you with all 
bulk vending accessories, and 
other necessary needs to distribute 
a full line of bulk vending. Call or 
write immediately for more de¬ 
tails. A & A COMPANY, 1930VT 
Greenspring Drive, Timonium, MD 
21093. Phone: 301-252-1020. 

Call Toll Free: (800) 638-6000 


b 


Admittedly the BEST for all 
your MACHINE TICKET needs 

SKEEBALL • WHAC-A-MOLE • HIGH BALL • EDT 


/mm 

mini 

v w 


c 


National 

TICKET CO. 


TICKET AVENUE 
SHAMOKIN, PA 17872-0547 
717-648-6803 


YOUR ACE LOCKS REKEYED 

Why have 20 different keys when one will do? 

Let us master all your ACE locks to one key. 

RAN DEL LOCK SERVICE 

87 Rockaway Avenue, Valley Stream, N.Y. 11580 
TEL. 516 VA 5-6216 

Our 49th Year in Vending 

$2.00 each 

Send one key with the locks you want rekeyed 

Prices Subject To Change Without Notice 


LET US REPAIR OR 
CONVERT YOUR 


Exchange 
Recorders to 
Vend to $2.00 

$14.°° 

Are 

Your 

Machines 

Coming 

Up 

Short? 

We # Have 
The Cure! 
Anti-Cheat 

Cams $1. each 

Anti-Cheat 
Escrow Cup 
$13.95 


■ ACMR’s 
Exchange 
€ s 25. 00 


‘Available In 
Quarters Only 
With Anti-Cheat 



CALL BUTCH WEINER 


We Are 
Distributors 
For | 

M 

O 

N 

E 

X 

Products 

We Sell 
We Install 
We Do It 
All!!! 

See Imonex 
Ad In This 
Edition 


CALL ( 1 - 201 ) 964-4063 

692 Winchester Avenue 1-201-964-4063 

Union, NJ 07083 Monday-Thursday till 9:00 PM. 
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VENDORS EXCHANGE, INC. 

HAS THOUSANDS OF PARTS FOR 
YOUR EVERYDAY NEEDS 
* FAST DELIVERY 
* BEST PRICES 


CALL 800-321-2311 

FOR THE PART OF YOU 
THAT LIKES TO SAVE MONEY 


BATTERIES 
BOWL ADAPTER (MICROWAVE) 
BRUSHES 

CABLE TIES AND CLAMPS 
CASH BOXES 
CLEANING AIDS 
COINCO 

COIN BAG/WRAPPERS 
CONNECTORS 
DEGREASER 
ELECTRICAL 
EXTENSION CORDS 
FAN BLADES 

FASTENERS (BOLTS, NUTS, SCREWS) 

FILTERS - WATER - HOT - COLD 

FLASHLIGHTS 

FLUORESCENT LAMPS 

FUSES 

GEARS 

GLASS 

HAND TRUCKS AND ACCESSORIES 

INSTRUCTION LABELS/SIGNS 

LEG LEVELERS 

LOCKS AND HASPS 

MAGNETIC HEADS 

MARS ELECTRONICS 

MICROWAVES 

MICROWAVE BOWL ADAPTER 


MOTORS 

PAINT 

PANELS 

PRICE LABELS/SIGNS 

PRICE RAISING KITS 

PULL KNOBS 

PUSH BUTTONS 

REFRIGERATION 

REYNOLDS 

RESTYLE KITS 

ROWE POCKET LINERS 

RUBBERMAID 

SCALE-GRAM 

SCREENS 

SEALS 

SECURITY KITS 
STARTERS 

STORAGE CONTAINERS 

T HANDLES 

THERMOSTATS 

TOOLS 

TRIM 

TRIM ACCESSORIES 
TUBING 

VALIDATOR RETROFIT KITS 
VALIDATOR MOUNTING BRACKET 
VINYL 



TM 


VENDORS EXCHANGE, INC. 

4020 PAYNE AVENUE • CLEVELAND, OHIO 44103 

TOLL FREE 800-321-2311 

216-432-1800 





SPECIAL 


RMI 

FREEZE DRY 
COFFEE 


AS-IS 

GOOD CONDITION 

$ 395.00 



VENDORS EXCHANGE, INC. 

4020 PAYNE AVENUE • CLEVELAND, OHIO 44103 

TOLL FREE 800-321-2311 

216-432-1800 


COFFEE-MAT 

1072A 

FRESH BREW 

AS-IS 

GOOD CONDITION 


$ 495.00 



















Our New Look 

By now you’ve noticed our “New Look”. 

After winning 8 graphic arts awards in the last 10 
years, how do you change your appearance? Very 
carefully. But, like progressive operators, we are 
moving into the 1990’s with state-of-the-art 
techniques. 

But why a “New Look”? Because we’re always 
trying to find ways to make VENDING TIMES more 
newsy and more easy to read. We’ve learned that 
operators want to have information readily avail¬ 
able, and the new “signposts” were designed to 
help identify your particular interests. 

For example, the page one “In This Issue” box 
highlights contents, letting the reader know just 
where stories and departments can be found. 

This is the first issue with our new style. As we 
progress, readers can look forward to more 
innovation. 

We hope the new format proves helpful, and 
trust you’ll find our effort worthwhile. We’d be 
obliged for your comments and suggestions. 

Take Benefits Back 

When you talk to leading operators in our in¬ 
dustry — the trend-setters — you generally find 
that they all mention that a contributing factor in 
their success has been attendance at trade con¬ 
ventions. .They agree that it’s become a “must” to 
be at the NAMA shows to see what’s new in equip¬ 
ment and suppliers, and to keep abreast of the 
changes taking place in vending marketing and 
procedural techniques. 

The upcoming NAMA Convention in Chicago 
(October 12-15) shapes up as a prime source of in¬ 
formation, not only because of the number of ex¬ 
hibits, but because of a well-structured business 
program. (See story, page 1.) 

A diverse program is being presented, and it will 
pay the operator to be on hand for these sessions. 
But no convention program can hope to tackle all 
the aspects of an industry, and there will be phases 
of our business that will not be covered at the for¬ 
mal business meetings. 

However, the operator who comes to Chicago 
has a golden opportunity to get together with fel¬ 
low operators — as well as manufacturers and 
suppliers — to discuss and explore those points 
that concern him. Chances are he’ll get some 
answers — and they may well be the answers that 
will help his bottom line. 

Some years ago we labeled such discussions 
as “Everything You Always Wanted To Know 
About Vending, But Were Afraid To Ask”. For any 
number of topics can be discussed on the conven¬ 
tion floor, in hotel lobbies, and in manufacturers’ 
hospitality suites. Operators tell us that it’s a mat¬ 
ter of asking the right people the right questions. 

We’ve always maintained that there’s a ratio be¬ 
tween the amount of attention an operator gives in¬ 
dustry meetings and the benefits he takes home. 
Make a point of “visiting” with fellow operators, 
manufacturers and suppliers in Chicago. Your 
convention trip can produce dividends. 

Say Hello 

The VENDING TIMES staff will be on hand in our 
booth at the NAMA Show in Chicago next month. 

Drop by and say “hello”. We’re always in¬ 
terested in talking to our readers and obtaining 
their comments and suggestions. 
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What makes a good trade associa¬ 
tion? Associations are what their 
members make of them. But anyone 
who has attended a number of state 
vending association meetings soon 
realizes that relatively few of these 
groups would qualify as top-notch 
trade organizations. 

In too many instances, the mem¬ 
bership is only a small percentage 
of the number of vending compa¬ 
nies operating in a given state. 
When you talk to non-members, 
they either claim that they’re “too 
big” or — more frequently — that 
they’re “too small”. But nobody’s 
too big to be above the responsibili¬ 
ties of the vending industry, nor im¬ 
mune to its problems. And the 
small operator cannot really believe 
that his input is not needed. 

In fact, most of these non-joiners 
are free-loaders. They feel that as 
long as there are other operators 
willing to devote time and money to 
a state group, work is being done 
and there’s no need for them to be¬ 
come an association member. But 
this “Let George Do It” attitude is 
self-defeating as it results in a weak 
trade group that proves ineffective 
when vendors are threatened with 
unfair taxation or discriminatory 
legislation. 


CIRCULATION MANAGER 

Marvin Gray 

ART DIRECTOR/ 
PRODUCTION MANAGER 

Jim Bastone 


The operator who “belongs” is a 
businessman displaying respect for 
his industry. He has a stake in vend¬ 
ing, and no matter the size of his op¬ 
eration, he is “involved” and willing 
to work with others to benefit 
vending. 
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MOVING? 

PLEASE ATTACH LABEL FROM 
COVER OF THIS ISSUE, AND GIVE 
US SIX WEEKS' NOTICE 



NEW ADDRESS: 

Company_ 

Name_ 

Address_ 

City / State_Zip. 


How do you get operators to join 
a state association and pull their 
weight? We’ve heard of all sorts of 
gimmicks that have been tried, but 
they appear ineffective. Our sugges¬ 
tion is that every member spend 
some time getting just one other 
member. This takes some effort, but 
it’s not difficult. The result: At the 
end of six months, a state associa¬ 
tion can double its membership. 

But we have to remember that 
it’s not enough to just join an asso- 
ciaiton. You have to work at it. This 
means taking an active role, serving 
on committees, publicizing the ven¬ 
dor’s membership in the group, and 
emphasizing the association’s “pro¬ 
fessionalism” to the public. 

We have yet to meet the vendor 
who will admit to not wanting to do 
his bit for vending. But it takes a 
recruiting job to bring vendors into 
an association — and state associa¬ 
tions have to plan accordingly. They 
must get across the message that 
membership in a trade group is the 
evidence of an operator’s willing¬ 
ness to work together with his fel¬ 
low operators to build a strong 
vending industry. 
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Ravioli 


IT’S A WHOLE 
NEW BOWL CAME. 


MICROWAVE BOWl 


Heat up business with AHF Microwave Meals 

right in the bowl. 



Now your customers can have hot meals in seconds, and 
they won’t have to play around with extra bowls or messy 
cleanups. And the great taste of AHF new Microwave Meals 
will really be a hit. 

After all, Chef Boyardee® is America’s No. 1 pasta and 
Dennison’s® is the leading chili in the West. As a team, 
they’re a delicious new way for you to have hotter vending 
sales and profits. 

Free bowl-vending adapter. 

The exclusive AHF adapter snaps into place in your 
large box glass-front machines* enabling you to dispense 
Chef Boyardee and Dennison’s Microwave Meals in their 
own bowls. 

AHF is offering one adapter (a $39.95 value) free** with 
10 cases of their Microwave Meals. 

Call toll free for a free play-by-play demonstration. 


1 - 800 - 448-3400 Ext. 112. 

‘Only fits certain machines. ‘‘While supplies last. 35 year NAMA member. 



FOOD SERVICE 


























